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..-horos how Apex alps you moat thon ! 


NO. 1 FEATURING 


apex WASH-A’MATIC 


with more wanted features... 





‘ ee e@ Metered Washing Action 
\ gets clothes cleaner with 
less fabric wear. 


e Hot water economy — 
uses less than any auto- 
matic—only 7'2 gallons in 
wash cycle. 

e Hydro-balanced spin— 
no vibration! 

e Shortest complete cycle 
—27'2 minutes. 


e Fiber-Glass Spiral 
Agitator —with a full 
Five-Year Guarantee! 


Backed by..-; 


“Brightest Show on Earth” 


TOP TRAFFIC-BUILDING PROGRAM 


® Easiest, most effective sales event you can put on! Unusual, proved 
demonstration ideas that really close WASH+*A+*MATIC sales! 


® Every detail worked out for you in complete event guide! 


* Everything you need to pull traffic— Free Girts—dazzling display 
pieces, flyers, handbills, demonstration easels—and more! 





SS 


NO. 2 FEATURING 
FOUR NEW APEX 


SPIRAL DASHER WASHERS 


each one Automatic-Timed ' 


e World's largest-capacity 
tub. 





e Deluxe Apex-Lovell 
Safety Wringer. 


e Washes full load in 6-8 
minutes. 


e Free-running gear case. 





@ Porcelain tub with wash- 
board sides. 


e@ Famous SPIRAL DASHER 
with exclusive Silk Line. 


Backed by... 


Apex Profit-Timed Promotion 


TO CLOSE MORE SALES AT FULL PROFIT 


® Paced by an Introductory Special—a full-skirt model you can sell as 
low as $79.95! Complete with many Apex quality features. 

*® Power-house package—every display item imaginable, plus newspaper 
ads, flyers, recorded jingles for your local campaigns! 

* Free Girts for mothers—for kiddies, plus merchandising sales events 
you can stage—all designed to pour top profit dollars your way! 








YOUR APEX DISTRIBUTOR CAN SUPPLY DETAILS NOW! 


A PEX HOUR-SAVING APPLIANCES THE APEX ELECTRICAL MANUFACTURING CO. + CLEVELAND 10, OHIO 
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Betty Furness, sales 
star of Westinghouse 
STUDIO ONE, TV's 
top dramatic show. 
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Says Betty ... “It’s an old-fashioned Sell-a-bration starting May 3 when I stage 
the first of 16 dramatic demonstrations on WESTINGHOUSE STUDIO ONE. 


“And you can be sure they'll want to see the refrigerators, ranges, laundry equip- 
ment and other products with the special advantages and exclusive features I 
demonstrate. 

“But this is only part of the Million-Dollars-a-Month which Westinghouse is 
spending during May, June and July. Dominating Key City ads will run.for 11 
solid weeks in the nation’s leading, largest circulation newspapers ... there’ll be 
14 full-page color ads in POST, LIFE, LOOK, COLLIER’S and PROGRESSIVE 
FARMER ... special newsprint flyers for local distribution . . . hard-selling prod- 
uct displays plus Home Sweet Homemaking decorations for windows and selling- 


centers.” 


“THAT'S WHY, ONCE AGAIN, ALL EYES ARE ON WESTINGHOUSE AND 
WESTINGHOUSE RETAILERS DURING HOME SWEET HOMEMAKING DAYS.” 
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Says Mr. Dealer. . . “We're advertising those new prod- 
ucts and red hot specials Westinghouse has given us to help 








pull in ready-to-buy prospects. 











“We're putting our windows to work. We’ve got the FULL SURE AF ITS 
line in those all-important selling centers. The invitations to you CAN BE = 
our Home Sweet Homemaking Store Party are in the mail. a e 
And we've blanketed our entire area with that hard-selling Stin ous 
newsprint flyer! Cc 

“Yes, sir... as Betty says, we’re really Sell-a-brating 


Westinghouse Home Sweet Homemaking Days... and are 
those competitors down the street watching US!” 


“EVEN UNCLE SAM HAS COOPERATED 
WITH THAT TIMELY TAX CUT WHICH WE Westinghouse Electric Corporation 


ARE PASSING ALONG TO OUR CUSTOMERS.” Electric Appliance Division *« Mansfield, Ohio 
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Electric Water Heaters, 
30 to 80 galions capacity, 
upright and tabletop mod- 
els. Fully automatic with 
glass-lined tank and other 
exclusive features. 


















A. O. Smith, world’s largest manufacturer of glass-lined 
products, designed and perfected the first glass-lined water 
heater over 14 years ago! Many of these initial instal- 





lations are still giving clean, rust-free hot water. Since that 
pioneering start, Permaglas water heaters have been 





proved rust-proof in well over 2,000,000 homes! 


When you sell Permaglas . mA 


you sell the water heater most in demand! 





Write for the facts to 


GA OSmith 
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Gas Water Heaters, size for every 
need. AGA approved models available Permagias Division, Kankakee, Ill. * International Division, Milwaukee 1 
for all gases in 20 to 65 gallons capacity. Licensee in Canada: John Inglis Co., Ltd, 

Glass-lined with all exclusive features. 
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Business Quick-Check 


SALES, appliances, radio-TV ($millions) 





DEBT consumers owe on appli.-radio-TV ($millions) 


FAILURES of appl.-radio-TV dealers 

RETAIL SALES total ($billions) 

DEPT. STORE sales index (1947-'49 = 100) 
PERSONAL INCOME annual rate ($billions) 
LIVING COST index (1947-'49 = 100) 
SAVINGS of consumers, annual rate ($billions) 
HOUSING starts (thousands) 

AUTO output (thousands) 

UNEMPLOYMENT (thousands) 


TRENDS 


\ cautious optimism is beginning to take hold in the industry. 





It’s true that no one has yet climbed out on a limb with predic- 
tions of record-breaking business for the rest of the year. On the 
other hand, few in the trade are singing the blues. 

Why this confidence? 





l'o begin with, the industry has lived through three and a half 
months of what it expected would be recession business and at 
many levels this past three months hasn’t been as bad as anticipated. 
[hat’s particularly so at retail where sales seem to have kept pace 
with last year much better than factory production has been able to. 
Retail 'T'V sales, for instance, were up 7.7 percent during January 





and February although factory output for the same period was down 





over 40 percent. The explanation is simple enough; the trade has 





been whittling its inventories down to manageable size. 

lake a look at the production table following this article. Among 
the more important appliances (ranges, refrigerators, washers ) none 
is off more than 10 percent. Two of the newcomers (dryers and 
dishwashers) are well ahead of the first two months of last year. 
Only freezers and ironers (40 and 60 percent respectively) are well 
below last year’s figures. In the electronics field radio has dipped 
from 20 to 35 percent and T’'V is down 41.5 percent. 

Remember too that comparisons can be deceptive . . . 1953 was 
a record-breaking year for the trade and a drop of 10 percent from 
such levels isn’t fatal. 





Having survived to this point, the industry can reasonably look 





ahead to somewhat better sailing. The Federal Reserve Board survey 





of consumer finances (EM, April, page 202) noted a “tendency 
for consumers to time their plans to buy more heavily in the latter 
part of the year than was the case a year ago.” As noted here last 
month the average wage-earner will find himself with extra money 
in his pocket this fall when Social Security deductions for the year 





1954 





Latest Preceding THE SHORT 
Month lAonth TREND 


322 341 360 DOWN % 
265 270 236 SMALLER 
57 40 29 MORE # 
13.9 13.6 14.5 uP wa 


107 109 115 DOWN 


led 


282.9 283.7 281.0 DOWN 

115.0 115.2 113.4 DOWN » 
19.6 19.3 18.8 uP ms 
73.0 66.0 79.2 UP # 
526.0 443.2 569.0 uP wa 
3,725 3,671 1674 WORSE # 
REET I NLL, ENE ELEN LIE LE BE 


(Sources, in order: Dept. of Commerce, FRB, Dun & Bradstreet, Dept. of Commerce, FRB, 
Dept. of Commerce, Bur. Labor Statistics, Council Econ, Advisors, BLS, Ward's Avto 
Reports, Census Bureau) 


have been completed. It’s then that he'll be able to count out in 
dollars and cents the money he’s saving on his 1954 income tax. 

The recent cut in excises will be helpful, too, if for no more 
profound reason than that a $190 product is $10 easier to sell than 
a $200 unit. 

Actually, when it came last month, the tax cut was little more 
than a moral victory for the industry. Tt seems unlikely that the 
pick-up in sales after the passage of the revised law did much more 
than make up for the drop in business during the final week of 
March when Congress was considering the bill. 

Incidentally, you probably haven’t heard the end of excise cuts. 
The radio-TV industry and the air conditioner makers will get 
another chance to ask for relief for their products when the Senate 
acts on the tax revision bill. (At that time all of the new excise 
cuts will have to be written into the tax law.) 











The talk about color TV becomes more and more conservative 
as the weeks pass. Three months ago, for example, Admiral was 
planning to turn out 30,000 color sets in 1954. Now the figure has 
been cut back to about 10,000 units. 

There will be no large volume sales of color until a 21-inch set 
selling at a “reasonable price” is available, G.E.’s Dr. W. R. G. 
Baker said last month. The industry can’t do a real marketing job 
on color until 1956, he added. 

That would be bad news for the industry if people had decided 
to stay out of the TV market until color was available. Fortunately, 
all indications now point to the fact that the average consumer has 
grasped the limitations on color and has decided that black and 
white sets at today’s prices are real bargains. 

You must not confuse the appearance of color with the early days 
of black and white. Then there was no T'V service but black and 

















(Continued on page 6) 
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Every Model A Profit Winner! 
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Let us show you ai// the exclusive, new 
sales points of: 

tape-o-matic® tape recorder 

(Has ALL the features... low price too!) 
Fidelis® high fidelity table model phono 
(Has tone-o-matic®! NEW audio system!) 
Model 556 hi fi Portable phono 
(tone-o-matic, plus exclusive speaker 
system, plus .. .) 


Plus other profitable models... remember, 


V-M means Valuable Merchandise, too! 


ea | WW 


visit the V 





_M BOOTH 584 


CORPO 


HARBOR, 


V-M 


BENTON 





ATION 


wicHIGAN 








TRENDS. continued 





white and people rushed to buy despite picture limitations and 
price. Today, color is a supplementary service — and one with im- 
portant limitations at the present time. 


Tube size, cost and programming are the three big drawbacks 
right now. Don’t overlook the importance of that third one. An 
informal survey of dealers selling Westinghouse color sets in New 
York shows that dealers agree that limited programming is a bigger 
sales obstacle than either cost or tube size. You can't demonstrate 
color without a color show and you can’t sell many people on buying 
a color set which will show only monochrome about 98 precent of 











the time. 


Pay as you go wiring has caught the imagination of many people 
in the trade since it was introduced last year by Cincinnati Gas & 
Electric. In this instance, the utility itself financed the rewiring. 
But the job can also be handled through Title I FHA home im- 
provement loans. That’s the technique being tried by the Nebraska- 
Iowa Electrical Council. (And in New York, one bank has an- 
nounced its willingness to finance additional wiring necessary for 
installation of appliances. ) 

Obviously, then, there are several angles from which you can 
attack the problem of financing adequate wiring. The big job is 





getting some group on the local scene to lead the way. The Elec- 





trical Council, for instance, isn't doing the financing itself. But 
what it is doing is just as important — it has set up the machinery 
under which such financing can be handled easily and quickly. 


Like paradoxes? Then take a look at the room air conditioner 





industry as it stands poised on the edge of the selling season. 
Pre-season sales have been the best ever — but the inventories in 





distnbutor stock nght now are at record levels. ‘The explanation is 





simple: in this booming new business more and more manufac- 
turers are turning out more and more units earlier and earlier in 
the year. Somebody has to carry this merchandise and even record 
breaking pre-season sales haven’t lightened the distributors’ load. 





Most distributors handling top-brand lines say everything will work 
out for the best when hot weather hits. But there will be plenty 
of competition this summer and the business is going to be hot in 
more ways than one. 


Installment credit will be just as plentiful this year as last. But 
the applicant will have to talk a little harder to get it and the retailer 
wil have to run a tighter business to get consideration himself from 











the bank. ‘Those were the obvious conclusions to be drawn from 
the recent National Installment Credit Conference in Chicago. 
Repossessions haven't risen seriously as yet but delinquents are 
being policed with greater zeal and efficiency, the Conference was 
told. 


Here’s one survey that can be classified as good news for the 
appliance industry. Each year the publishers of the five farm papers 
in the Midwest Farm Paper Unit, Inc., ask their readers what equip 
ment they plan to buy in the year ahead. The 1954 survey (compiled 
in the fall of 1953) is clear on this point: buying intentions for the 





current year are well ahead of those for 1953. (And a check back 





on the 1953 intentions showed that those replying to the survey 
had been too conservative, that they had actually purchased more 
appliances than they said they would at the beginning of the vear. ) 
Here’s the way the 1954 buying intentions shape up, with 1953 
percentages indicated in brackets: pressure water systems — 7.2 per- 
cent (4.5); automatic washers — 3.6 percent (1.5); conventional 
washers — 7.4 percent (5.0); dryers —7.6 percent (3.9); refrigera- 
tors — 4.3 percent (3.4); freezers — 12.3 percent (8.8); and vacuum 
cleaners — 5.7 percent (4.0). 
(Continued on page 9) 
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“HOOVER 


WISHING We 


Here’s the hottest promotion you’ve 
ever had for the big gift-selling 
season. A contest-type promotion 
your customers will talk about and 
come in for. An inexpensive, simple 
and tested promotion that sells all 
Hoover appliances. A program that 
will continue to sell the entire 
Hoover line long after the contest 
is ended. 


Your customers come in and 
b . choose their favorite Hoover 


I'm wishing 


for a HOOVER 


\. radio advertising material . 
\ the novel display and lucky coins 


products .. . make wishes on the 
lucky coins . . . drop these coins, 
with name and address, into your 
Wishing Well. At the end of the 
contest, winners receive the 
Hoover appliance they wished for 
—and you’ve got the world’s best 
prospect list and a simple method 
for follow-up—with a special fast 
closing inducement. 

All you do is sign up for the initial 
Wishing Well display. Everything 
is furnished . . . window streamers, 
handout pieces, newspaper and 
.. and 


| that bring in the extra gift sales. 


Get all the details from 
Hoover distributor now. 


your 


The Hoover Company 
Home Appliance Division, North Canton, Ohio 
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HIGH RESOLUTION 
PICTURE! 
Sell the greatest picture 


accuracy, depth and 
contrast in television! 








HIGH RESONANCE 
SOUND! 


Sell television’s finest tone, 
from precision-engineered 
circuits, quality speakers 
and acoustic cabinet! 


@ There is only one Du Mont quality. It sells for a 


little more... and builds surer profit for you. No 


costly dealing or “right-about-face” sales policies, 


in this line you can sell with conviction! 


Now with HI-R PICTURE 
puts added selling power in its “Complete Comparison” 


with every other make, in every feature, at every price! 


AND SOUND, Du Mont 





Du Mont BRADFORD 


Traditional 


Handsome 


in genuine 


traditional cabinet 

mahogany hard- 
wood veneers. 2l-inch Du Mont 
Selfocusing tube. Optional one- 
knob 82-channel tuning. Built- 
in antenna. 


U Mon ; 
There is only one T 


a Sevective Du Mont Deaver FRANCHISE IS MORE 


Allen B. Du Mont Laboratories, Inc., 


Write, wire 


Lid., 


Electronics 


Distributor for full details, 
Du Mont Television Division, 


or phone your Du Mont 


Du Mont RUTLAND 
Traditional style cabinet in 
hand-rubbed genuine mahog- 
any or blond veneers. 21-inch 
Du Mont Selfocusing tube. 
Ax oustically matched tone sys- 
tem. Provision for UHF. Built- 
in antenna. 


w ¢ 


or write to 






bad 


DuMont lelevi 


A SOLID SALES AND PROFIT BUILDER! 


























SELL DU MONT 
The Short Line 
with the Long Profits! 


DU MONT... 
WITH OPTIONAL 


82-CHANNEL 


ONE-KNOB 


TUNING! 








PROFIT wn ven 


PROFIT ... with shorter line, 
Yee! . with HL-R and 


Complete Comparison! 


better mark ups! 


faster turn over! 








é 


~ 


3. 


Television Receiver Division, East Paterson, 
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1. Exclusive automatic picture 
stabilizer corrects outside 
picture interference. 

2. Tilted safety glass and 
picture tube for reflection- 
free viewing 

3. Harmonizing metal picture 
mask for easier viewing. 

4. Continuous adjustable tone 
control. 

5 Heavier permanent magnet 

speaker. 

6. Phono-jack and switch for 

record playing 


7. Heavier cabinet woods for 
better acoustic value. 


8. Illuminated channel 
selector dial. 

9. Optional one-knob 
82-channel tuning. 

10. Authentic decorator cabinet 
styling. 

It. Puncture-resistant speaker 
grille cloth. 

12. Removable safety gloss 
front for easier cleaning. 


13. Dust proof picture tube 
seal. 


14. Solid raised legs for easier 
dusting 


15. Thirty tube equivalents 


16. Cooler operation for longer 
set life. 


17. Shielded chassis to prevent 
interference 


18. Highest quality control 
standards. 


19. Built-in antenna. 


20. Underwriters’ Laboratories 
approval. 


fom MN)! Kx 


VALUABLE THAN EVER TODAY! 


New Jersey. Canadian Affliate: 


Canadian Aviation 


Montreal, Canada. *Trade Mark. **Prices include full-year picture tube Warranty, Federal Excise Tax. Prices slightly higher in the South and West and subject to change. 
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TRENDS continued 


Keep your eye on T'V prices. The initial success of lower-priced 
units like the Crosley Super V has led manufacturers to take a 
second look at future price policy. There had been some talk of 
prices going up somewhat during the summer. It might still happen, 
but at the moment chances are just as good that additional firms 
will follow the example set by Crosley and already followed by 
Hallicrafters and Raytheon. 





MANUFACTURERS’ SALES 





January February 2 Months 





DISHWASHERS... 1954 13,220 13,584 26,804 
1953 9,410 11,395 20,865 

% Change +39.5 +19.2 +28.5 

DRYERS, CLOTHES. 1954 82,195 62,488 144,683 
1953 62,260 57,136 119,396 

% Change +32.0 +9.4 +21.2 

FOOD WASTE UNITS 1954 27,063 27,084 54,147 
1953 n.a. n.a. n.a. 

FREEZERS.... ; 1954 49,017 50,594 99,611 
1953 85,239 83,661 168,900 

% Change —42.5 —39.5 —41.0 

IRONERS.... ; 1954 9,792 8,208 18,000 
1953 24,395 22,588 46,983 

% Change —59.9 —63.7 —61.7 

RADIOS, HOME.... 1954 271,036 233,063 504,099 
1953 361,921 402,742 764,663 

% Change —25.1 —49.6 —34.1 

RADIOS, PORTABLE 1954 46,571 98,275 144,846 
1953 93,962 87,711 181,673 

% Change —50.4 +12.0 —20.3 

RADIOS, AUTO 1954 394,442 331,961 726,403 
1953 447,667 491,062 938,729 

% Change —-11.9 —-32.4 —22.6 

RADIOS, CLOCK 1954 159,932 105,933 265,865 
1953 189,592 210,924 400,516 

% Change —15.6 —49.8 —33.6 

RANGES 1954 101,870 109,647 211,517 
1953 109,240 114,465 223,705 

% Change —6.8 —4.2 —5.5 

REFRIGERATORS 1954 344,101 334,122 678,223 
1953 347,047 377,605 724,652 

% Change -9 —11.5 —6.4 

TELEVISION. 1954 420,571 426,933 847,504 
1953 719,234 730,597 1,449,831 

% Change —41.5 —41.6 —41.5 

VACUUM CLEANERS.... 1954 221,233 199,035 420,268 
1953 255,886 246,007 501,893 

% Change —13.5 —19,1 —16.3 

WASHING MACHINES... 1954 249,956 295,171 545,127 
1953 277,309 326604 603,913 

% Change -9.9 —9.6 -9.7 

WATER HEATERS, 1954 41,771 47,223 88,994 
STORAGE 1953 48,292 49,385 97,677 
% Change —13.5 —4.4 —8.9 


WASHERS, IRONERS, DRYERS—Membership of American Home Laundry Mfrs. Assn.; VACUUM 
CLEANERS—Industry Estimate by Vacuum Cleaner Mirs. Asan, RADIO & TELEVISION—Industry 
Estimate by Radio-Electronics-Television Mfrs. Assn.,; ALL OTHERS—NEMA Members, not Industry. 
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CaLcINATOR 








| offers you as much as Calcinator 





T 
AUTOMATIC HOME DISPOSAL UNI 


LEADS THE HOME 
INCINERATOR FIELD 





= In FEATURES! 

’ IN APPROVALS! 

) IN CUSTOMER 
L__ SATISFACTION! 


nd @ APPROVED BY American 


Gas Association and Cana- 
saa 2 dian Standards Association 
—guaranteed by Good 
Housekeeping. 











































| 
\ | @ 5-YEAR WARRANTY on ail 
major parts, plus one-year 
warranty on burner as- 
sembly and controls. 


@ CALCINATOR OFFERS YOU 
more exclusive, ‘‘sales- 
clinching” features than any 
other home incinerator, re- 
gardless of price. 


@ CALCINATOR OFFERS YOUR 
CUSTOMERS the solution to 
today’s most annoying 
household problem with 
immediate indoor disposal 
of all garbage and burn- 
able trash. 











No other Home Disposal Unit 


Full foil-faced fiberglass insulation! Two-speed burner 
control! Patented burner, removable from outside the 
unit! E-Z out dumping grate permits quick, easy removal 
of bottle caps, wire, etc. without handling! These are 
Calcinator features that can give you the jump on 
competition! There is no doubt about it—Cal- 
cinator ts best for you and for your customers, too! 





CALCINATOR CORPORATION 
28th & Water Streets © Bay City, Michigam 


Please rush me full details about Calcinator Au 
Home Disposal Units and your dealer or 
franchises. 


NAME 


FIRM NAME 
ADDRESS _ 


CITY & ZONE____ lt 
EM-554 ica 

























“... only $199.95— 


reduced from $200...” 


al 


4 


*.. you'll have a tough time 
deciding which one...” 


CcBSs-Columbia 





T.Vv¥ Receivers 


oe 
. now, 







if you want 
to be real 


fancy...” 


to 10 million 


> 


co 
. 





* the 


shar pest, clearest 





families £ 


picture...” 


Been watching Arthur Godfrey and His Godfrey magic is working for you— at only $199.95 list. And they’re using 
Friends on TV lately? reaching a loyal evening audience of the powerful step-up value of CBS- 
Then you’ve seen how the most engag- more than 10 million families. And Columbia’s exclusive ‘“360’* Sound 
ing sales personality of our bright dealers are doing big System—the best reason a dealer ever 


time is helping you sell CBS- 4 things with the sets Arthur gave acustomer to “‘spend alittle more.” 







Columbia TV Sets. talks about. We’ve got some nice display material 
Every other week, over more They’re featuring the CBS- (window posters, etc.) to help you tie 
than 100 stations of the CBS Columbia Spotlight, TV’s top in with the Godfrey momentum. Ask 
Television Network, the old bargain—a 21-inch console your CBS-Columbia distributor. 


“, .. not just one speaker, 


but TWO...” 


CBS-Columbia — A Division of the Columbia Broadcasting System 


* Trade Mark 
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The East 





By ROBERT W. ARMSTRONG 





March sales succumb to spring 
lethargy and even promotional 
tonics don’t work . . . Some 
merchants stock only “deals”; 
others move low-end TV; most 
pin hope on air conditioners 


L.ACCID is the word for March. 
While some eastern dealers 
would agree with the upstate New 
Yorker who said, “We found figures 
harder to meet but wound up just 
about even with last year,”” more would 
go along with the Queens, N. Y., 
retailer who said, “Whether it was 
taxes or just plain poor consumer de- 
mand, appliance business was defi- 
nitely off.” 

Maybe it was just that both dealers 
and consumers were getting tired of 
the long grind of winter, but several 
merchants reported that traffic was off 
and that even good promotions didn’t 
pull the way they had the month 
before. In effect, the unrelenting 
winds of March seemed to have blown 
away the mild air of optimism which 
characterized business in February. 


No Tea Party. Down East in Bos- 
ton two dealers seemed to express the 
general sentiment. Said one, explain- 
ing that TV sales were 30 percent 
below March of ’52, “People seem to 
have stopped calling for free home 
demonstrations and trials. We can’t 
blame it on the weather, but I think 
the cautious economic climate has a 
lot to do with it. The uncertain busi- 
ness outlook, rising unemployment 
and general price cutting have all put 
a damper on sales.” 

Said the other: “Our sales are defi- 
nitely off from a year ago, but I can’t 
pinpoint the answer. We're not hav- 
ing trouble with credit, have nothing 
in the way of repossessions, but we’re 
just not getting the people in as we 
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did.”’ His sales, he added, were off 10 
to 20 percent from 1952. 


No Excitement. Buffalo dealers 
were about as melancholic. One com- 
pany reported: “Business was not at 
all exciting, lagged behind a year ago. 
It lacked zip and even strong promo- 
tions did not pull as well. We had 
fair results on ranges, washers and re- 
frigerators at sale prices.” 

A second retailer found that sales 
picked up during the third week of 
March, particularly in washers and re- 
frigerators, but said, ““The month as 
a whole was below last year. TV is 
dead with us.” 

And a third merchant described 
March as “just fair.” Although he 


admitted that sales figures were almost , 


as good as 1952, he found the cost 
of business higher, the profit margin 
lower. 


No Quitting. ‘The sales climate was 
about as bad in New York, but dealers 
were still plugging, finding their best 
activity in T'V sets between $150 and 
$250 and making some headway with 
the second-set approach. One, who 
did better than most, dragged a pile 
of old TV trade-ins out of the cellar, 
priced them at $39 to $150 and piled 
them in the window. It was found 
money. Bargain hunters cleaned him 
out in two weeks. 

As far as white goods went, dealers 
in the New York area were selective, 
stocking only 1953 deal merchandise, 
washers and refrigerators, of which 
there were plenty. “That kind of mer- 
chandise,” said one realist, “‘is the only 
thing I can give even 30 off list on and 
still make a profit.” Note that “Even 
30 off.” 

The hot-shot promoters, of course, 
were still finding some business. A 
small food plan operation in Queens 
branched out into air conditioners, 
quickly sold 60 units by using health 
and clean air themes the way they use 
better nutrition and economy to sell 
freezers. He backed up his promo- 
tional effort with a reward for leads 
from users. 


No Profit. Some dealers in upper 
Westchester ran against the general 
New York trend with an increase in 
sales. One reported like this: refrigera- 
tors, automatic washers, up 15 percent; 
IV up 10 percent; small appliances up 
five percent; broilers up 50 percent. 
But he wasn’t typical, even for West- 
chester. More consistent with general 
conditions was the plight of the dealer 
who got his first-quarter analysis from 
his accountant and discovered that 
at his present selling prices he will 
have to increase unit sales 30 percent 
in order to match his 1953 profit. His 
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conclusion: competing with the dis- 
count houses has its drawbacks. 


No Agreement. In Philadelphia one 
dealer reported that March business 
was even with February, two others 
found some increase. TV was slow 
for one, fair for another, “moving right 
along” for a third. White goods were 
slow for one, fair for one, even for 
the third. Where do they agree? On 
air conditioners—“good volume,” “ex- 
cellent,” “‘tremendous.” 

No two Washington dealers _re- 
ported the same conditions. One 
chain said sales were way up; another 
said way down. One department store 
said sales increased slightly; two others 
said they declined. Inventories were 
reported as “high, but in line with the 
level of business,” “way out of line,” 
“in fair shape.” Here again the only 
point of agreement was air condition- 


ing. One big outfit is busy praying 
for two wecks of hot and humid 


weather in May; figure if they get it 
they are “in for the year.” Another 
expects sales will be good if prices 
aren't cut too drastically; they know 


The Midwest 











By TOM F. BLACKBURN 
RENE ARTS, 


Dealers complain about high 
prices for replacement acces- 
sories ... Will a power surplus 
stimulate a new wave of appli- 
ance promotion? . . . Discount 
house prices out in the open 


A Memphis dealer has a clever way 
of using the blue book in making 
trade-ins. After getting the customer 
to identify the picture of his appliance 
in it, the salesman takes the age and 
reduces it to weeks. Then he asks the 
customer what he thinks the appliance 
has been worth to him a week. 





unit sales will be high, but have some 
doubts about the dollars. 


No Revolution. Right at the end of 
a slow, sad March, the Federal Gov- 
ernment upset all previous predictions 
by unexpectedly reducing appliance 
excise taxes from 10 to five percent 
and newspapers immediately began 
predicting a big upswing. By April 2 
a few dealers had begun to take advant- 
age of the psychological effect of the 
reduction. In Washington, for ex 
ample, Sears, Roebuck slapped a big, 
red “Take 5% off selling price” across 
a full-page appliance ad. But at that 
early date few dealers were willing to 
concede that the effect would be much 
more than psychological, some of them 
reasoning that once the initial whoop- 
de-do was over and as soon as the gen- 
eral public woke up to the fact that 
a five percent reduction from the 
Manufacturer’s wholesale price of an 
item really didn’t amount to very 
much, dealers would be right back 
where they were before—in a market 
that would require hard selling in the 
days ahead. 


The customer, bragging, usually 
takes a high figure, say 50¢. ‘This, 
multiplied by the weeks of service, 
usually gives an amount far beyond 
the original cost. 

Consequently, the prospect can be 
made to realize that what he gets in 
trade is pure velvet. 


Accessory Problem. In a day when 
retailers are snowed under with trade- 
ins, it is a surprise to one veteran 
dealer that manufacturers have so little 
understanding of their problems. 

A used refrigerator, in addition to 
being cleaned up, has to have its com 
plement of glassware replaced to make 
it saleable. One manufacturer wants 
$4.65 for a glass evaporator tray but 
the same thing can be purchased from 
other sources for $1.50. A prominent 
washer manufacturer is chpping his 
dealers $2.50 for replacement wringer 
rolls. The same thing mav be had 
from another company for 70¢, plenty 
good enough for a trade-in. This dealer 
asks for cooperation from manufac 
turers in helping the retailer move his 
used merchandise. 


High Voltage Belt-band. In South 
Bend a new idea has come up in wit 
ing for room coolers. It consists of 
running a 220 volt loop around the 
complete house, so that a room cooler 
can be tapped in on any room. Idea 
is being principally used by Andrew 


(Continued on page | 2 
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KEEP YOUR APPLIANCES 
IN SERVICE 








MANUFACTURERS AND SERVICE MEN WHO SERVE BEST 


Se Delden 


WIREMAKER FOR INDUSTRY 
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Place, South Bend builder. 

One of the last associates of West- 
inghouse told this column that it was 
the surplus of power that touched off 
the appliance promotions of 1906, 
when the flatiron made its bow, and 
again in 1918 when World War I 
ended. The picture recently presented 
by Walter L. Cisler, president of the 
Detroit Edison Co., that the produc- 
tion of electrical energy is expected to 
exceed 1,500 billion kilow: atts in 1975 
indicates that somebody is going to 
have to get behind appliances and 
push to use up this juice. 


Discounts Out in the Open. At 
1104 Olive St., St. Louis’ main drag, 
Everybody’s Discount House recently 
advertised these appliance bargains: A 
Westinghouse $19.95 steam iron at 
$12.88; a General Electric $299.95 
refrigerator, self-defrosting, 7 cu. 
ft., $214.95; Admiral _ refrigerator, 
$269.95, 9 cu. ft. at $224.43; Sunbeam 
mixer, $46.50, priced at $32.41; Kel- 
vinator $129.95 washer at $97.50: 
Eureka swivel vacuum cleaner, $69.95 
at $48.88; Dormeyer deep fryer $19.95 
at $14.26; Universal sandwich grill, 
$21.95 at $14.88; Philco home freezer, 
13 cu. ft. $333.33. 


Want to talk? Manufacturers and 
distributors desirous of reaching appli- 
ance dealers are missing a bet in not 
having a few public speakers in their 
stables. The hunt dealer associations 
make for talkers to grace their 
luncheon meetings is terrific and any- 
one who can speak interestingly is im 
demand. These speech jobs, of course, 
are non-paying, but anyone who is 
eager to keep in contact with appliance 
dealers or distributors can find an 
opportunity ready cut out for him. 


Clothes Dryer Survey. Surveys de 
pend on who is making them and how 
the questions are asked. In a recent 
one the answers of those who didn’t 
like clothes dryers revealed that 19 
percent said clothes dryers had a yel 
lowing effect on clothes, and 17 per 
cent didn’t like the lint problem. 

This is astonishing because this 
writer made the first survey on clothes 
dryers on record, and in the ensuing 
years has never run across anybody who 
got a fabric burn from a clothes drycr. 
Moreover, the lint problem has alwavs 
been much more worrysome to manu- 
facturers than to housewives. The 
same survey brought out that 25 per 
cent of those who didn’t own freezers 
thought their family was not big 
enough, and 20 percent preferred fre 
quent shopping, showing that the job 
of telling these people what freezers 
would do, had been neglected. 


Sales Report. Two of the most 
authentic reports on sales in the mid- 
west stem from the St. Louis and the 
Wichita areas. The fact that dish- 
washers are 96.3 percent ahead of last 
year in St. Louis and 20.3 percent 

(Continued on page 16) 
























































NUTONE 
TWIN-BLOWER Ventilating Fans 
~~ for KITOHEN CABINETS 


EXTRA PROFITS for 
KITCHEN DEALERS! | 


pe es [Pay 
Sitti e: = 
ites eis’ GLEAN ODOR-FREE KITCHENS 


STEP UP YOUR SALES OF KITCHEN CABINETS with NuTone 
Twin Blowers, the Kitchen Feature every woman really wants! 


30-SECOND DEMONSTRATION SHOWS HOW NuTone Twin 
Blowers . . . built into your cabinets . . . get rid of odors and grease. 


A NEW LOW COST VENTILATING FAN for kitchen cabinets. 
” The NuTone Twin Blower changes cooking air over the stove 33 
times per minute — keeps kitchens fresh, clean and comfortable 
a1 8 OF the year round . . . prevents kitchen odors from spreading through 
fis oom the rest of the house . . . no greasy film on walls and furnishings 
- no peeling paint due to cooking vapor . . . no discoloring 
4! of kitchen cabinets. 
¥ 


24 


EVERY HOME NEEDS THIS EXTRA PROTECTION to keep air 
sweet and odor-free. Even air-conditioned homes need NuTone 
to prevent costly replacement of grease-clogged air filters . . . 
avoid fire hazards and save on operating costs. 


NUTONE 


BEAT COMPETITION — Be first in your area to offer this extra 
low cost feature in your kitchen. Ask your manufacturer for 
special displays and complete information. 


FREE — New 16-page book shows how NuTone kitchen ventilation 
can help you sell more cabinets, faster! Write NuTone, Inc., 
Dept. EM-5, Cincinnati 27, Ohio. 
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Saves time for sales personnel 


Rings up sales sooner 






Ampro’s 
Push-button 
Demonstration 
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The new Ampro Tape Recorders offer you the 
nearest thing to push-button selling yet devised! 
A light tap of the finger on the “‘Piano-Key”’ 
controls is all that’s needed to start the sellingest 
demonstration you’ve ever staged! By sight, by 
sound and by dollar-for-dollar value, Ampro 
push-button demonstrations mean ‘“push- 
button” sales. 


Ampro features 





are easy to demonstrate 





... hard to resist! 





THE “CELEBRITY Model 755 
Frequency response, 50-8000 cycles 
3% in. per second tape speed 229.95 


THE “HI-Fi'' Model 756 
Frequency response 40-12500 cycles 
7% in. tape speed 239.95 


+ Electro-magnetic ‘Piano-Key'' Controls 
« Automatic Selection Locator 


+ Full tonal range—balanced tone control 


+ Electronic Eye Recording Level Indicator 


+ Separate inputs for microphone, 
radio-phono or remote control 


TAPE RECORDER RADIO COMBINATION! 


Ampro presents a built-in AM radio...and tape recorder 
in one cabinet! Full-fidelity sound for both listening and re- 
cording is supplied by a 6 tube and 4 rectifier circuit play- 
ing through the 6 x 9 speaker. You can record directly 
from AM radio without any “wiring” or “hookups” or 
use instrument as a radio only. 


“HI-FI 274.50 “CELEBRITY” 264.50 


a “2 


E 2 S aN Bs 
eran 
AMPRO corp. //s"-‘e\ 

(A General Precision Equipment Corp. Subsidiary) al, Ng 


The Finest 
2835 NORTH WESTERN AVENUE 
CHICAGO 18, ILLINOIS 
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Cash in 
on the 
“Do-It-Yourself” 

movement 
that’s sweeping 
the nation! 









See How SKIL Helps Sell Men as well as 
Women. The sale of appliances is primarily to 
women—now SKIL gives you this way to sell to 
men, to interest 50% more of your store traffic 
and turn it into added sales, added profits. 


The Appliance Dealer Who Sells SKIL Home 
Shop Tools Has No Service Problem. In the 
few cases where service 7s required, there is a 
near-by SKIL Factory Branch, where factory- 
trained personnel handle service promptly and 
expertly 


There Is No Such Thing as ‘‘Obsolescence” 
in Power Tool Selling! Basic tools—Drills, 
Saws, Sanders—do not change. There are no 
worries about two and three model changes 
every year—none of the mark-down problems 


A Big New Market for Appliance Dealers... 


| APPLIANCE CENTER FOR MEN! 















offered by obsolete television, for example. 


Time Payment Is a Natural for SKIL Home 
Shop Tools. The time payment sale of a major 
appliance to a husband and wife is a great op- 
portunity to sell power tools—a SKIL Saw or 
Drill can be sold easily when the dealer points 
out that a SKIL tool adds only a few dollars 
per month. 


How to Get Your SKIL Appliance Center for 
Men. Install the dramatic, illuminated mer- 
chandiser shown above. It is ideal for wall posi- 
tion, takes minimum space, offers maximum 
display. Sales-tested in hundreds of stores, here 
is truly an “automatic salesman’”’ for the most 
complete and soundly merchandised line of port- 
able power tools on earth! 


In 1954 SKIL runs a powerful “Do-It-Yourself” advertising 
to pre-sell prospects for appliance dealers! 





SKIL Gives Appliance Dealers 
These Tested Sales Aids Free— 
Folders - Ad Mats 
Radio Scripts -» Window Banners 












Compare power tool sales 
with others you know... 


1953 SALES 

















Clothes Dryers Toasters 
$168-Million $63-Million 
Radios Deep Fat Fryers 
$275-Million $79-Million 
lrons Power Tools 
$117-Million $200-Million 











And the Market is growing, Growing, 
GROWING Every Year! 


On SKIL Home Shop Tools and Accessories 
The Appliance Dealer Gets a Full 30% 
Discount—And No “Trade-ins"’! 


®@ Average SKIL Home Shop Sale— $47.50 
@ Average Dealer Profit Per Sale—$14.25 














SKIL Corporation, Dept. EM-54 
5033 Elston Avenue, Chicago 30, Illinois 


Please send me complete details on SKIL Home Shop Tools and the 
SKIL plan for appliance dealers. 














For complete information on the SKIL Home Shop Line and the SKIL offer to appliance dealers, see your distributor or send coupon 
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Whirlpool 
FLEXFLYTE DRYER DUCT 


Here’s a way to rake-in extra profits on all your dryer sales ... 
simply sell and install the outstanding new Whirlpool Flexflyte 
Dryer Duct Outdoor Venting Unit. New Flexflyte, with an exclu- 
sive new flexible plastic tube and adjustable aluminum hood, is the 
only quick, efficient, economical method of outdoor venting. It 
can be installed anywhere . . . on any dryer... in a matter of 
minutes. It’s completely flexible . . . you can twist it, bend it, turn 
it to any angle easily to fit any situation—even flush-to-wall in- 
stallations. It’s simple to install . . . a screw driver, knife and 
scissors are all you need. It’s practical .. . the compact aluminum 
hood is hinged to give flush mounting on any exterior finishes. 

New Filexflyte is beautiful and durable too. White in color it 
is specially treated to be impervious to acids, alkalis, solvents and 
oils. A wipe of a damp cloth keeps it clean. 

Capture the extra profits possible with this new Whirlpool 
exclusive . . . use new Flexflyte Dryer Duct for all your outdoor 
venting jobs. You'll be money and time ahead. Get complete in- 
formation from your Whirlpool distributor or A. P. J. A. parts 
jobber right away. 


FLEXFLYTE VENTING IS SO SIMPLE 












2. CUT DUCT 

TO LENGTH 
USING SCISSORS | 
AND PLIERS 





1. INSTALL 
COMPACT 
HOOD 

IN WALL 


3. CLAMP DUCT 
TO HOOD 
AND DRYER 





IT’S DONE... 


NEATLY AND QUICKLY | 
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down in Wichita would indicate that 
sales pressure, rather than economics 
are responsible. 

Automatic washers are up 27.6 per- 
cent for the year so far in St. Louis, 
and 11.5 in Wichita. Electric sinks 
stand at a 53.8 percent gain in St. 
Louis, show a 20.3 percent drop in 
the Kansas territory. Coolers are up 
600 percent in Wichita, television 
346 percent. 

Home freezers have declined 55.9 
percent in St. Louis, 43.1 in Wichita, 
due to stopping of food plan operators 
by the finance houses. Conventional 
washers are off 36.2 percent in St. 
Louis, off 45 percent in Wichita. 

Summing up, 11 out of 17 items 
reported in St. Louis showed a drop 
in sales for 1954 (two months) and 
9 out of 19 in the Wichita territory 
(three months reported). 


The South 








By AMASA B. WINDHAM 
| CR SR PETES 


Gulf coast is shining business 
spot . . . Air-conditioning sales 
in snarl... TV moves well but 
competition is severe 


USINESS was particularly good 

along the Gulf Coast in the first 
quarter of 1954 and the swing is still 
upward. 

Two of Mobile’s largest dealers de- 
clare their business is up over last 
year and prospects are fine. Pensacola 
was an outstanding spot. One of the 
largest distributors down there reports 
he is almost 25 percent ahead of 1953 
and that his dealers also are in better 
shape. 

One of New Orleans top dealers re- 
ports that he’s ahead of last year in 
sales volume and expects to hold the 
pace or better it if he can get his 
television and air-conditioning sales 
up. And out in the Beaumont-Lake 
Charles area, Gulf Power & Light Co., 
has raised its dealer quota for 1954 
electric range sales to 7,500 instead of 
the 5,300 originally set. It also lifted 
the water heater sales quota to 2,000 
instead of the original 1,300. 

While the Gulf Coast is at present 
one of the brightest business spots in 
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the nation, other parts of the South 
were in pretty good shape also. Deal- 
ers in central and south Florida, who 
got off to a flying start back in January, 
are keeping up the pace excellently. 
For instance, Florida Power & Light 
Co., sources point out that dealers in 
their territory are an estimated 150 
percent ahead of the 1953 first-quar- 
ter mark in the sale of dishwashers, 
approximately 100 percent ahead in 
air-conditioning sales, 25 percent bet 
ter in ranges and about 12 percent 
ahead in refrigerators. The only slump 
noted in Florida is in conventional 
washers, home freezers, radio and ‘TV 


Not As Good Elsewhere. ‘The story 
is not as bright in Memphis, Atlanta 
and Birmingham. Dealers in all threc 
of these cities estimate that business 
is still off in refrigerators and washers. 
One big Memphis wholesaler predicts, 
however, that refrigerators will pick up 
immediately there and that the end of 
the second quarter will find volume 
back on a par with last year’s sales. 
Laundry equipment is selling very 
well in Memphis with no noticeable 
letdown. 

In Atlanta and Birmingham, the 
competition was fierce again and deal- 
ers were at it with tooth and toenail to 
move their merchandise. In both cities, 
big newspaper ads again screamed 
that you could get $100 for your old 
refrigerator in a trade-in, practically 
sight unseen. The sale of washing ma- 
chines in both cities was somewhat 
below last year’s figures, as were home 
freezers, electric ranges and all types of 
water heaters. 

Business in Texas is still suffering 
from the weather. Drought and dust 
have hit dealers pretty hard and only 
the Houston and San Antonio areas 
report improved sales. Houston, at 
the end of March, had a highly no 
ticeable upswing in almost everything 
with the department stores setting the 
pace. One department store buver in 
Houston predicts that by midsummer, 
dealers there will be riding the boom 
again. 


New TV Models Help. Introduc 
tion of the new 17-inch table model 
television set at $139.95 helped TV 
sales and made quite a dent in the 
market. Television sales are fairly 
steady throughout the South, but 
price-cutting, back-door selling and 
cut-throat competition is still ram- 
pant in the larger cities and little or 
no improvement is noted in T'V sales 
methods generally. Nevertheless, sales 
are excellent. In Mobile, distributors 
are still far behind in delivery, as they 
are in Birmingham, Atlanta and Jack- 
sonville, and to a lesser degree, in 
Charlotte. 

Conditions in the air-conditioning 
field are strained and glum. Discount 
houses, particularly in New Orleans, 
have discouraged reliable dealers and 
the chant down there seems to be 
summed up as “You've got to handle 

(Continued on page 24) 
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In 1948, B. T. Eaton, with his own 160 acres and 225 





rented acres, an extra man and a lot of machinery, sold 





71 hogs, 23,010 lbs. beef, and 67,000 Ibs. milk. 


In 1952, working alone, with only his own 160 acres 


and half the machinery, he sold 106 hogs, 26,045 lbs. 


beef, and 59,000 lbs. milk 


at a higher net profit! 





Do you know any manufacturer 
who can match this record? 


Farin today is a complex business. 
F'xperience and know-how, planning and 
good judgment, making the best use of his 
assets...are as essential for the farmer as 
for any other business man. 


When his voungest son left to enter 


college in the fall of 1948, B. T. Eaton of 


Liberty, Missouri gave up the 225 acres he 
had been renting, decided to drop wheat, 
corn and row crops, and concentrate on 
pasturage, a beef-cow herd, and hogs. 

He began to renovate his own 160 acre 
farm, a portion every year. The land was 
deep-plowed, terraced, heavily fertilized, 
re-seeded with grasses and legumes. Ponds 
were built to store water, stop erosion. | le 
cut his machinery investment two-thirds, 
reduced expenditures except for fertilizer. 

His fields of bluegrass, alfalfa, fescue, 
brome, and clover are fenced in narrowed 


strips, grazed in season for twelve hours 


o 
only. He has pasture about eight months 
of the year, and harvests 4,000 bales of hay. 
Hay is stored in barns in the field near the 
cattle, for winter feeding. 
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In 1952, working alone on his all-grass 
farm, he raised more hogs and beef than in 
1948. His milk yield was slightly lower. 
And his net profits were higher! 


ee? ap 
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No INDUSTRY IS changing as much, or 
as fast, as farming. And the country’s best 
farmers depend on SuccessruL Farmine 
for news of changes and discoveries—new 
methods, techniques, materials, equipment 
that are practicable, usable, profitable. SF 
is also as much a working manual for the 
farm home as for farm business. 

Today the best farm families constitute 
a major market. A majority of that choice 





market is reached by this one magazine! 

SUCCESSFUL FARMING concentrates Its 
1,300,000 circulation in the fifteen farm 
Heart States which supply about two-thirds 
of the country’s foodstuffs. The SF farm 
subscriber has an average cash income 
around $10,000; and three out of four are 
in the top bracket of farms—the 39% that 
get 88% of the national farm income. 

lo sell more appliances, and to balances 
national schedules where general media ar 
thin—vou need SuccessruL FarmMinG! 


\ny SF office can show you why 


Merepitru Pusiisuinc Company, Des 
Moines...with offices in New York Chicago, 
Detroit, Philadelphia, Cleveland, Atlanta, 


San Francisco and Los Angeles. 
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ANOTHER WESTINGHOUSE 
1 COLOR TV SCOOP! 


WESTINGHOUSE BREAKS IN LIFE WITH 4-COLOR 
AD ON COLOR TV...-OUT IN FRONT IN KEY 
CITIES WITH TRAFFIC-BUILDING COLOR TV 





Now more than ever—it’s time to jump on the advertising and point-of-sale promotion, the way 
Westinghouse Color TV bandwagon! Tie in with is paved for you right now to enjoy the greatest 
Westinghouse now and you're in with the leader! _traffic-builder, sales-maker yet . . . Westinghouse 
First with a full-scale production color line! First Color TV. There’s no time to lose. That Westing- 
to break with delivery and advertising in NewYork house Color TV bandwagon is really rolling. Get 
and other major markets! And now another first in touch with your Westinghouse distributor as 

.. a full-page, four-color ad in LIFE! fast as possible—now, before you turn this page! 


Backed by national and local factory and co-op Cash in on traffic—sales—profits! “Tite 


— 


| rea, 
West as MT 
“se Oe ;" Nghouse | 
Z oO } ull, Kage, | 


sree Gayo Ty lap | 


Betty Furness presents 
the Westinghouse 






on Westinghouse 


Studio One TELEVisiony ; 

: USE YOUR PRESENT wal, 

ue RAMe® == Smpuipyey TWANTENNA | 
$ oun q OWNING —_———___ 





gn COL An FuLt RANGE 
0 7s COLOR TV 





: Displays like these in full color, plus erioy ALL television 
THIS AD APPEARED full-page newspaper ads and TV and Westinghouse 
radio commercials, make a Color TV COLO 
a | Se) zt package that pulls ’em in your store. R TV 
gives 
ISSUE OF LIFE vov BOTH tescaae™ 


(26,450,000 READERS) 


you CAN BE SURE...IF “ Westinghouse 


NOW MORE THAN EVER IT PAYS TO GO WITH 
AMERICA’S FASTEST-GROWING PROFIT LINE 








WESTINGHOUSE ELECTRIC CORP., TV-RADIO DIVISION, METUCHEN, N. J. 
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™ Now GLASS LINED 
ovenaie GRE 


WATER HEATER 


the tank with the one piece lining 


Completely rust-proof! Absolutely corrosion-free! Yes, DWW STEELGLAS 
is the answer to the overwhelming demand for a really efficient glass 
lined water heater! The exclusive new glass lining was custom built in one 
piece and shaped to the exact size of the tank. Eliminates possibility of 
exposed steel and dangerous seepage! Prospects are assured of perfect 
fit and protection... hot water that is always pure and clean! Further- 
more, the specially-constructed glass lining in the DWW STEELGLAS can't 
chip, crack or corrode! Extensive laboratory tests have proven it resists 
heat, cold and corrosive chemicals that ordinarily cause rust and break- 
age! That's why you get quick sales and higher profits with the DWW 
———— STEELGLAS ... developed because you asked for it! 


FEATURES OF DWW STEELGLAS, THE GLASS LINED AUTOMATIC GAS WATER HEATER 
DWW manufactures a 1 year, 5 year, 10 year and Stone 


Special glass lining is rust-proof and corrosion-free; can’t chip, crack or corrode Lined Water Heater. 
* Adjustable thermostat easily set for any temperature * Advanced design with 
latest scientific improvements * Precision engineered * 100% automatic safety 
pilot * Liberal 10 year guarantee * Non-clogging burners * Dust-free base for 
trouble-free performance * Gleaming enamel casing with smart, modern lines. 


* ELECTRIC UPRIGHT 


FEATURES OF DWW AUTOMATIC ELECTRIC WATER HEATERS 


Chromalox immersion heating unit * Easily removable porthole i 
cover * Cathodic protection by magnesium rod * Heavy legs for 


sturdy support * Inlet and drain located to offer greatest instal- = Pe 
lation convenience * Heat trap to prevent back circulation in Le 
piping * Double extra-heavy galvanized steel tank * Under- 
writers’ approved heavy wiring * Precision engineering * Upright 


models to conserve floor space, tabletop for extra work space 
* Advanced design * Adjustable thermostats. 


Exclusive baffle at cold water inlet prevents mixing of hot water 
with incoming cold, insuring constantly even water tempera- 
ture and greater economy of operation. 


e QUICK, CONSTANT HOT WATER 

e LONG, TROUBLE-FREE SERVICE 

LOW-COST OPERATION 

e HEAVY, FIBERGLAS INSULATION 

e MODERN, SPARKLING, BAKED ENAMEL JACKET 
e SAFETY AND CLEANLINESS 


Liberal 10 Year Guarantee on Extra-Heavy, Copper- 
Bearing Galvanized Steel Tanks When Ordered with 
Cathodic Protection. 








ELECTRIC TABLE-TOP 





Do. W. WHITEHEAD MANUFACTURING CORP., 
1218 Walnut Ave., Trenton 9, N. J. 
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You Get 2 Months 
| EXTRA PRI 


ATT 
sell ’em while it’s HOT with this 


SAINI iN NM NNT YN) 


Magic Chef 





You can sell this $2995 blower for only $495 


19500 SAVING 
eLINCHES THE SALES 


they'll buy in July with this terrific traffic builder 


Get a fast head start on fall heater profits now with Magic Chef! 
You'll double your season’s sales with this blower deal that’s a 
door-opener for your customers and a sales-closer for you! Get 
going now on big Early Bird profits with the new Magic Chef 
promotional package. Write today! 


Get more information on the Early Bird Promotion Package 
LIVE BLOWER DISPLAY — 14 POINT OF SALE PROMOTIONAL PIECES FOR ONLY $6.50 
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Look 

at thes? 
Money: 
Caving 


Features 


Write, Wire or Phone your nearest. Magic Chef district office 


1641 S. Kingshighway 1164-1167 Merchandise Mart 
St. Louis 10, Missouri Chicago 54, Illinois 


3201 Harvard Ave. 805 Peachtree St. Building 
Cleveland 5, Ohio Atlanta 5, Georgia 


505 Main Street 
East Orange, New Jersey 


How can I cash in on these Early Bird profits? 


NAME 





ADDRESS 


















Because it produces more sales 


ADVERTISERS PREFER 


4 REASONS WHY YOU SELL MORE WITH THE TRIBUNE! 


© HOME APPLIANCES © 
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] LARGEST AUDIENCE! With hundreds of thousands more circulation MORE ACTIVE PROSPECTS! Tribune readers are Chicago’s best pros- 

@ than any other Chicago newspaper, the Tribune places your promotion @ pects for home merchandise. More than any other medium in this P 
before the families who make most of the purchases in Chicagoland appli- market, the Tribune gives readers buying ideas and puts them in a buying ‘ 
ance stores. mood. j 
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MORE HELP FOR YOUR SALESMEN! A schedule in the Tribune assures MORE DEALER SUPPORT! Your advertising in the Tribune helps you 
@ 2 ready hearing among dealers for your salesmen and is the most @ get dealers more solidly behind your line because they know it pro- 
effective brand promotion story they can use to sell Chicago dealers. duces more pre-sold prospects. 


YOU OWN THE STRONGEST CONSUMER FRANCHISE IN CHICAGO... 
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action on both sides of the counter— 


THE TRIBUNE 410 1! 


You put Chicago’s No. I selling 
force to work for your line when 
you build your promotion 
around the Chicago Tribune 
































4 to 1 preference for the Tribune 





Percentage of expenditures of general 
advertisers of housing equipment and 
supplies and radio and tele- 

vision sets in each Chicago 

newspaper. Year 1953 


HE WAY to get greater sales action in Chicago appliance stores is 
as plain as the bars on the chart. 

Appliance store product advertisers placed in the Chicago Tribune 
last year well over four times as much of their promotion funds as they 
placed in any other Chicago newspaper and far more than they placed 
in all other Chicago newspapers combined. 

Last year, also, all advertisers combined invested over $58,000,000.00 
in the Tribune. This was more than they placed in all other Chicago 
newspapers combined—and more than they placed in any other news- 
paper in the world! 

The reason for this overwhelming preference is the Tribune’s demon- 
strated ability to deliver the greater selling impact that advertisers need 
in today’s competitive Chicago market—impact that gets more imme- 
diate action from both consumers and dealers. 

As illustrated on the opposite page, your promotion benefits in four 
specific ways when you place it in the Tribune. It is the most powerful 
selling force you can use to build distribution, consumer preference and 
volume sales for your line in this multi-billion dollar market. 

You use Tribune selling power to best advantage when you build your 
operations around the Tribune’s consumer-franchise plan. Based on an 


66.3% 
Chicago Tribune 


13.9% 
Paper B 


11.8% 
Paper C 


8.0% 
Paper D 











CHICAGO DEALERS PRAISE TRIBUNE’S 
UNIQUE CO-OP ADVERTISING FEATURE! 


analysis of your particular sales situation in Chicago, the plan is a 
proved way to get increased sales at once and to build solidly for the 
future. 

A Tribune representative will be glad to bring you full details. Why 
not get in touch with him today? 


If you want your co-operative 
advertising to get enthusiastic 
backing from Chicago dealers, 
ask about the Selective Area 
zoned-circulation feature of the 
Tribune consumer-franchise 
plan. For as little as $15, your 
dealer gets virtually the full 


benefit of full-page, full-color 
Tribune advertising in his area 
of operation. Well over half of 
metropolitan Chicago’s appli- 
ance dealers have made Selec- 
tive Area a part of their pro- 
motion programs. Case histo- 
ries are yours for the asking. 


Chicago Cribune 


THE WORLD*S GREATEST NEWSPAPER 


Chicago 
A. W. Dreier 








New York City 
E. P. Struhsacker 


Detroit 
W. E. Bates 


San Francisco 
Fitzpatrick & Chamberlin 

ADVERTISING SALES 1333 Tribune Tower 220 E. 42nd St. Penobscot Bidg. 155 Montgomery St. 

REPRESENTATIVES superior 7-0100  MUrray Hill 2-3033 WOodward 2-8422 GaArfield 1-7946 


MEMBER: FIRST 3 MARKETS GROUP AND METROPOLITAN SUNDAY NEWSPAPERS, INC. 


WHEN YOU BUILD IT WITH ADVERTISING IN THE CHICAGO TRIBUNE! 
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Los Angeles 

Fitzpatrick & Chamberlin 
1127 Wilshire Bivd. 
Michigan 0259 
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A FLORIDA DEALER Tells Why 
He Sells CALORIC GAS RANGES 
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Gene Turner 
Vice President 
Green's Fuel of Florida, Inc. 





“We move Caloric ranges faster because 
they're backed by more national advertising 
than any other gas range” 


For 8 straight years, Caloric has maintained the heaviest 
concentration of sustained advertising in the entire gas 
range industry. As a result, dealers can sell them easier — 
and faster. Of course there are many other reasons why 
dealers like Caloric. Here are a few: 


Direct Factory Buying . . . gives a dealer full mark-up, bigger 
profit. 


One Pricing Policy ... always the same for every dealer— 
our best deal for you every time you buy. 


New Liberalized Floor Plan . . . enables dealer to carry a rep- 
resentative Caloric line with minimum cash outlay. 


Dynamic Merchandising Program . .. promotional helps and 
a point of sale program make the most of Caloric features. 


52 Warehouses . .. located throughout the country, these 
warehouses assure faster delivery, speedier service, mini- 
mum inventory for maximum sales. You stock only a repre- 
sentative line—sell directly out of Caloric warehouses. 


Caloric Value . . . Caloric automatic gas ranges, like Caloric 
built-in units, automatic dryers and automatic gas dis- 
posers, are built to give your customers full value—and to 
give you service-free profits. 


Dione Lucas .. . gas cooking TV show—half hour shows 
in more than 30 markets—a national TV star selling 
caloric for you. 


MAKE SURE YOU SELL CALORIC GAS APPLIANCES 
FOR COMPLETE INFORMATION, CHECK YOUR CALORIC REPRESENTATIVE 


Exclusively for Gas 


CALORIC STOVE CORPORATION, TOPTON, PA. 
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them but it isn’t worth while.” Some 
of the top appliance men in the 
Crescent City are seeking ways to im- 
prove the mess so that the dealer can 
get better than 10 percent, which is 
what profits are down to at present. 
The discount houses are not so 
much of a problem in Atlanta, Bir- 
mingham, Memphis and Houston but 
they have made themselves felt, nev- 
ertheless. Dealers in these cities can 
still sell plenty of air-conditioning 
units and make up to 30 percent profit 
on them but they run into plenty of 
trouble in meeting price-cutting. 


Utility Promotions Better. Utility 
promotions, as a rule, seem to be bet- 
ter and bigger this year. Led by 
such spark-plugs as Florida Power & 
Light Co., Gulf Power & Light Co., 
and the public-owned Nashville Elec- 
tric Service and Chattanooga Power 
Board, several other Southern utili- 
ties have increased and expanded plans 
for dealers this year and the campaigns 
are paying off. Florida Power & Light, 
for example, will shoot for a $65,000, 
000 quota this year, biggest in history. 
We've already cited what Gulf Power 
& Light Co., is doing on ranges and 
water heaters, while Bert Osborne in 
Chattanooga and Bill Hall in Nash- 
ville are plumping for record sales 
across the board. The efforts of these 
live-wires have practically doubled the 
sale of clothes dryers in both cities. 


Freezer Sales Climb. Home freezer 
sales, which dragged during the first 
quarter, are better now and on the 
climb again. Dealers in Louisiana and 
Mississippi report freezer sales have 
about caught up with last year, while 
in Carolina and Georgia, improve- 
ment is also noted. 

For some reason, dealers have nei 
ther promoted nor advertised freezers 

except in the Carolinas and lower 
Virginia—as consistently as they have 
the other appliances and saturation re- 
mains low. Here, it seems is one of 
the best selling fields in the appliance 
business. 
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The Great Lakes 





By FRANK A. MUTH 





Dealers fool the experts in 
March . . . Some have inven- 
tory problems . . . Newark, O. 
dealer has a 18% increase .. . 
Hi-Fi helps sales in Cleveland 


I FEALERS in the mid-west area 

seem to be an unpredictable lot 
Che financial page pundits who said 
March might be a critical month fo 
got all about the appliance dealer. 


Up Slightly. “It doesn’t seem to be 
as bad as they try to make out,” a 
Lexington, Ky. dealer wrote this edi 
tor. “Unskilled labor is not doing too 
well in the usual spring unemployment 
problem, but the skilled labor is still 
in demand. And our sales aren’t doing 
bad either—our sales for March are up 
over 1953. ‘The only thing different 
about this year is that you work like 
hell to get the business,” he concluded 

In LeRoy, N. Y., a dealer reported 
that for the first quarter, only ‘T'V 
was off. A Pittsburgh distributor said 

(Continued on opposite page 











STE ee rae | SAVE THEM ONE BONE A WEEK FOR 


OLD TIMES’ SAKE!” 
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his March sales were about even with 
last year. And to top it all, a dealer 
on the north edge of Detroit said their 
March sales were up. And in his 
opinion, “Business is getting much 
better.” 

A decidedly different picture, how- 
ever, was painted by a Cleveland dis- 
tributor who said: “March was a total 
loss at retail and wholesale because of 
the 23 inches of snow we had the first 
days of March. Our warehouse was 
closed practically all that first week. 
And that kind of business loss is darn 
hard to make up.” But distributors’ 
sales won’t be off for the first quarter 
of 1953 because their January and 
February sales were well over last 
year’s. 


Employment Problem. In ‘Toledo 
where one distributor said sales were 
off in March, the critical employment 
picture hurt business. In Cincinnati 
where unemployment is not serious 
many T’V sales were reported lost be- 
cause of low inventory. However, 
most dealers in Louisville, Lexington, 
Canton, Columbus, Detroit, and 
Cleveland, reported they had adequate 
inventory to meet present demands. 
In Columbus one distributor sales 
manager said that although their in- 
ventory was very good, some business 
had been lost because of insufficient 
stock on low-end TV. 


Sales Up 18 Percent. In Newark, 
Ohio, where the dealers have strong 
competition from the Columbus de- 
partment stores who are constantly 
offering “specials,” a dealer still can 
do a good job with some effort. A 
leading dealer there reported that up 
to March 24, he was 18 percent ahead 
of last March. 


Tax Cut. One thing that hadn’t 
been counted on did make a lot of 
conversation—the lifting of the excise 
tax. When the news columns re- 
ported the action by Congress, one 
dealer on Cleveland’s east side told 
this reporter that his business was 
easing up a little because people 
thought they would be able to buy a 
lot cheaper later on. 

“What they ought to print in the 
newspapers is how little they are going 
to save,” he emphasized. “If they 
knew that it would amount to only 
$10 or $15, they wouldn’t wait until 
later in the spring to buy the appli- 
ances they need.” 


Hi-fi Campaign. The Cleveland 
Sunday Plain Dealer got hi-fi off to 
a good start in late March with a 20 
page section which told all about 
Hi-Fi, what it is and why you should 
have it. Naturally there were several 
pages of ads. On Monday the stores 
were full of hi-fi prospects; two days 
before, there had been little interest 
in it. After a week the Higbee de- 
partment store reported that they had 
registered very satisfactory sales. An- 
other department store didn’t have 
such good sales, but they felt that 
many were interested enough to buy 


CONTINUED FROM PAGE 24 
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later. Interest was so keen, many of 
the people came in with the newspaper 
in hand. One disquieting point or 
loud complaint heard: “Some of the 
current sets being offered by some 
companies aren’t really hi-fi sets.” And 
the complainers not only blamed the 
stores that ran the ads and the manu- 
facturers, but the newspaper as well. 

Another Cleveland dealer got his 
spring refrigerator season off with a 
big newspaper blast for a good promo- 
tion—two appliances for one. You buy 
a 94 cu. ft. Norge refrigerator (at 
349), and get the choice of a 40” gas 
range, conventional washer, or chrome 
dinette set (all valued at $159.95) as a 
free gift. 


The Far West 





by HOWARD J. EMERSON 


Sales turn up, but advertising 
declines, even in areas where 
there are few discount houses 
to feed on the promotional ef- 
forts of legitimate dealers 


Pies welcome upswing in both ap- 
pliance and television sales vol- 
ume that hit the Far West in middle 
March and is continuing into April 
for most dealers can hardly be the re- 
sult of attention to advertising and 
promotion by dealers or distributors. 

In the San Francisco area, reliable 
estimates show that display advertising 
of appliances and TV has declined 
more than 50 percent compared with 
the same period of 1953. And most 
dealers are frank in giving their rea- 
sons—they are tired of spending 
money promoting business for the dis- 
count houses. Says one: “Coopera- 
tive advertising is a waste of money 
for us. It serves as a tearsheet for the 
people to take with them when they 
visit the discounter. ‘Course, the dis- 
tributor and manufacturer get their 
money’s worth from that advertising 
because they move goods either way.” 

But there is a question whether 
competition with trade diversion out- 
lets is the only reason for the decline 
in advertising by dealers and dis- 

(Continued on page 28) 
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A CALORIC Dealer Tells Why 
He Sells CALORIC GAS DRYERS 








Harold Wilson, Manager 
C. C. Robinson Co. 

102 East Gay St. 
Columbus, Ohio 


“Dryer sales come easier with the demon- 
stration value of Caloric’s ‘Sifto-Bag’ lint trap” 


This new nylon “Sifto-Bag’’ is a good example of the 
sales-making features that Caloric builds into its dryers. 
It’s the most efficient lint trap in existence and it’s con- 
veniently located waist-high. Best of all, it’s exclusive with 
Caloric. Remember, you can depend on Caloric products for 
features with plenty of sales appeal. For instance: 


LO-HEET .. . HI-BREEZE ... the exclusive principle that 
speeds up drying, fluffs up wash, cuts down costs. 


One-knob control. Housewife sets just one dial for com- 
pletely automatic operation, bell rings when drying’s done. 
Dryer shuts off automatically. 


High level air intake. Supplies clean air, doesn’t pick up 


dirt and dust from floor. 


Sturdy drop-door . . . designed for easy loading and unload- 


ing from either side. 


Pre-heated air speeds up drying, cuts fuel cost. 


Choice of three ways to exhaust moisture. 


MAKE SURE YOU SELL CALORIC GAS APPLIANCES 
FOR COMPLETE INFORMATION, CONTACT YOUR CALORIC REPRESENTATIVE 


®) 


Exclusively Jor Gas 


CALORIC STOVE CORPORATION, TOPTON, PA. 
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Universal puts Cppeemiat 


with this sensational 


GIFT-TIME 
PROMOTION 


4 BIG ADS IN 
SUNDAY SUPPLEMENTS 


Over 40 million readers . .. customers right in 
PARADE your own town will be reading about Coffee- 
VE matic. These hard-selling ads in the top Sun- 
day papers will be working for you through 
the peak of the big Gift-Time season, May 2 
through June 6. 











HERE’S A BIG, ADDED 


$24.95 value 


for only 


PLYS- 16 NATIONAL ADS 


IN APRIL, MAY AND JUNE 
THIS BEAUTIFUL 3-PIECE 


MATCHING SERVICE SET 


Made by INTERNATIONAL SILVER CO. 
World’s Largest Silversmiths 





IN 14 TOP CONSUMER MAGAZINES 


Nothing to stock— Each 10-cup Coffeematic con- 
tains a special offer certificate. Your customer 
just mails it to the factory with a check for $9.95 
and her Service Set will be shipped postpaid. 


The Perfect Gift for Any Occasion 
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8-cup e EEE 1 STAOM 10-cup 
COFFEEMATIC ’ : COFFEEMATIC 


“ail $9950 


Get in on this big NEW EXTRA-PROFIT DEAL! 


Get 1 8-cup (4408) Coffeematic for: 12°” Get 1 10-cup (4410) Coffeematic for:° 15° 


] Buy 5 8-cup (4408) Coffeematics at: #15" each o Buy 5 10-cup (4410) Coffeematics at:? 185% each 


Make 39% on the whole deal Make 39% on the whole deal 
When you sell all six When you sell all six 


UNIVERSAL 
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Why your customers will buy 


Guterou 


the range that gives them 
Every Modern Feature 


for up to $75°° Less! 


Enterprise is your best answer to the ever- 
growing body of customers who demand a 
dollar’s worth of value for every dollar they 
spend. For Enterprise. offers them every 
modern feature found in so-called “big 
name” ranges .. . yet sells for up to $75 


less! 


Show any customer the contemporary 
features of this Enterprise 30’’ wide-oven 
model. Show her how well it fits into 
today’s smaller kitchen. Point out to her 
the roomy clock-controlled 24” wide-oven, 
the rapid Monotube top units, the one-piece 
chassis finished in lifetime rustproof por- 
celain, the many other features that give 
her today’s conveniences at yesterday's 
prices. 

Show her all this, and she'll buy Enter- 


prise . . . the range that costs her less 


because it costs you less! 


Write today for full information 


PHILLIPS & BUTTORFF MANUFACTURING COMPANY 


TENNESSEE 


NASHVILLE, 


MODEL 39384 
DOUBLE OVEN 


MODEL 4382 
SINGLE OVEN 
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MODEL 8305 
SINGLE OVEN 


MODEL 7201 
APARTMENT SIZE 





APPLIANCE-RADIO-TV 
PICTURE 
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tributors. While such competition 
might well be the reason for the situ 
ation in San Francisco where dis- 
count houses are more active than 
ever, it is questionable whether that is 
the case in areas where the discount 
house is not a major factor in the 
merchandising picture. 

As this is the season for thinking of 
travel—-when dealers are planning 
their purchases with an eye to the 
type of vacation they will get for 
giving the order—let’s tour the moun- 
tain states and the Northwest on a 
Sunday and look at the newspapers to 
see to what extent dealers, distribu- 
tors and manufacturers are using dis 
play copy to build business. 


Mountain States Slow. Although 
the beginning of April brings spring 
to the air here, winter is still on the 
ground, and there is some reason for 
a delay in active promotional activity 
But you will be a little startled to go 
through The Denver Post and find 
that the only advertising in our field 
is by Necchi sewing machine, with 
dealer listings and three small tie-in 
ads by sewing machine stores. No 
other appliance advertising, no TV 
copy. Maybe its a coincidence—so the 
previous Sunday’s Post is examined— 
not one line on appliances or TV. 

Heading West over the Rockies 
into the cattle country, little comes up 
to get one enthused. Only three ad 
vertisements made the Cheyenne, 
Wyo., Sunday paper, a Magnavox 105 
MX at $349.50 bv Chas. Wells, a 
“24” Cinebeam TV” unpriced by 
Anderson’s, and a $70 trade offer on 
electric or gas Tappan ranges by 
Ranchers Supply. Surely, however, 
this will change as we go over the 
Wasatch Mts. into Salt Lake City. 
Further out of winter’s grasp, this al- 
ways promotional city surely will be 
pitching for spring business—but the 
Sunday Tribune belies this thought. 
Only five advertisements in our field 
—two on Webster’s “fonograf’” by 
Don Dillingham, one on the Webcor 
recorder by Salt Lake Desk Exchange, 
a straight list display on 21-in. Ad- 
mirals by Axelrad’s, a panel on recon 
ditioned Hoover vacs by Western 
Furniture. 

On up into the baked-potato coun- 
try where Boise, Idaho, sits as the 
business center of the Snake River 
Valley. But on this Sunday only three 
dealers are looking for business in our 
field—jeweler Schubach’s six stores 
feature the Sunbeam line, Warehouse 
Furniture panels the Hoover Lark at 
list on terms, and Sure Appliance 
shows Amana unpriced in a_ three 
column-5. Then, 450 miles north 
where Spokane presides as the capitol 
of the Inland Empire most of the deal- 
ers and distributors seem to be sweat 
ing out the arrival of spring. Only 
four dealers sought business through 
the Sunday newspaper. Brown-John 
ston Co. used two spaces, one on 
Berko glass panel radiant heaters, an- 

Continued on page 30) 
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The Name SYLVANIA etched on the face 
is assurance of RECOGNIZED QUALITY 








When your customers “replace the face,” show them this picture tube 
etched SYLVANIA! They know it’s the name that means leadership 
and dependable performance! 

Your customers will appreciate the favor of being offered the top 
value for their investment . . . and, to most people, a new TV Picture 
Tube is definitely an investment. 

acked by Nation-wide TV Show — The story of Sylvania Picture 
Ties” gusty and the facts about their winning exhaustive tests is 
being told again and again to millions on the high-ranking, weekly 
TV show, “Beat the Clock.” 

There’s a Sylvania Picture Tube Distributor near you who offers 
excellent service, cooperation and a full range of available tubes. 
You'll find it profitable to do business with your Sylvania Distributor 
and to push the full Sylvania line. 


*SYLVANIA® 





r 


Make sure your customers 
know all the facts about pic- 
ture tubes. Ask your Sylvania 
Distributor for a free supply of 
these booklets to give to your 


prospects. 














Sylvania Electric Products Inc., Dept. 4R-1305, 1740 Broadway, New York 19, N. Y. 


In Canada: Sylvania Electric (Canada) Ltd., University Tower Bidg., St. Catherine Street, Montreal, P. Q. 


LIGHTING - RADIO - ELECTRONICS - TELEVISION 
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your Sales 





Mr. Controls 








Qobost the extiol 





It helps make the sale for you because it makes elec- 
tric range Oven operation so simple. Turn the dial to 
“broil” and then back to recipe temperature. That’s 
all! Because this simple twist of the wrist turns on 
both “bake” and “broil” heating elements simultane- 
ously. This speeds preheating to the desired tempera- 
ture. When it’s reached, both heating elements and 
their pilot lights turn off, indicating the oven is ready 
for loading. 

The control then automatically re-cycles the lower 
element only, to maintain the precise oven tempera- 
tures and lights “bake” pilot to show it is on. Simple? 
Yet only Robertshaw gives you this simple opera- 
tion that really puts the “sell” in range selection. 





F CONTROLS. COMPANY 


ROBERTSHAW THERMOSTAT DIVISION + Youngwood, Pennsylvania 





THE NATIONAL APPLIANCE-RADIO-TV PICTURE 





other on A. O. Smith electric water 
heaters. Tull & Gibbs furniture store 
featured its meter plan on 1954 Philco 
refrigerators. ‘The chains hit twice, 
M-W with a half page on a “floor 
sample sale” of Airline TV, Sears 
showing its full line of Kenmore sew- 
ing machines. 


Northwest Taking It Easy. Over 
Stevens pass and down the slopes of 
the Cascades into early spring in 
Seattle. A study of the Sunday Times 
indicates right away that in spring a 
Seattle dealer’s thoughts don’t turn to 
advertising. Big operator Bon Marche 
spotted a panel on the White electric 
portable sewing machine at $69.95 
under a large display of miracle fab- 
rics. Sherman Clay had a one-column 
by 5 on the Capehart “Concert Hall” 
hi-i combination. In this pre-freeze 
TV city only the TV Mart adver- 
tised—a Motorola 21-T-15 at $189.95. 
Necchi again used large display space 
with dealer listings for the campaign 
breaking nationally that week on the 
$98.95 leader. Only white goods seen 
in the Times was a Philco page in 
the magazine; only electric houseware 
advertisement was a full magazine 
page by credit jeweler Raphael’s fea- 
turing the Dormeyer deep-fry cooker. 

Just a few hours through verdant 
countryside south to Portland, Ore., 
the city of roses and its famous news- 
paper The Oregonian. On this Sun- 
day, exactly two pages of advertising 
space were financed by our appliance- 
TV industry—and more than half of 
that by Meier & Frank Co., the 
largest department store in the state. 
M&F asked Oregonians to save $150 
by buying a Stewart-Warner 21-in. 
console at $269.95, paying nothing 
down after credit approval and taking 
24 mos. to pay. Also available, a 1954 
Majestic table model, 17-in. at 
$149.95. The store featured a special 
purchase of “Shadowlite” TV tables 
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with built-in indirect TV lighting. In 
separate copy M&F listed one-of-a- 
kind refrigerators, washers, ranges, 
freezers, sinks and oil heaters at sale 
prices as demonstrators, floor samples, 
again featuring no down payment on 
approval of credit. Only ‘I'V competi- 
tor to M&F that Sunday was Olds & 
King with a third of a page on Trav- 
ler. Credit jeweler Weisfield’s with a 
Stewart-Warner table radio at $9.95 
and 15 of the $39.95 Westinghouse 
portables at $24.95 other advertiser. 


Little Gambling Here. Not on the 
direct route south from Portland, but 
a pleasant if not profitable sidetrip 
takes one 229 miles from San Fran- 
cisco up to Reno, Nevada. If dealers 
and distributors in this isolated market 
area are promoting appliance-T’V sales 
they are doing it by direct mail or 
word of mouth. At least, the less- 
than-one-half-page total space used by 
our industry in the week-end Nevada 


State Journal would give this impres- 


sion. Two of the five advertisements 
featured vacuum cleaners, one by 
Sears with a combination offer of the 
tank type with sudsmaker for $54.95, 
the other on the Regina Electrik- 
broom by Moltzen & Fitch. No white 
goods were advertised on this week- 
end. Lusetti’s announced that a free 
antenna and free parts-labor goes with 
each Stewart-Warner TV it sells. 
Barnes Radio Service called attention 
to “two more weeks” for its factory 
authorized Magnavox TV sale. 


Resume. On this one weekend at 
the beginning of the spring buying 
season, in the largest newspapers in 
the 7 largest cities of 6 states in 
mountain and Pacific Northwest 
states, not one display advertisement 
on either automatic or wringer wash- 
ers—onlv one advertisement of electric 
ranges—two refrigeration _advertise- 
ments—only one freezer pitch. End 




















“YOUR TOAST WILL BE READY IN A MINUTE, DEAR.” 
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VENTED GAS CIRCULATORS 


CIRCULATOR OF THE YEAR! 


Hearth-Flo Vented Circulators are the latest and smartest addition 
to the famous Jackes-Evans line of quality products—with striking 
new beauty in appearance that sells on sight—plus prices that are 
right for profit! 





The Hearth-Flo line is available in four sizes, from 20,000 to 60,000 
BTU’s per hour. They are adaptable for all types of gas—approved 
by the American Gas Association. 


Check these sales advantages 


V Gleaming Hammer-Coat Enamel V Sealed Combustion Chamber 
Finish 
" : V Most Efficient Burners and 
V Bonderized Undercoating Controls 


Makers of famous 


hy V Exceptionally Sturdy Frame V Highest Quality Materials 
Mech G v All Welded Cabinet V Scientifically Engineered 
Unvented Room Heaters \/ Faster Heating Throughout 

“St. Louis Blue” Stove Pipe 


Jemco Wood Heaters 


Offer your customers the most in circulator heater value for 1954. 
Enjoy the profits that result from this fast moving line. 


Order from your wholesaler today 





@ JE >> JACKES-EVANS MANUFACTURING COMPANY :: St. Louis 15, Missouri 
; a Quality Manufacturers Since 1888 
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TODAY 


MORE THAN EVER... 




































N today’s market you, like most dealers, need more than just 





an Automatic washer to sell. You need a complete line of washers 
—Automatics, Spindriers and Wringers— each important to | 
certain types of prospects— each representing a real dollar-value in 
its price class and a// with selling features that prove to 


customers the soundness of a step-up. 


On top of that, you need a trade-in program that helps you make 

the sale, yet gives you the kind of profit you need. That’s why the 
complete Easy line should be important to you. With Easy there’s no 
need for any prospect to “walk” because you have the line, the features, 


the value and a trade-in program that makes sense to your customers. 


Better ask your Easy representative for details today! Easy Washing 


Machine Corporation, Syracuse 1, New York. 









ALL WITH 











SPIRALATOR AUTOMATIC. The new 
deluxe Easy Automatic — with exclusive 
Spiralator Washing Action, Master Mind 
Dial that gives 2 separate, completely auto- 
matic washing cycles. Positive Fill eliminates 
water pressure problems. Porcelain tub. 
Value priced! 








2-TUB SPINDRIER. With famous Spira- 
lator Washing Action. Two tubs work as a 
team to do a week’s wash in just one hour. 
The finest semi-automatic on the market 
today. Priced to move fast. 


DELUXE WRINGER 
Absolutely the best 
wringer we've ever 
built. Complete with 
exclusive Spiralator 
Washing Action. Big 
capacity tub. A deluxe 
wringer at a down-to- 
earth price. 




















SELL EASY’S MATCHED PAIR 
aT New Easy Automatic plus 
——— — new Matching Dryer that 

— ‘7 safely dries clothes with exact 

' | right heat and time for any 

type fabric. Washer and 

Dryer were made for each 
\ other! Gas and electric. 








MAY, 





1954—ELECTRICAL MERCHANDISING 








The LOUDSPEAKER 





“One Solution to the 
Wiring Problem .. . 


To the Editor: 

In the November 1953 issue of 
ELecrricaAL MERCHANDISING, the ar- 
ticle on “Wiring” (page 150) exposes 
a serious problem for both the home 
owner and the appliance manufac- 
turer. It is said that something should 
be done to improve the home wiring 
situation, and that something is being 
done in specific areas. 

This something being a “pay-as-you- 
go” plan to give the home owner a 
few more outlets and possibly the new 
three wire service required with in- 
stallation of an electric hot water 
heater or range. This is fine from the 
consumers financial point of view, but 
is only a temporary improvement, be- 
cause in a few years the wiring will 
again be obsolete and in the meantime 
will have done very little to improve 
the “plug-in” appliance usage. #14 
wire being fuzed for 15 amperes and 
#12 for 20 amperes, limits the num- 
ber of appliances in simultaneous 
usage on a given circuit. In the 
kitchen or dining room for example, 
a 1000 watt toaster and a 1000 watt 
coffee maker does not leave much 
room for the refrigerator or a TV 
program on the same circuit at the 
same time. 

Rather than amplify our present 
wiring, would it not be better to 
reorganize our basic concept on house 
wiring and try a new approach that 
would offer greater flexibility to the 
home owner? 

To improve the usage of electrical 
equipment in the home, there are two 
considerations: 

1. The appliance itself in terms of 

wattage requirements, at a given 
voltage. 
The house wiring in terms of 
its capacity in a specific area at 
a given voltage. (We must con- 
sider the area of usage, because 
3000 watts of loading can be 
distributed over several circuits 
at one time but not on the same 
circuit at one time.) 

Studying appliances first, we find 
that except in special cases, they are 
designed for 120 volt operation, which 
effectively limits design to 15 amperes 


Nm 






Service Fuse. box 
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(1800 watts) for #14 wire, and when 
one of these hi-current units is plugged 
into a given circuit, the remainder 
of that circuit is of no great value to 
the user. A design for 240 volts on 
the same appliance would require only 
7.5 amperes from a circuit to obtain 
the 1800 watts, and a 240 volt cir- 
cuit having the same wire size and 
fuses as the existing 120 volt circuit 
(#14 wire and 15 ampere fuses) 
would be capable of handling a 3600 
watt load instead of the 1800 watt 
load the same wire now handles at 
120 volts. 

Thus, the basis for this discussion 
is the use of 240 volt equipment 
wherever it possibly can be used 
safely with no hazard to the user. 
For example, refrigerators, washers, 
dryers, ironers and other heater or 
motor applications where the elec- 
trical elements are amply protected 
(not the vacuum cleaner, lamps, etc., 
because of plug and cord usage with 
resultant breakage). It must be re- 
membered that the cost to the manu- 
facturer for the making of a given 
item in the same volume will differ 
little or nothing with a change from 
120 to 240 volts. 

The immediate reaction to this 
proposal is that 240 is not available 
in the home at a convenience outlet 
—TRUE-—so put it there. 

A new approach to house wiring 
is required allowing use of either 120 
volts or 240 volts at a given outlet 
to achieve the flexibility necessary for 
intermingled use of 120 and 240 volt 
appliances. 

This can be done with material 
readily available on the shelves of any 
distributor of electrical wiring equip- 
ment, and in the wiring of a new 
house or rewiring of an older one, 
would cost very little more than con- 
ventional wiring and would double 
the wattage capacity at each con- 
venience outlet. 

It is assumed that the house had 
an adequate 240 volt, three wire single 
phase system as a service, and that 
the wiring required for our conven- 
ience outlets can be picked up from 
there. 

As can be seen in the accompanying 
diagram, this wiring system is simply 
a change from use of two wire cable 
and duplex receptacles to three wire 






[Other 
outlets 






Receptacle 
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cable and the two-circuit duplex re- 

ceptacles such as Bryant #4832X, 

Hubbel #9571-7053, or P & S 

#9260. This simple change in wiring 

fulfills the need for both 120 and 

240 volts of the same outlet, because: 
1. Puts each half of the conven- 

ience outlet on a separate 120 

volt circuit, thus doubling the 

capacity of each outlet for 120 

volt usage. 

Makes available 240 volts at any 

convenience outlet to allow use 

of equipment designed for this 
voltage by simply using a special 
attachment cap that would 
use both receptacles. For per- 
manent use of 240 volts, re- 
ceptacles such as the following: 

Bryant #4326, Hubbel #7051- 

7053, could be installed. 

3. Use three wires for each two 
circuits as against four wires 
under present system, thereby 
saving wire. 

It is good to see that organizations 
such as NAWB and the utilities are 
actively interested in improving the 
situation, and surely as more people 
are made aware of wiring inadequacies, 
improvements will follow. 


Mm 


George Meyerink 
415 Summit Ave., 
Eau Claire, Wisc. 


.. . and a Utility Executive’s 
Reaction.” 


To the Editor: 

It is always difficult to evaluate the 
dirzction that is pursued at a given 
moment; whether it applies to an in- 
dividual company, an industry or, 
I suppose, even a nation. I gain the 
impression that frequently we skip to 
a new field of activity before we have 
completed our development of an old 
one. Then some years later we re- 
discover this original field and fly 
back to it as if it were a brand new 
idea. This may be the way of all in- 
dustry, but it is hardly the most highly 
effective way. 

But specifically what is bothering 
me now is wiring. We are not con- 
cerned about inadequate wiring in our 
company because our customers have 
had inadequate wiring ever since we 
have had customers. So inadequate 
wiring is not new to us and we don’t 
believe it is new to anybody else in 
the electric utility business. What is 
new, and what does concern us is 
the great amount of publicity that is 
being given to the condition of cus- 
tomers’ wiring systems. We think that 
the net long term effect of all of this 
publicity will be to deter customers 


from buying electrical appliances. ‘That 
concerns us because we only sell kilo- 
watthours after the sale of an elec- 
trical appliance. 

The idea that a house is, or was, 
adequately wired is falacious. It, is 
only adequately wired so long as some- 
one determines what their maximum 
use of appliances should be. How 
could anyone in 1930 determine that 
they would have a clothes dryer, an 
automatic washing machine, a frozen 
storage cabinet, an electric’ roaster, 
300 watt floor lamps, 1150 watt auto- 
matic frying pans, deep fat, fryers and 
television. The answer is that they 
didn’t because they couldn’t. These 
devices were not manufactured. So 
anyone who built a house in 1930, 
even on the basis of maximum known 
needs, built a house that was certain 
to be inadequately wired in terms of 
1954 requirements. This is important 
because most of the houses and dwell- 
ing units in large cities are more than 
25 years old. 

For twenty years, to my knowledge, 
the people in the electrical industry— 
utilities, manufacturers, distributors, 
dealers and others—have rested on 
their hind legs and howled about the 
problem of range wiring. The net 
result is that we have convinced prac- 
tically every homemaker in America 
that an electric range is “expensive to 
install”. Suppose we tag all of these 
new appliances that I have listed 
above with this same deterrent—‘‘ex- 
pensive to install”. Then what's 
going to happen to the appliance busi- 
ness? The answer is, it’s going “to 
go to pot in a hand-basket”’. 

And when it does, our kilowatthou 
growth will suffer, too. I believe the 
time has arrived when we should stop 
cutting our throat from ear to ear. 
It’s time that we stopped publicizing 
the inadequacy of customers’ wiring 
systems. It is time to start selling a 
wiring job every time we sell an ap 
pliance. 

This is the responsibility of every 
person or organization related in any 
manner to the sale of appliances. It 
is the manufacturer’s job to convince 
his distributors they have to do some- 
thing about the wiring. It is the dis- 
tributor’s job to convince the dealers 
they have to do something about the 
wiring problem. It is the electrical 
contractor’s job to set himself up to 
do something about the wiring prob- 
lem. It is the utility’s job to facilitate 
and implement a solution to the wir- 
ing problem at the local level—but 
this does not include paying for the 
wiring. 

I know that you are interested in 
this problem, along with many other 
farseeing individuals in the industry. 
But the time has arrived to stop talk- 


(Continued on page 34) 
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Sell this advantage! 
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Sell this advantage! 
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DRY-AIRE Gas Clothes Dryer | a ae ROPER. franchise available in my 
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ing and to start planning and doing. 
Publicity, such as appeared in Busi- 
ness Week, contributed nothing to 
the solution of the problem and may 
over the long term have done untold 
harm to the appliance industry. 

Let’s start a crusade now to im- 
prove the wiring in existing buildings 
by endeavoring to sell a better wiring 
job every time we sell an appliance. 
Let’s have this crusade reach from 
every retailer to the presidency of 
every appliance manufacturer. Let’s 
be sure that the crusade convinces 
everyone in the industry that there 
is a wiring installation in the future 
sale of nearly every appliance. 

If we can only direct our energy 
and efforts in the solution of the wir- 
ing problem toward an organized ap- 
proach by all elements of the industry 
we will have made a very real start 
to an eventual solution. There will 
be no solution forthcoming, even 
under the most favorable conditions, 
within the very near future. This is 
a long term job requiring long term 
foresightedness. 

I hope that you can take your dy- 
namic ability and apply it to this very 
poorly expressed idea. If you can, I 
am sure that we will get something 
started. 


Robert L. Coe 

Residential Sales Mer. 
Union Electric Co. of Mo. 
315 N. Twelfth Blvd. 

St. Louis 1, Mo. 


“The Road to Recession” 


To the Editor: 

Our industry is headed for a reces- 
sion as sure as day follows night and 
the prime reason is because of an al- 
most complete degeneration of our 
distribution system. 

The general approach of the manu- 
facturer today is to concentrate on 
every part of his business except the 
market for his product. The economic 
health of the retailer today is danger- 
ous and the manufacturer has no one 
to blame but himself. He is depleting 
his market by killing off creative re- 
tailing and accepting any voluntary 
market. He is forced to cut down pro- 
duction and lay off people, thus fur- 
ther depleting his market. He is driv- 
ing creative people, who should be 
out selling new products, into com- 
petition with production workers, for 
jobs, by killing retail markets with 
blind and greedy actions. 

From a retailer’s point of view, I dis- 
agree entirely with the theory that if 
the manufacturer produces more for 
less, keeps the lion’s share of the profit, 
exposes his product wherever possible, 
trys to pre-sell his merchandise en- 
tirely with advertising, he has the key 
to successful operation or to keeping 
the economy of our country at a high 
level. The theorist who subscribes to 
this theme in my estimation, does not 
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Making new SALES and PROFIT records the country over... 


Admiral Big Three 
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*Prices slightly higher 
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The 21” TV Combination you sell 


a 
at price of TV alone! 
21” TV-Radio-Phono Model K2226—MAHOGANY FINISH 


America’s Most-Wanted 
21” TV Table Model! 


21” TV Table Model T2211 


EBONY FINISH 


ONLY 


249°" 








at te 





Outstanding buy in the 
21” TV Console Field! 


21” TV Console Model C2246 
MAHOGANY FINISH 


Designed exclusively for Admiral "600" and ''650” Series Changers! 


Gives fast, positive changing for up to 14 records per loading! 


Eliminates need for inserting ‘spiders’ when playing 45's! 


Slips on... 


lifts off... 
All mechanism self-contained . . 


in the twinkling of an eye! 
- precise as a watch! 


~~ 


* er 
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Here’s a ‘‘Sell-On-Sight” accessory for Admiral 3-Speed record changers... 


NEW 45 RPM SPINDLE 





Easy extra profits are yours for the taking when you offer this precision- 


engineered accessory to owners and purchasers of Admiral 3-speed phono- 
graphs and TV Combinations! Call your Admiral Distributor for details! 


. 7 
Admiral WORLD’S LARGEST TELEVISION MANUFACTURER 
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o RING CIRCUS! 


SS MONEY 
with CWMonetube” Pre-assembled Replacement Units 




















TK No. 623-957/R12 ae 





These 3 units fit more 


than 7'/2 MILLION ranges 








86 different makes ! 











TK No. 729G 











by promoting 
bh MONOTUBE! 


love the new 
ll-over heat 
and ease of 
w electric 


Build EXTRA BUSINESS, too, : 
“Simplified Cooking’— exclusive w! 


“us ars will 

ty or. your custome 
ic —“W on’t you over, your cul r lig 
ae tet ’ “we MONOTUBES —_with their a 
; greater contact area, 
featured in most ne 


low often we ve 
shi some standard peplecene” hab Pe: 
e on a Jot of ranges . Well, he 3 
they are all completely 
ou time in 


pattern, 
cleaning, just as 
-anges today. 

"aaa regional markets do este 
give you five standard 6’ units (ene evan 
units) from which to choose = ys , _ 
andard replacement stock. An 
I] make in your business: 


can us 
are! And better yet, 
assembled at the factory t0 save } 
installation. = on 
With a small stock of these a - 
i -inch units 
“best sellers” (and companion 8-inc me 
“oo , > to > 
n hand, you can reduce your invent a 
. save time now lost “Ppick- 
* every few days. More- 






























your st 
a difference it w! 
age ao Let us prove this! 
2c 1its’ 
ing up special ut 0 | 
- Clip and mail this coupon today! - 


TUTTLE an 


1821 North Monitor Avenue 






your new line 


lete information on ' 
Gentlemen: Please send us comp wan 


nits 
of factory-assembled standard replacement U 
8” surface burners) for electric ranges 
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The Loudspeaker 


ome CONTINUED FROM PAGE 34 commen 


know what creative marketing is. 

Creative selling, to me, is the sale 
of a given product to a person who 
had no intention of purchasing until 
they had been led, step by step, 
through the stages of interest, desire 
and conviction by a scientific sales 
process. 

There are hundreds of scientific 
ways of making contacts, creating de- 
sire and finding conviction and satis- 
faction, but any moron, with the gray 
matter to read a price ticket, can sell 
a voluntary buyer by cutting the price. 
I'he science of selling will soon be lost 
unless a real effort on the part of the 
manufacturer, and government, is 
made to repair the link in the chain 
that can keep our factories rolling by 
concentrating on the very foundation 
of our economic picture. 

Exploitation is a rugged term but 
it is exactly what the average retailer 


BEE BBB BBE DD DD PD P"P"£P2P2P“PPI™ 

The secret of success in the elec- 
trical appliance business is for a sales- 
man to make a customer feel as im- 
portant as he thinks he is. 


—_—e_eeernereeeeeeeeOoOooOo5uanr eee 


is going through today. Labor an- 
swered the problem with strong unions 
and specific demands. Retailers all 
over this country have started to join 
their trade associations in their fight 
for survival and it may be that they 
can get strong enough fast enough to 
remedy the situation before pipe lines 
are entirely clogged but I doubt it. 

\t this point it makes little differ 
ence how this situation came to be. 
Ihe issue is to face the fact that it is 
here and unless something is done 
about it soon we must face the conse 
quences. 

Ihe only possible way that I can 
sce to straighten out this chaos is for 
the Federal Government to ask for an 
immediate voluntary investigation into 
the facts and particularly from the men 
on the firing lines. 

I am sure that at this point every- 
one in every branch of the durable 
goods industry would welcome a fast 
solution and would be more than will- 
ing to cooperate. 

A. H. Barrett 
Electric Service Company, 
Stamford, Conn. 


“| WANT TO LEARN ALL ABOUT COLOR!” 


1954—ELECTRICAL MERCHANDISING 





best (black and white) 
picture quality 


with the 
Single bay INLINE Amphenol 


The INLINE color 

Fugh> advantages are 

Black & white or color, the - also available 
Amphenol INLINE assures to fringe areas 
the finest audio/video with 2 or 4 bay 
quality on any TV set. Stacked Arrays. 


Gain variation over the color modulation band for each 

VHF channel should not exceed +.75 db; the following 

table gives figures for the INLINE on all channels. 
Set owners have their color television Gain Gain 
antenna right now if they have an Channel Variation/db Channel Variation/db 
Amphenol INLINE! Because the very a rey 
features that make the INLINE the out- +012 +0.03 
standing buy for black & white tele- +0.27 +0.20 
vision are the same that have been listed +0.20 +0.30 


as requirements for color television! - a ite 7 
For fidelity color reception the an- Gain chart showing +0.06 db variation over color 


tenna must have these characteristics: modulation band for INLINE, Channel 3 


1. Antenna gain must be flat, no gain *Reissue U.S. Pat. No. 23,273 
or loss greater than 1.50 db within 
1.5 mc below and 0.6 mc above the 
color sub-carrier. The INLINE 
gain (see charts at right) fully 
meets this condition. 

. Antenna gain must be held down 
across the FM frequencies, 88 mc 
to 108 mc. The INLINE gain has 
been engineered for a sharp cut- 
off at the end of Channel 6—for re- 
jection of FM signals. 
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“ LIGHTNING ARRESTOR ISONET Low-less matchin 

i) a my towed —— — ~ For sngdhonnd 

ghtning Arrester has lowes installations. Incer- 

! measurable loss of any porates lumped-circuit-con- 

tH arrestor! stants-filter-network. 


dependable performance in Very Amphenol antenna 


‘DEPENDABLE ANTENNAS. There is a wide rae S 


aS ce 


TRANSMISSION LINE Popular Flat Twin-Lead and unique AIR- 
CORE Tubular Twin-Lead* assure best-performance at either VHF 
or UHF. *U. S. Pat. Ne. 2,543,696 





TELE-COUPLER Two te four 
television sets operate from 
single antenna with new and 

STAND-OFF INSULATORS —*Mficient set couplers. 

Three types available: flat, 

coax and new universal type 

for Flat or Tubular line. 





STACKING HARNESSES Complete harnesses available for two bay 
stacking of the VHF INLINE or Conical and the UHF Yagi, Be-Ty or 
Corner Reflector. 
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With the sales helps illustrated here, you can capitalize 
fully on the sales value of the Porcelain Enamel finish of 
ranges, washers, dryers, refrigerators and other appliances. 
You literally show your customer how and why this modern 
finish adds to the beauty, ease of cleaning and service 
life of the appliance. You sell by demonstrating its resist- 
ance to fire; you show that it can’t be scratched, that it 
isn’t harmed by conditions that ruin other finishes. 

The booklet “Selling Facts About Porcelain Enamel”’ 
suggests the specific features to emphasize for each class 
of appliance. The film presentation shows how Porcelain 
Enamel gains its unique qualities. The pocket folder ‘‘Prove 
For Yourself...’ sums up all the demonstration points in 
brief, convincing style. 

If you don’t already have this material, fill in and mail 
the coupon below. 


This message sponsored by the Frit Division of the 


PORCELAIN ENAMEL INSTITUTE, INC. 


1346 Connecticut Avenue, N. W. Washington 6, D. C. 


Geinning 


(Aa A VAGELAIN ENAMEL 


g 


Porcelain Enamel Institute, Inc. 
1346 Connecticut Ave., N.W. 
Washington 6, D. C. 

(Check items desired) 


Please send me 
information about: 


Please send me 
a free copy of: 


"Selling Facts About 














C) Demonstration Kit Porcelain Enamel” 





Slide Film Booklet 
NAME 
COMPANY 
ADDRESS 





"Prove for Yourself... .. 












Now lronrite cracks the 


You asked for them... 
compact, new, budget-priced 
models to open up “the other 
half’’ of your market. 
And here they are! 





Model 850 


Brand new! Style leader in the 
Standard line. All Ironrite 
features—Do-all ironing points, 
two completely usable open 
ends—and simple, single knee 
control. Compact; takes floor 
space only 46” by 26” even 
when in use. Baked enamel 
finish. Closed, steel cover $ 





doubles as ex- 


ra work sur- - 
sal Designed $9()599" 


to retail at... 
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mass market wide open! 


YES, NOW THERE’Ss an Ironrite to turn any shopper into a buyer. 
For now, with the introduction of Models 800 and 850, Ironrite 
blankets your ironer market . . . from top to bottom! 

Together with the new, improved Model 890, these new Iron- 
rites give you a complete Standard line . . . a line that offers all 
the famous Ironrite features at prices that will pull prospects 
from the start. Think what this means to your Ironrite business: 

Low prices will broaden your market, open up a whole new 

source of prospects for you. 


Compact size will attract apartment dwellers, small-home 
owners, etc. Roll size is 21”, gives full 70°% ironing capacity 
of Deluxe line. Genuine Ironrite quality throughout, with all 
the exclusive features, plus single knee control. 


1 


ORE LOBES 


Model 800—Lower-priced utility version of Model 850. 
Exactly like it, but without steel cover. Perfect for use 4, me 
in utility room or basement. Durable plastic dust cover S$1X [9 


included in price. Designed to retail at............ 
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1954 












Simple demonstration of the famous Ironrite features will 
win over prospects, prove Ironrite superiority. Convince them 
with a demonstration on a Standard Ironrite, and it’ll be a 
cinch to sell up to a Deluxe model. 


Long Ironrite discounts, even on these low-end models, guar- 
antee you a fat profit on every sale. And with the increased 
volume the Standard line will bring you, you can look forward 
to your biggest Ironrite year ever! 


These new Standard models make the Ironrite franchise more 
valuable than ever. So put your effort where it pays off in volume 
and profits. Put it behind Ironrite! Talk to your Ironrite Dis- 
tributor, or write today to R. M. Gottlieb, Vice President in 
Charge of Sales, IRONRITE INC., Mt. Clemens, Michigan. 





Model 890—Popular folding model, ideal for apart- 
ments and smaller homes. Counter-balanced ironing 4, aOan* 
unit folds into frame for storage. Casters. All Ironrite $1995 


features. Plastic cover free. Designed to retail at... 


| O n rl | =. . . the appliance man’s appliance 


The new Standard line will build your prospect list, 
help you sell more of these Deluxe Models, too! 





Model 88 
Designed to reiail at 
$305.95* 





. Model 85 
~~ | \~" Designed to retail at 
x . 


$273.95 






Model 80 
X Designed to retail at 
” $247.95* 


* Prices slightly higher in South and West 




























Two SIZES 
36” and 42” 


Low-cost attic fans designed for fast, 
installation—and to provide maximum cool breezes. 
safety fuse-link switch and shutter 
compleiely factory-assembled and wired as a single 
unit. Sealed ball bearings. 
Approved. Can be installed from stepladder without 
having to get into attic. 


Write for Catalog of Bar-Brook Attic and Window 


BAR-BROOK MFG. CO., INC. 


"6135 Linwood Ave. Shreveport, Louisiana 


Fan, motor, 


Fans. 


THEY'LL GET 


profitable 


Certified ratings. UL 














Prevent Delivery Damages! Eliminate Claims! 


DREADNAUGHT pappep covers | 


fo) a G0) 0) blob elol-1- Mas Mob slo Me tole lo M.y-y 4-1 








GAS AND ELECTRIC 
RANGE COVER 


TV, RADIO AND 
AUTOMATIC WASHER COVER 


REFRIGERATOR Costs Less lo Buy! 
COVER 


Costs Less to Use! 


Trouble-free deliveries. Faster deliveries. Dread- 
naught form-fit covers protect your products and 
your customers’ properties. There is a complete 
line for every type and size of appliance. Dread- 
naughts are heavily padded, chafe-proof on the 
finest: finishes . . . and water repellent! Tears 
won't spread. Filling won't bunch or shift. Can 
be put on in seconds! 


Complete Line of Van and Movers’ Accessories 


Cncriee Satgest Fic Munugecturers Since L911 


NEW HAVEN QUILT & PAD CO., INC. 
72-96 FRANKLIN ST., NEW HAVEN 11, CONN. 
Please send me your free catalog and price list. 


NAME 


“DEPT. 554E 


SEND FOR 


FREE 





ADDRESS 





city 


| 
| 
CATALOG 


AND PRICES 





STATE 
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Middle-of-the-Road Consumer 


By the McGraw-Hill Dept. of Economics 


HIE consumer's part in the current 

slow business downtrend is begin- 
ning to be clearer. It looks as if the 
consumer is an economic middle-of- 
the-roader, and will disappoint both 
the extreme optimists and the extreme 
pessimists in 1954. 

Extreme optimists have counted on 
consumers to take up the slack as 
spending by others—especially the fed- 
eral government—declines. Since con- 
sumers buy about two-thirds of all 
goods and services produced, even a 
slight improvement in their buying 
would offset big declines in other 
sectors of the economy. 

On the other hand, pessimists are 
afraid that consumers will cut their 
buying sharply—either because their 
incomes decline or because they are 
afraid of a depression. 

Neither of these extremes seems to 
be taking shape so far. Up until now, 
consumers have been following a mid- 
dle course—cutting their spending a 
little as their incomes slip a little, but 
not cutting by much. And the signs 
available indicate that they will follow 
this path right through the year. 


DROP IN BORROWING... 


Consumer credit showed a slight 
drop in the first two months of 1954. 
At the end of February consumer 
credit outstanding stood at $27.5 bil- 
lion, about $2 billion more than a year 
ago. However, consumers reduced 
their debt $647 million in February, 
compared with a $170 million reduc 
tion for the same period a year ago. 
Less installment buying means trou- 
ble for durable goods producers; fewer 
autos, refrigerators, appliances and ‘I'V 
sets will be sold. However, the re- 
duction in consumer debt will put 
consumers in a position for a new 
round of installment buying later in 
the vear. 

Among the reasons for the lower 
rate of borrowing is unemployment 
which has idled some of the peopl 


Ghecky: 


who might otherwise borrow to buy a 
refrigerator or a new television set. 
Unemployment rose to 3,725,000 in 
March, 54,000 more than February. 
This is about twice as high as a year 
ago. Unemployment is the highest 


in four years—since the 4,130,000 
level of March, 1950. But March, 
1954, showed the smallest increase 


in the last six months. Another rea- 
son for the lower rate of borrowing 


is the decline in average hours of 
work. Lower hours mean less overtime 


pay. And overtime pay has appar- 
ently been used to finance quite a few 
purchases on credit. 


. INCOME DOWN TOO 


Another factor in the trend of con 
sumer spending is declining incomes. 
Consumers still have plenty of money 
to spend even though factory pay- 
rolls have dropped. Although the Feb 
ruary annual rate of personal income 
was $50 million below January, it 
was still $1.9 billion more than a year 
ago. And tax cuts make the year-to 
year comparison look even better 
Nevertheless, incomes have declined 
from their peak in the middle of last 
year. 

But—people are spending more for 
services like rent, electricity and med 
The costs of consumer 
billion last year; 
they are probably at least $5 billion a 
vear higher now than they were a year 
ago. And, with incomes declining, 
that takes another chunk of money 
that might otherwise go to appliance 
dealers 

Thus, consumers are buying smaller 
quantities of goods because their in- 
comes are down, because they are 
spending more for services, and be- 
cause they can no longer borrow as 
much as they did last year. But there 
is no sign that fright—-what the pes- 
simists feared—has anything to do 
with slower sales. 

(Continued on page 46) 


ical services. 
services rose by $5.7 





“OUR SERVICE DEPARTMENT IS SO OVERLOADED WE PUT THIS IN.’ 
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NOW 
You 
CYL 

TALK PRICE 


STROMBERG-CARLS 


21" CONSOLE TO RETAIL lor iy 200 | 


WITH FULL DEALER DISCOUNT 





>. Esk $7) | 


eae 


THE 


we Si aiie 





Sure, people are looking for values. But they are still looking for fine performance 
and good design. 


Now — with the “STUDIO”— you can sell more people what they have always wanted — 


STROMBERG-CARLSON’s advanced engineering — STROMBERG-CARLSON’s outstanding 
performance — STROMBERG-CARLSON’s distinctive cabinetry — 


AT A PRICE WITHIN REACH OF ANY BUDGET! 
The “STUDIO” lets you do the kind of business you like to do — at a profit. Call your distributor 


or write for complete details today. 
00“ Apniversary 1809 1054 


STROMBERG-CARLSON COMPANY, ROCHESTER 3. NEW YORK 
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way LIFE selis appliances 


from manufacturer to consumer...LIFE, 





1. 


Mr. John F. McDaniel, vice-president and 
manager, marketing, HOTPOINT CO., gives 
one of the many reasons why appliance 
manufacturers rank LIFE first as a medium 
for both major and traffic appliances: 

**In the highly competitive appliance indus- 
trv, we feel that advertising in LIFE gives 
us excellent impact for both our dealers and 
the consuming public.” 

HOTPOINT advertising in LIFE reaches 
more prospects, because LIFE has by far 
the largest audience of any magazine that 
carries advertising. 











2. 


Mr. Howard Grinnell, salesman for Gen- 
eral Electric Supply Co., Boston, Mass. 
gives the distributor’s viewpoint: 


**7 find that Hotpoint’s advertising in LIFE 
magazine does a real pre-selling job for our 
retail dealers. LIFE’s readership inthe Provi- 
dence area creates better consumer accept- 
ance for all Hotpoint products—which 


means more sales at our distributor level!” 
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..-SeClis appliance men on 


helps sell along the selling line. 





3. 


Mr. W. H. Slater, vice-president and mer- 
chandise manager of HAVERTY FURNI- 
TURE COMPANY, Inc., Atlanta, Georgia 
tells what LIFE advertising means to a 
dealer: 

“The fact that home goods manufacturers 
spend more advertising dollars in LIFE than 
in any other magazine creates a demand for 
‘Advertised-iufIFE” products. LIFE does 
a pre-selling job which, in turn, makes our 


selling job easier.” 


Mr. and Mrs. Nicholas Churchill, 1 Lynn 
Road, Port Washington, New York tell how 
LIFE helped them equip their new kitchen. 


“ 


‘Shopping the pages of LIFE we found ex- 





actly what we needed for the kitchen in 
our new house. The Hotpoint advertise- 
ment showed the appliances as they really 
are! Later, we saw these Hotpoint appli- 
ances featured in the LIFE Supplement 
which Marsh Appliance Center ran in the 
Port Washington News. We followed this 
up—and purchased our Hotpoint range, re- 





frigerator and washer from Marsh’s during 
their LIFE promotion. That’s our story in 
a nutshell—LIFE all the way.” 


Every issue of LIFE reaches 11,880,000 house- 
holds* in the United States. 














*From A Study of the Household Accumulative Audi- 
ence of LIFE (1952), by Alfred Politz Research, Inc. 


First in readership 
First in circulation 
First in advertising 


First with 
appliance dealers 






9 Rockefeller Plaza, New York 20, N. Y. 
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Air 


DIVISION OF THE NATIONAL RADIATOR COMPANY 


Ave 


Customers 


This Vadnit System of Viking’s is a 


9 






Needs” 


That report from Ben Eckenhoff, 
friendly Viking representative 
“Designed For 


Yes, this new Viking 
Big Fan has all the 
features that bring on 


come. 


“Viking Helps Me 
Pay For Advertising . . . 


wonderfully simple method of providing 
me with credit coupons ( Vadnits) 

I can use to pay up to half of my 
advertising cost. Combine the quality 

of the Big Fan with its sales ability and 
add the display, co-op advertising 

and Vadnits and you can see why I buy.” 
That's from Jack Frazier of Electric 


Conditioning 


Viking “955 


eland 2, Oh Window Fan 


Volume Sales... 


“Dealers and Wholesalers Agree 

A’ iking ~- 
¥v 

BIG FAN COOLING 





Eye-catching 1954 Viking Fan Display Now Available 


f 
= 


volume Fan sales. Our dealers have al- 
ways had sellout years with every Vik- 
ing Fan. Now, more than ever, with 
the increased emphasis on cooling, 
dealers are finding that this Fan is the 
economical solution to most customer’s 
summer heat nerves. We've really taken 
a lot of orders and expect even more to 
That's the enthusiastic reac- 
tion of Bill Thomas, Sales Manager 
of Roche Hill, Inc., Baltimore, Md. 


Order Your Viking Big Fans Today! 


Viking’s 1954 Co-op Advertising Kitc¢ 
. « » Now Available... 






Viking 
Attic Fans 





“Viking Gives Me The 
Selling Tools | Need! ... 
That new Viking ; 

Big Fan is just what 4 

our customers have 

been looking for. I like the idea of hav- 
ing one model that fills most customers 
needs. That new Viking Co-op Kit is 
worth its weight in gold, too. Gives me 





professionally prepared newspaper ads, 
publicity stories, radio and TV com- 
mercials, a terrific display and lots of 
other things that help me do a real 
selling job! They've got a big order 
from me.” So says Harold Jump, of 
Easton Hardware & Furniture Co., 
Easton, Md. 








Viking 
Arid-Zone” Dehumidifier 
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Economic Currents 





“business expects the consumer 
will be willing to spend” 





The Federal Reserve Board’s Sur- 
vey of Consumer Finances indicate 
consumers intend to buy almost as 
many appliances as a year ago. But 
they show more tendency to postpone 
buying durables later in the year. 

lhe FRB survey also indicates that 
fewer consumers plan to buy new and 
existing nonfarm houses in 1954 than 
they did in 1953. But they plan to 
buy about the same number as they 
did in 1952. Total nonfarm housing 
starts in 1952 were 1.1 million, which 
was close to the postwar peak. 


HOUSING HOLDS ITS OWN 


The number of housing starts is an 
important. statistic to many appliance 
dealers. lor @xample, virtually every 
new unit means a new refrigerator 
and a new cooking range. The num- 
ber of housing starts has been con- 
siderably higher than some pessimists 
expected. For the first quarter of 
1954, the number of housing starts 
was just a little below the first quarter 
of last year and almost equal to the 
number of housing starts for the same 
period in 1952. At the same time new 
construction contract awards rose to 
an alltime high for the first two 
months of this year according to 
F. W. Dodge reports. 

The signs point to a good year for 
the construction industry. And _ this 
adds to prospects for a good year for 
appliance sales. If there is a down- 
turn in the construction industry, 
President Eisenhower is preparing to 
provide more and easier credit to 
spur home construction. 


OPTIMISM AMONG BUSINESSMEN 


Businessmen apparently have faith 
that the consumer will be willing to 
spend. According to the annual sur- 
vey of Business’ Plans for New Plant 
and Equipment by the McGraw-Hill 
Department of Economics, industry 
will spend only 4 percent less in 
1954 than it did in the peak year 1953 
for new plant and equipment. The 
survey indicated that manufacturing 
companies would spend about the 
same amount this year as they did last 
year. Capital expenditures by durable 
goods manufacturers will be only 2 
per cent less than in 1953. This high 
level of capital spending is an indica- 
tion that business is preparing for the 
competitive market ahead and that 
business expects consumers to buy its 
products. 

Manufacturing companies indicated 
that they thought their sales would 
decline 2 per cent below the 1953 
level. By all standards of comparison, 
this would mean a very good year. 

If consumers continue to react as 
they have so far to a business down- 
turn, it’s clear that they will go right 
on disappointing both the optimistic 
and pessimistic observers. Their buy- 
ing plans are squarely in the middle 
of the road, just as their buying has 
been up to now—not exuberant, not 
panicky—and not far from the record 
level of 1953. End 
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168 Service-Dealers 


SURVEY SHOWS 78% OF SERVICE-DEALERS 
REPLYING REPORT ENTHUSIASTIC 
SUPPORT OF CQS PLAN!* 


Using the Certified Quality Service plan? If not, you may be losing 
business to your competitor across the street. If you are using the 
CQS tags and all the sales aids available to you, you’re all set... 


Wb HERES GOOD MEWS / 


Your NATIONAL ADVERTISING continues to sell 
for you in LIFE during May and June. 






Certified ‘ 
QUALITY Service ER FOMOW: 
SSS / 


*Survey conducted January, 1954 srr 
= ‘ =‘ A 
dont yl. 











BE SURE YOU HAVE YOUR CERTIFICATION TAGS 


Your national advertising says, ‘‘Ask your Service-Dealer for 


CQS dealers 


i ; ” Tie} , ic: themselves 
this CQS Tag.” Tie in. All you have to do is: so ap ang 
1. Use your improved, colorful, multi-use CQS Tags to build —— 
more business and greater customer confidence . . . im you. and CTS- 


Rated tubes. 








2. Use your CQS signs, posters, decals, and other sales aids. 
Make it easy for customers to find you. 

CQS Tags are available: 250 for $2.25, 500 for $3.50, 1000 ky 
for $6.00, with your 3-line imprint. Ask your distributor ,,‘ (AR 
salesman for special offer . 





. . or use coupon to order direct. 












GET YOUR CQS CBS-STAR KIT 


Contains 6 smashing, big, colorful, 
















: a — — ee " 
magnetic CBS-Star streamers. Each s 
features a different CBS-TV star: Benny CBS HYTRON, Danvers, Mass. l 
... Burns and Allen... Gleason... Please rush me: I 
Godfrey .. . Murrow. . . and Marie A CBS-St Cit free wi (OS Tag 
Wilson. Each is a different size and shape. CBS Star He See ge SO pa Tags - 
Each sells the Star Performance of your @ $2.25, 250; $3.50, 500; $6.00, 1000 
Certified Quality Service. Kit also includes a new K l 
inside/outside CQS decal and a Business Builder’s 1 A CBS-Star Kit only i 
Catalog showing the many sales aids available to you. 1 @ 25¢ (for handling and mailing) | 
CBS-Star Kit is free with CQS Tags. . . Kit alone, 25¢. | ‘f 
Let folks know you’re the Service-Dealer they read I enclose $.... to cover Tags and/or Kit. l 
about in the national ce Ask your distributor l (Please send cash, check, m.o.. .noC.O.D.’s.) | 
salesman for special offer . . . or use coupon. 1 ‘ peene ie er 
Order your Tags and CBS-Star Kit today. | eeetes ola: os J pecmaeer e fe — 
! Pees hac. ionaa' Aree Hie ss toe «2 ! 
I I 
Y T RO CBS-HYTRON Main Office: Danvers, Mass. SMa de tele ccd cs xe'hr ean ee eee | 
‘. I 
cccmatae tae 1921 A Division of Columbia Broadcasting System, Inc. t Cily.. 66... cece eee eee. State i. 
A member of the CBS family: CBS Radio - CBS Television BER lS arate, | omar ae | 


Columbia Records, Inc. « CBS Laboratories - CBS-Columbia + and CBS-Hytron 
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GIBSON! 


A FULL-SIZE 9 cu. ff. REFRIGERATOR designed to 











out-feature, out-sell every competitive model in the industry! 
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Swing’ Crisp t 3 ul. shee Sentch Yoke Mechanism 


PLU Cameo Cream trim and interior of white porcelain, Pres-Tray, Jiffy Cube 
tray, Snap Seal door latch, interior light, exterior of high baked white Hylux. 


Available in quantity to RETAI L AT TH E LOWE ST PRICE EVER! 


Call your Gibson distributor today for full information! 


e 
]/ Sosa REFRIGERATOR COMPANY, GREENVILLE, MICHIGAN 
Manufacturers of refrigerators - electric ranges + food freezers +» room air conditioners 
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CSelechion 


ELECTRIC CLOCK 


FREE 


ONE DECOR CLOCK when you buy— 


I. 













six Decor Telechron electric clocks and 


six assorted Telechron electric clocks 


(see your distributor ) 




















a It’s a cinch! 


No display photographs! 





No newspaper tear sheets! 





Just complete this statement in 50 
words or less: “I promoted sales of the 
Telechron Electric Clock ‘Long Profit 


‘ 


Offer’ as follows... .’ 


Entries must be postmarked not later 
than May 30. Mail your entry to: 
Telechron Clock Dealer Contest, P. O. 
Box 402, N. Y. 46, N. Y. 


GET ENTRY FORM AND RULES 
FROM YOUR DISTRIBUTOR 





48 big prizes—3 for each Telechron 





clock Sales District: 





16 IST PRIZES . $100 SAVINGS BOND 
16 2ND PRIZES . $50 SAVINGS BOND 
16 3RD PRIZES . $25 SAVINGS BOND 








Three ways to extra profits! Extra cash! Extra sales! 


LONG PROFIT OFFER 











DECOR is the fastest-selling, high-style electric clock in its price range 

on the market today. DECOR will be viewed by ten million people a week on 
Dave Garroway’s TODAY TV show on 48 NBC-TV stations, and in 

local announcements in the West for the May-June gift season. 


Chelechion 
ELECTRIC CLOCK 


“TIME DISPLAY” 


tlelechnon 


ELECTRIC CLOCKS 


3 NEW 
e 


* Displays up to four 
kitchen, five alarm clocks 






* Perfect for aisle tables, 
counters, windows 


* Center section hangs 
on wall 


* Flexible design — 
adjustable in width 


* Easy to set up — 
slotted construction 


aeeSony 


* Takes only one 
square foot 


*« Pretesting proves it 
doubles clock sales 


+ Guaranteed prepaid 
safe delivery 


YOU BUY New “Time Display” for only .. ‘$12.75 
YOU GET at no extra cost: 


Retail Value 


ss e Uc EL, St cee yere $3.98 

Ht ¥ 
Offered on sell-iquidating besis ee ae 4.98 
1...0045. . Swel Ged) ...........-. 3.98 


$12.94 
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Three-clock assortment and display both shipped direct to YOUR store 
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1,500,000 
LAST Y 


ARE YOU GETTING YOUR SHARE? 


Get your share with the washer specifically designed to appeal to this 
huge wringer washer market. 


There is still a heavy demand for the speed, simplicity and economy of the 
wringer-type washer. The Woman’s Friend Giant Model illustrated here has 
many features that put it ahead of competition — unusual styling, semi- 
automatic control, motor-minder, 1/3 H.P. Westinghouse or G.E. motor, easy- 
to-clean pump — to name a few of the features that have potent sales 
appeal. 


The top model (Regent) has four colors including gold trim — something 
new and displayable. Low-end model is full skirted, has surprising number 
of features that make it far superior to the usual “stripped model”. 


Behind all five models in the line is a more than half century’s experience 
building quality washers. Write for full details on the Woman’s Friend 
franchise in your territory. We sell direct. 


TYPICAL COMMUNITIES i" es\ 


SHOWING APPROXIMATE * 


NUMBER OF * 


NON-AUTOMATIC WASHERS MARION, INA 
SOLD LAST YEAR 
(Nat'l average: 
3 out of 7) SE Bi 


res represent MARION, IND. OPELIKA, ALA. 
estimates (GRANT CO.) — 777 (LEE COUNTY) — 176 


Wmands Tttind WASHERS 


Y BUILDING GOOIT WASHERS 
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Nationwide survey shows: 


73% OF CUSTOMERS LIVE 
WITHIN 1% MILES OF 
APPLIANCE STORE 


Family Circle magazine conducts a continuing 
national survey that reveals many facts of major 
importance to appliance dealers everywhere. 

In city after city, Family Circle’s research 
experts have taken the dealers’ most recent sales 
checks and pinpointed the addresses on a map 
of the cities. The results show that an average 
of 73% of the customers live within 1% miles of 
the appliance store. The studies reveal, too, that 
this important 1%-mile area is where 73% of 
the Family Circle readers also live. 

This concentration of appliance prospects and 
Family Circle buyers in the same area is a good 
reason why manufacturers advertise appliances 
in Family Circle. Every month 4,000,000 family 
shoppers pay cash for America’s leading maga- 
zine sold only at the check-out counters in 7750 
supermarkets of 14 leading grocery chains. 

To reach these 4,000,000 brand deciders in 
1954, more and more appliance manufacturers 
are advertising in Family Circle Magazine. 


6 APPLIANCE ADVERTISERS 
SPEARHEAD SPRING CAMPAIGNS 
IN MAY FAMILY CIRCLE 


Major appliance advertisers continue to capital- 
ize on Family Circle’s neighborhood customer 
concentration. 

Speed Queen and Lewyt have scheduled color 
ads in May to pre-sell their brands to Family 
Circle’s 4,000,000 families. Bendix appears with 
another hard-hitting advertisement in behalf 
of its automatic washer. 

Sectional advertisers in the May Family 
Circle are Rheem Mfg. Co., O’Keefe & Merritt 
and the American Gas Association, featuring 
the Western Holly Range. 
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News 


DEALER S 


MAGAZINE 


Syracuse Dealer Finds Customers Live 
In Same Area as Family Circle Readers 


Over 2 out of 3 of Supermarket’s Family Circle Buyers 
Live Within I, Miles of Scharf’s Appliance Store 





SYRACUSE, N.Y. An appli- 
ance veteran with 31 years’ 
experience in the business, 
Mr. George Scharf, owner of 
Scharf’s Hardware, 611 So. 
Geddes St., was amazed at the 
facts revealed by a customer 
concentration survey made 
by Family Circle’s research 
specialists. George Scharf 
The survey showed that over 2 out of 3 of the 
housewife-customers who buy Family Circle at 





the Acme market a few blocks away, live within 
142 miles of Scharf’s store. The study also 
proved, to Scharf’s surprise, that 2 out of 3 of 
his appliance customers live in the same 142 mile 
area. Before beginning the survey, Family 
Circle’s researchers asked Scharf how far away 
the majority of his customers lived. His esti- 





J 


Acme supermarket where Family Circle is sold. 
It’s a major traffic-builder for Scharf’s Hardware. 





Dealers Prefer Supermarkets 
as Neighbors...Family Circle 
Puts Them ‘‘Next Door’’ 


Family Circle’s nationwide study reveals that 
an overwhelming 74% of appliance dealers 
would like to relocate their stores next door to 
a supermarket to cash in on customer-traffic. 

These experienced appliance dealers know 
that the kind of customers who shop in super- 
markets where they can buy Family Circle are 
the same people who do the volume-buying in 
their appliance stores. 

Appliance dealers can’t all relocate next door 
to supermarkets. But appliance advertisers can 
help them get the supermarket-traffic they need 
by pre-selling 4,000,000 supermarket-shopping 
families through the pages of Family Circle. 


MAY, 


> 


mate was 3 miles—just double the distance 
shown by the survey. 

Right away, the power of Family Circle 
advertising in the all-important 1% mile market 
area became clear. The intense concentration of 
Family Circle readers in his best sales area 











G. Scharf demonstrate 
' 


8 shoppers who buy Family Circle at nearby Acme 
miles of Scharf’s. 


s refrigerator. Over 2 out of 


supermarket live within 1% 


indicated to Scharf the value of Family Circle 
as a traffic-builder for his store. 

Family Circle’s continuing nationwide survey 
shows that nearly 3 out of every 4 housewife- 
shoppers who buy Family Circle live within 1% 
miles of a neighborhood appliance store. No 
wonder appliance advertising in Family Circle 
gets big results with the 4,000,000 families who 
buy and read Family Circle each month. 





Family Circle Is Sold 
in All These Grocery Chains 
and Supermarkets Exclusively: 


ALBERS 


AMERICAN (inci: Acme, Asco, Danahy-Faxon, 
Giant Tiger, Nu-Way) 


BOHACK 

BUTT (HEB Stores) 

DIXIE HOME (inci: Lower Main Super Markets) 
FIRST NATIONAL (incl: Finast) 
GRAND UNION 

H. G. HILL 

JEWEL 

KROGER 

RED OWL 

SAFEWAY 

WEINGARTEN 


WINN AND LOVETT (inci: Kwik Chek, 
Margaret Ann, Lovett, Steiden, Table Supply) 
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Family Circle Displays 
build customer- traffic 
for your store 


Family Circle’s 4,000,000 house- 
wives and their families are 
concentrated in the 1%-mile, best- 
sales area around your store. 
They’re in the market for appli- 
ances of all kinds. Get these active 
prospects into your store by show- 
ing them you have the appliances 
they see in Family Circle. Do it 
by ordering Family Circle’s free 
merchandising cards for your 
displays! 


DISPLAY 


ME sUST FILL IN AND MAIL COUPON Ht El El 


Merchandising Dept., Family Circle, 25 West 45th St., New York 36, N. Y. 


No. of 
Please send me the cords 


: . [1] BENDIX WASHERS............00005: 
following free display [ speep QUEEN WASHERS & DRYERS......-- “’ 
cards with appliance [] LEWYT VACUUM CLEANER........... ee 
advertisements from (] RHEEM WEDGEWOOD GAS RANGE. ...____ 


















lamlly Goel 


7 
5 





CARDS 


(0 O'KEEFE & MERRITT HI-VUE RANGE. . 
(1) WESTERN HOLLY RANGE............ — 
(AMERICAN GAS ASSOCIATION) 














the May issue of Fam- 
FOR ily Circle: 
COUNTERS [io 
AN D Store 
WINDOWS [i 


Zone State. 











Appliance advertisers 


using sectional editions 


of May Family Circle 
@eeee?e# 


AMERICAN GAS ASSOCIATION adver- 
tises the Western Holly Range in 
Family Circle editions sold in all 
Safeway stores in California, 
Northwest, and Mountain regions. 


eeee#e@ 


RHEEM MFG. CO., advertises in Fam- 
ily Circle sold in all Safeway 
stores in California and the 
Northwest. 


eee ¢ @ 


O’KEEFE & MERRITT CO., advertises its 
Hi-Vue Gas Range in Safeway 
Mountain, Safeway Midwest and 
H.G. Hill editions of Family 
Circle. 

















&, de, ahs Preah 
— 169° 
~~ wt ee we 





BENDIX, through Family Circle, 
—— " | 14 reaches the highest percentage 


of housewife-readers among 
the top 10 circulation 
magazines. Thus, Bendix 
pre-sells a top market of 
100% homemakers on 
its home-laundry equipment, 
with this 2/3 page 

4 advertisement in Family 
Circle’s May issue. 





















Lewyt, a regular Family Circle 
advertiser, features this 2/3 
page ad in the May issue to show a 
national market of 4,000,000 
housewives how the Lewyt 
Vacuum Cleaner cleans rugs “four 
ways at once.” Lewyt knows 
that, like its appliance, Family 
Circle gets results! 











4,000,000 
family buyers, in the 
market for home 
and family appliances, 
shop the pages of 
Family Circle for the 
brand names to buy 
in their neighborhood 


appliance store! 
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Brecth Taking Beauty #, 
Cleanest Washability 
No Repair Worries 























SPEED QUEEN, a four-year advertiser in Family 
Circle, knows that this sales message in the May issue 
will reach a prime market of best-customer 


— @ prospects: the 
© ° Faas , 
> a highest percen 
ae tage of reader- 


children and the 
most children 
per family 
among the top 
10 circulation 
magazines. 














NEW YORK @ 


CHICAGO » 


SAN FRANCISCO” ¢ 


LOS ANGELES 
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... plan equal to or better 
than other financing...” 


says MR. F. A. RITTER, right, Sales 

Manager of Capital Appliance Dis- a more flexible arrangement like the 
tributors, Indianapolis, Ind., shown with COMMERCIAL CREDIT PLAN became a must. 
MR. S. C. KAHN, firm President. To date, using this Plan, our dealers have 


profited from better inventory controls, less 

““UnTIL 7 YEARS AGO, most of our dealers got losses and no holdbacks. COMMERCIAL 
by with their own financing connections. CREDIT CORPORATION people ‘bend over 
But as investment requirements increased, backwards,’ so to speak, to aid and help.” 


COMMERCIAL CREDIT DEALERS ARE Successful peacers 


Appliance dealers and distributors have 
learned—through experience —that they 
can look to CoMMERCIAL CREDIT PLAN 
for financing that’s flexible, depend- 
able and complete. Ask your distributor 
for a copy of our booklet ““More Profits 
with Sound Financing.” Or call your 
nearest COMMERCIAL CREDIT office. 


‘COMMERCIAL. 
CRE AN; 


COMMERCIAL 
CREDIT 


CORPORATION 


A service offered through subsidiaries of 
Commercial Credit Company, Baltimore 
. . Capital and Surplus over $1 45,000,000 
. . . offices in principal cities of the United 
States and Canada. 
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What You Should Know 
ABOUT CREDIT 


Selling on time gets tougher. More and more contracts are rejected. 


Suddenly, a knowledge of credit — how and where to get it, 


how to use it — becomes important. 


Here’s how four types of lenders work . 


By TOM F. BLACKBURN 


ing down so many contracts I could 
double my sales.”” Such was last month’s 
angry, despairing complaint of an eastern retailer. 

He’s not alone. The same feelings are being 
forcibly expressed by appliance dealers all over 
the U.S. and, paradoxically, they are doing it at 
a time when lenders are willing, even anxious, to 
write more time sales contracts. There’s plenty 
of money to be had and, at last reports, consumers 
only owed some $270-million in installment debts 
on appliances and radio-TV, down $6-million 
from the previous month. By comparison with 
1953, Arthur Dietz, president of C.I.T. Financial 
Corp, said in a March speech to the American 
Banker’s Assn., direct lending on consumer pur- 
chases has fallen off considerably. 

But lenders are looking ahead. They note that 
in mid-February unemployment jumped to 3,- 
087,000. They see the announcements of layoffs; 
they hear of the decline in overtime pay; they 
know that the rise in social security taxes is 


_ OGGONE it, if the banks weren’t turn- 
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squeezing the buying power of many low income 
families. In other words they see an enhance- 
ment of risk and they don’t want to take any 
unnecessary chances. So, they are refusing the 
marginal and doubtful account. One of them 
expressed their attitude recently when he said a 
consumer can adjust overnight to an increase in 
his income, but it takes him three months or more 
to learn to live with a reduced standard. Unless 
checked, people will continue to make purchases 
at the same rate as they did on the old, higher 
standard. If they get away with it they eventually 
get into trouble—and so does the lender. That may 
be one reason why a big mid-western bank with 
a substantial portfolio of installment loans re- 
cently predicted that 1954 would see a large 
number of appliance repossessions in some areas. 
The background is not entirely new. Worry 
and doubt about the credit problem has been 
growing for some months. A survey of the con- 
sumer credit field by the staff of Consumer 
Credit Letter revealed that most loan granters 


1954 


. 1. The Credit Company 





2. The ‘‘Associate’’ 
Finance House 


3. The Local Bank 
4. The F.H. A. 














thought a rise in delinquencies would be their 
number one problem in 1954. NARDA took up 
the problem of credit at its last convention in 
Chicago and dealers exhibited an interest sur- 
prising even to people who planned the program. 

As installment contracts become harder to 
push through, it becomes more important for the 
dealer to know what risks he takes when he does 
push through one that perhaps might better have 
never been made, what advantages and disad- 
vantages are characteristic of the various sources 
of consumer credit and what are the best ways to 
make use of them. 

As Harry Price of Norfolk, Va., said once in 
the Ladies’ Home Journal’s Appliance Store Suc- 
cess Bulletin, ““Good bank relations are as neces- 
sary as selling, buying, advertising . . . Individu- 
ally, it is the biggest selling job confronting you 

Bankers and finance companies have a 
language all their own . . . Talk their language.” 

The material on the following pages will help 


you do just that. 
MOREM® 
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What You Should Know (continued) 





1. The CREDIT COMPANY 


Is tough about collections 


Is getting wary of appliance paper 


Shares its profit with the dealer 


Permits payments in the store 


yous dealer Wallace Johnston 
carries most of his installment 
paper himself, as many well heeled 
dealers do today, he is willing to have 


it go through a bank or a finance 
house, as the customer elects. 

Having received his own early 
training with Commercial Credit 


Corporation, Mr. Johnston is aware 
there are many avenues of financing 
in the world, each with advantages. 

He frankly favors the finance house 
for the average dealer. ‘The finance 
house can be tough in making collec 
tions. With most collection troubles 
arising from the economic strata that 
buys used merchandise, a policy of 
discipline and firmness is needed to get 
results. 

Banks, which are eager to make 
friends for themselves locally, will not 
bring pressure to bear, but dump the 
contracts back on the dealer. 


Finance House History 


Ihe history of the finance house 
does not date back much over 40 years, 
it least for volume. Principal buyers 
of commercial paper in the appliance 
field today are Redisco, GMAC, Gen- 
eral Electric Credit, Bank of America, 
and Commercial Credit Corporation. 
Only two percent of GMAC’s port- 
folio is in appliances, and C.I.T. has 
been out of the appliance field for some 
time. Commercial Credit Corporation 
is said to have the greatest number 
of offices doing an appliance business. 

Che average appliance deal with a 
finance house is said to be about $240, 
with the firm netting $20 on the 
transaction. 

Finance handle the paper 
of all brands of appliances impartially. 
They send men out in the field to 
make collections anywhere, something 
that local banks won’t do. 


houses 


Floor Planning Declining 


In years past, the big finance houses 
had contracts with nearly all manu- 
facturers in the interests of floor plan- 
ning merchandise. Floor planning is 
the advancing of money to the dealer 
so that he can have an abundant in- 
ventory on his floor in advance of the 
selling season. 
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With business getting more com- 
petitive, there appeared free floor 
planning, which meant that the manu- 
facturer and the distributor paid the 
cost for the dealer. Catch was, after 
90 days, the dealer had to pay the 
charges on the merchandise that was 
not sold. 

lhe amount of floor planning has 
been declining and it is estimated that 
not more than 10 percent of the coun- 
try’s dealers are going in for it. Senti- 
ment was against it at the recent 
N.A.R.D.A. meeting: “If you haven’t 
the money, you haven’t any business 
taking on the merchandise.” 

Possible cause of the decline has 
been the increased competition among 
distributors. ‘lo get merchandise on 
the dealer’s floor, the distributor sells 
it to him on open account, sometimes 
with 90 days dating. ‘To open account 
sales, the distributor loses title to his 
merchandise, has no insurance protec- 
tion, nor any way of checking it. To- 
day’s distributors are carrying ten times 
the amount of accounts receivable as 
they did in 1940. It is a bad situation. 


New Look in Floor Plans 


On the finance house floor plan, the 
dealer paid for the credit he enjoyed, 
the finance house held title to the 
merchandise until sold and had the 
privilege of walking in and checking 
periodically. 

One of the new situations coming 
into the picture is liberalized credit 
for the dealer, paid for by the manu- 
facturer. The rapid growth and com- 
petition by company finance houses 
(General Electric Credit and now 
Westinghouse Credit) has brought 
this about with smaller manufacturers. 

This is the way it works. Say a 
dealer is good personally for $1,000 
credit. The manufacturer takes part 
of its advertising money and under- 
writes him with the finance house for 
$2,000 more. ‘Thus the dealer can 
put on his floor $3,000 worth of 
merchandise. 


Appliance Paper Gets Risky 


For a year or more national finance 
houses have been somewhat leery of 
appliance finance paper. Here are 








typical kinds of deals that have made 
them so: 

1. The inflated sale. A dealer sells 
a $400 freezer and puts in $150 worth 
of frozen food. On his contract he 
inflates the freezer price to $500. ‘The 
food is not mentioned in the contract. 
The customer eats up the food and 
permits the sale to revert. The finance 
house is in for a surprise. Amazing as 
it may seem, many finance houses 
were not on their toes as to list prices 
of appliances, and were caught. To- 
day’s finance men keep a list of all 
models and prices at their elbow. 
hey permit a tolerance of 10 percent 
either way. If this is off, so is the deal. 

2. Returned goods. A dealer sells 
an X television set, and discounts the 
paper. ‘The customer does not like 
the X set, returns it, and gets a 
Y brand instead. The collection 
processes proceed on that X set, and 
when the finance house eventually 
calls on the owner to pick up that X 
set which records show is not paid for, 
the discovery is made and the dealer 
is in the dog house. 

3. Dealer stupidity. Floor planned 
merchandise does not belong to the 
dealer. He has signed an agreement 
to pay for it when it moves off his 
floor. All too many of them wait for 
the finance man to call to collect, and 
lose a month or more in interest. 
Sometimes dealers sell all their floor 
planned appliances without paying and 
wonder why their credit is cut off. 


Don’t Sell Terms 


The manufacturers are at fault, say 
finance men, in not letting the finance 
house school their field men. Mis- 
sionary work must be done by dis- 
tributors’ men, and the field men 
themselves must have instruction in 
order to teach. 

Finance experts tell dealers that the 
silliest thing in the world for them to 


do is sell terms. When closing a deal 
you should ask the customer: “How 
are you figuring on paying?” ‘This 
question lets the customer call the 
shot, and often the customer would 
pay cash or a lot more than he would 
do if he were sold terms. 

The next question is, “How much 
can you spare as a down payment?” 
Let the customer name the amount 
and it will nearly always be more than 
expected. Final query is, “How much 
can you pay each month which won't 
strap you?” It is a dealer weakness in 
talking long term payments. 


No-Recourse Paper Disappearing 


Today the no-liability, or limited 
recourse finance paper is fading over 
the horizon. The dealer should realize 
that he is the little boy who is going 
to hold the bag in case things go bad. 
Only in Chicago and New York City 
are no-liability deals still made, and 
this is on account of the competitive 
situation. 

Nevertheless, it seems that the 
dealer would prefer arrangements 
where he can make some money on 
the financing to freedom from liabil- 
itv. In areas where there is a lot ot 
discount selling, dealers try to make 
it back on their finance paper. One 
automobile dealer in Chicago is re- 
ported to have used finance terms that 
paid him 90 percent. In 1940 Com- 
mercial Credit Corporation developed 
five plans for dealer use, including a 
no-liability plan. After a few years it 
was found that 924 percent of the 
business was coming in on the dealer 
reserve plan. 

With Commercial Credit Corpora- 
tion doing $200 million in appliance 
business in 1953, and the repossession 
rate in prewar years running around 
six percent, it can be presumed that 
the dealer reserve plan appears to be 
the most profitable. 


2. The “ASSOCIATE” 
FINANCE HOUSE 


Aims at increasing sales of one line 


Helps dealer sell more merchandise 


Sets a maximum rate of 10 percent 


Floor plans its own products free 


HE rootin’, tootin’ branch of the 

installment business is the asso- 
ciate finance house, owned or con- 
trolled by a manufacturer of appli- 
ances. 

Its job is to get in there and pitch, 
and expedite the installment selling 
of the parent line. 

The gentleman who gave this inter- 
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view of his firm’s operation asked to 
remain anonymous, but said that one 
company owned finance house did 
$500-million last year, and that its 
floor planning was 50 percent ahead 
of 1952. It accepts paper from re- 
tailers in amounts running from 
$1,000 to $3-million a year. 

Principal reason for the growth of 
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this type of operation lies in several 
methods used: 

1. From the moment a customer is 
on a dealer’s books, he is barraged 
with sales literature carrying the deal- 
er’s name. After the customer has paid 
a certain amount, he is permitted to 
add on new items without down pay- 
ment. This procedure usually will 
account for one-third of a dealer’s 
sales. 

2. Dealers can handle collections in 
their stores if they are responsible 
financially. 

3. The company owned finance 
house will accept all finance paper 
from a dealer, even on other brand 
products he carries. Sole qualification 
is that he must be franchised by the 
manufacturer. The dealer can split his 
paper with other finance sources if he 
desires. 

4. Associate finance houses will ac- 
cept small appliance paper, but one 
says rates are so high that 95 percent 
of its firm’s own traffic appliances are 
dealer carried. 

5. Contracts carry insurance against 
fire, flood and tornado. 

6. Small town dealers in far away 
places may pass on their own credits. 

7. Will accept paper from any- 
where in the U. S. 

8. Sales book contract makes sell- 
ing easier. 

The associate finance house sets a 
maximum rate of 10 percent, not be- 
lieving in high interest rates to cover 
big discount sales. South Bend’s six 
percent rate is typical. 


Repossessions Run Five Percent 


The associate finance house dates 
back about 20 years, getting its start 
in the depression. Its history of re- 
possessions runs five percent, and on 
these dealers recovered half. Losses 
have been $1 out of every $5,000, 
and the average time payment on a 
major appliance runs 13 months. 

In a foregoing paragraph it was 
stated that its floor planning business 
has increased 50 percent. This is given 
free on the parent company’s product. 

“This finance house,” 
says a competitor, “has spread around 
credit to enable dealers to buy its 
parent’s brand of appliances while 
they were being shorted with other 
makes. It tempers its deal to meet 
the competition, taking recourse or 
non-recourse paper where necessary.” 

Recognition of the potency of this 
type of operation comes with the an- 
nouncement by Westinghouse Electric 
of the creation of the Westinghouse 
Credit Corporation, a similar type of 
associate finance house which will pro- 
mote Westinghouse products. 

This is to supplement the equity 
plans which Westinghouse has been 
using. One type of equity plan was 
for the bank which made commercial 
loans but did not floor plan. Westing- 
house offered to take back the mer- 
chandise if the dealer did not pay. 
Another plan guaranteed the bank 90¢ 
out of every $1 in case of dealer dis- 
honesty, and 100 percent in fire or 
theft. Main use of equity plans was to 
get cooperation in towns where banks 
did not like particular dealers. 


associate 
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EXPERT’S EXPERT. Wallace Johnston (left) says his profit depends on used 
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appliances, which means a lower income customer and installment selling. 


WHAT CAUSES REPOSSESSIONS? 


FROM HIS UNIQUE POSITION as the owner of both an 
appliance dealership and a finance house, Wallace 
Johnston of Memphis, Tenn., is probably better able 
to amass information on credit, installment selling 
and repossessions than any other merchant in the 
nation. 

In his own operation, says Johnston, he must dis- 
pose of the appliances he accepts in trade in order 
to show a profit. The people who buy used appliances 
are from the lower income brackets. That means in- 
stallment sales and credit problems. In 1953 this 
used appliance business amounted to a_ substantial 
volume all by itself: 900 of 1033 trade-ins were resold. 

In the Johnston operation, credit sales are handled 
so successfully that not more than one percent are 
repossessed—perhaps because 20 percent of the pro- 
posed contracts are rejected—and three fourths of 
the repossessions involve used merchandise. 

A breakdown of repossessions, compiled by John- 
ston’s finance house, shows that they are made up 38 
percent of TV, 18 percent refrigerators, 12.5 percent 
washers, 7.0 percent ranges, 14.5 percent furniture, 
3.0 percent freezers, and 7.0 percent miscellaneous. 

In order to draw a complete picture of the reposses- 
sion “market”, Johnston compiled the following: 


30.5 Out of work 3.5 Sued 

12.0 Too many bills 2.0 Arrested and fined 
13.0 Poor service 1.0 Died 

15.0 Misrepresentation 1.0 Joining military 


5.5 Leaving town 17.0 No reason 


Johnston even explored the previous credit ratings 
of those people who had defaulted on their payments 
and discovered that 68.5 percent had good ratings, 
24 percent were known to be slow and 7.5 percent had 
no previous credit of any consequence. 

Of those whose purchases had to be repossessed, 78 
percent had made down payments of 10 percent or 
less; only 22 percent had paid in more than 10 per- 
cent at the start of the contract. Not surprisingly, 87 
percent of the defaulters rented homes; only 13 per- 
cent were owners or in process of buying a home. 

Terms of the sale had some bearing on the propor- 
tion of reverts, too. Sixty percent of the repossessions 
were on 24 month sales; 40 were made on sales which 
were supposed to be paid up in less than 24 months. 


Red Flag Warnings 


It is necessary, says Johnston, to take some risks 
when selling used merchandise—otherwise you may 
not sell it. However, there are certain warning signals 
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which tell the dealer when to be careful: 

1. When the purchaser is an unskilled laborer who 
shifts from job to job. 

2. When the purchaser has held several jobs over 
a two-year period. 

3. When he has had several different residences 
within two years. 

4. When the buyer’s credit references show that he 
has dealt extensively with firms that sell watches 
on a 50 cents a week basis or sell pants on time. 

5. When the credit report on the purchaser shows 
several “slow pays.” 

“If a man is slow in paying someone else, there 
is every reason to believe he will be slow in paying 
us,” says Johnston, “so why should we take a deal 
that is almost sure to cause trouble?” To Johnston 
there seems to be little excuse for taking bad deals 
because credit bureaus give so many cross references 
on prospects that there is plenty of warning. 

It is possible to take greater risks than does his 
firm, and still show a profit, Johnston admits, but he 
contends that it is not for the average dealer. Finance 
charges greater than Johnston’s eight percént must 
be made. It involves hiring a full time collector, 
getting a truck and a pistol permit and going to 
court. In all, he estimates, it would cost $4,000 to 
$6,000 a year extra and would not be warranted in 
the average dealer’s operation. 


How to Sell Credit 


For Johnston, whose credit business depends so 
much on used appliance sales, moving those used 
appliances is as important as the credit methods. 

A continuous stream of prospects is a first essential 
and Johnston expects each of his nine salesmen to 
make 12 contacts a day by telephone, direct mail, 
home calls and on the floor. When a sale is made the 
customer receives a card on which to keep a record 
of payments. Half way down the card is a red ques- 
tion mark. Invariably, the customer asks, “Why is 
this here?” And the salesman explains that when 
payments are that far along the customer may make 
another purchase without any down payment. 

When the customer’s account is half paid, the sales- 
man offers another alternative. If the purchasers will 
pay the balance due in cash all previous collected 
finance charges will be returned. This brings the 
firm perhaps $1,000 a month—and salesmen get an 
additional opportunity to start the customer off on 
another purchase, which keeps used appliances mov- 
ing, and the Johnston firm out of credit trouble. 
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What You Should Know (continued) 





3. The LOCAL BANK 


Usually charges less 


Has excellent credit information 


Insists on a loss-reserve account 


Doesn't like floor plan loans 


Aes have been the latest of all 
financial institutions to take an 
interest in appliance installment paper. 
Today about 5,000 of the country’s 
14,000 banks are going after the busi- 
ness, and the number is growing. 

The neighborhood bank, which 
knows the dealer’s customers as well 
as he does himself, is a logical place 
to discount this paper. 

However, in putting his paper 
through a bank, the dealer comes up 
against an entirely new set of condi- 
tions. 

The advantages are: 

1. Many of his customers like to 
have their purchases go through a 
local bank because they believe it will 
cost less in interest. This is not always 
true, for the dealer, in most cases, 
decides on the amount of finance 
charges to be made and enjoys part 
of it. But as a rule bank financing is 
cheaper. 

One banker savs that while the cost 
of borrowing $100 from a finance com- 
pany averages $20, the cost is only 
about $12 for the same amount 
through a bank. 

2. Local banks have probably the 
best sources of credit information, and 
loans they pass usually turn out well. 
A bank recently turned down a deal 
in which a 17-inch TV set was sold 
for $275. The purchaser, the bank 
knew, could buy a 21-inch set for that 
amount and would soon discover he 
had been oversold. Bad deals and 
appliances that fail in operation soon 
go sour, and the bank would have 
none of this business. 

3. A dealer passing a considerable 
amount of paper through a_ bank, 
usually finds his own line of credit 
increased, for he is a profitable cus- 
tomer. Often he arrives at an open 
account basis and can get loans for 
his firm without security. 

The disadvantages in this field: 

1. It is said that banks bounce 
back sour deals quickly, without mak- 
ing any effort to collect. 

Banking has its mythology and one 
of its facets is the belief that a banker 
must be dignified and avoid the 
hassles of the market place. There is 
something to this for customers who 


will buy freely on time from a dealer, 
avoid going into banks where they 
could borrow the money for the same 
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thing. The word “mortgage’’ still 
frightens the public mind, just as it 
did in the old saw mill drama. 

2. Banks do not care for condi- 
tional sales contracts in which the 
property is merely leased until it is 
paid for. Rather, the bank wants a 
chattel mortgage, under which the 
dealer loses title to the property, and 
must go through a replevin suit to 
regain it, which is time consuming. 

Thus the dealer finds himself in a 
much bigger mess on deals that revert 
than he would encounter with a fi- 
nance company’s conditional sales con- 
tracts. 

In this sort of situation, the bank 
merely assigns the note back to the 
dealer, and does not touch the 
property. 

Fundamentally it is the dealer’s fi- 
nancial reputation which determines 
the relations he has with the bank. 
The rough and tumble of closing in 
on a conditional sales contract which 
has gone to pot is beneath the bank’s 
dignity. Actually, the bank is really 
lending the dealer the money, and 
not the customer. 

3. It is not possible, in states which 
do not permit branch banking, for 
dealers to make the collections on the 
installments and get the customers to 
come back into his store. This would 
be branch banking, the law says, and 
it is taboo. So customers must make 
payments at the bank. On the other 
hand, a finance company can permit 
this custom, if the dealer can obtain 
a class 3 order, which means that an 
audit is made which the finance com- 
pany approves. 

4. Floor plan loans are dropping out 
of the picture with banks, and prob- 
ably will be non-existent within a 
year or so. One reason lies in an 
Illinois supreme court decision which 
held that a dealer who converted mer- 
chandise he had floor planned could 
only be sued in a civil court for viola- 
tion of his pledge and could not be 
subjected to criminal action. 

It should always be remembered 
that with installment paper, some 90 
percent of the customers go along 
like little lambs, and the deals turn out 
perfectly. It is with the remaining 
10 percent that the sharp cookies 
cause trouble or pull shady deals that 
turn the vendors’ hair gray. As a rule, 






dealer relations with banks are placid 
and satisfactory, thanks to a superior 
job of screening that local credit 
risks are supposed to get. 


Shock Absorbers for Losses 


One of the things that virtually 
every bank insists upon is a_ loss 
reserve account for dealers. 

As Joseph Cronin, Pennsylvania 
Company for Banking and Trust, puts 
it, regardless of the type of agreement 
in existence between a dealer and his 
bank (whether full recourse, repur- 
chase or some variation of either plan), 
a far thinking dealer should welcome 
a loss reserve account which will ab- 
sorb the shock of repossessions. 

The most accepted way to obtain 
this loss reserve is by taking a portion 
of the finance charge paid by the 
customer, and accumulate these re- 
serves. Most financial institutions make 





an accounting to their dealers every 
calendar year, and permit the dealer 
to withdraw monies from that reserve 
in excess of an agreed percentage. 

Today, says Mr. Cronin, approxi- 
mately 22 percent of the loan port- 
folio of commercial banks in the ap- 
pliance field is in installment credit. 
About 85 percent of all retail appliance 
paper is being financed by banks, he 
states. ‘The Federal Reserve Banks say 
that of $28 billion consumer credit 
outstanding, $54 billion is im appli- 
ances. 

Difficulty the banks are up against, 
says Mr. Cronin, is lack of man power. 
The servicing of delinquent accounts 
cannot be done to the same extent as 
before, because of added cost and 
fewer qualified men. On the other 
hand, he concluded, the ratio of de- 
linquents does not approach the pre- 
war ratio. 


4. F.H.A. FINANCING 


Applies only to installed appliances 


Is available only to home owners 


Involves no down payment 


Is guaranteed in part by government 


Is relatively inexpensive 


HIS story began when Fred 

Boese in Sterling, Ill., realized he 
was selling a lot of appliances to fami- 
lies who are not at the top of the credit 
structure. Moreover, the idea of no 
recourse after four months had faded 
from the picture and he was finding 
himself responsible for all the paper 
that he discounted. Furthermore, he 
didn’t feel too sanguine about the eco- 
nomic future. 

F.H.A. financing seemed to offer a 
way out. True, it applied only to 
appliances that were piped into a 
place, such as sink dishwashers and 
hot water heaters. With the Boese 
Sales Co., the chief item was kitchen 
cabinets and they were eligible. 

F.H.A. under Title I, a depression 
law with a partial guarantee against 
loss, is given by the government to 
the financing house. It has had the 
reputation of being slow to put 
through. 

That has not been the Boese ex- 
perience, thanks to a Tinkers-to- 
Evers-to-Chance arrangement which 
gives him a decision in one or two 
days. 

In the first place, the F.H.A. plan 
applies only to people who own their 
homes, which automatically cuts Mr. 
Boese to about 4,000 prospects in 
Sterling. 

In closing on a kitchen job, Mr. 
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Boese has no scruples in whipping out 
an F.H.A. blank, and filling it out 
with the prospective purchaser, ex- 
plaining as he goes the method of 
financing. 

About 90 percent of his kitchen 
prospects own their own homes, he 
says, and less than five percent get 
turned down on F.H.A. 

Although borrowers may put their 
own personal loans through F.H.A., 
few of them do. 


Credit Bureaus Help Speed-Up 


The reason for the Boese speed is 
due to the fact that he works through 
the local credit bureau in Sterling. It 
costs him $36 a year for this service 
and he gets a bulletin a month. The 
credit bureau is able to tell him how 
much equity a man has in the prop- 
erty he proposes improving. If he has 
from $800 to $900 in it, the chances 
are the loan will go through. If he 
only has $200 or $300, he is likely 
to be turned down. Another refine- 
ment the local credit bureau can aid 
with is in telling how many other 
obligations the prospective purchaser 
has. If he is loaded with indebtedness, 
beyond his ability to pay, again he is 
likely to be turned down, regardless 
of the fact that he may own his home. 

Norbert Schaefer of the Sterling 

(Continued on page 86) 
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Westlake Electric likes to sell new television receivers in the store... 





ESTGATE Electric’s owners 

aren't trying to fool them- 

selves into believing that TV 
trade-ins can be profitable. Experi- 
ence tells them they aren’t worth the 
bother unless they can sell the trade-in 
customer a big-discount set. So, Don 
Rice, manager of the store at 2656 
West Broad St., Columbus, Ohio, be- 
lieves the best policy is to persuade 
the prospect to keep his old set. 

“We really don’t want to take TV 
trade-ins,” Rice says, “because you 
can’t sell them. In any area where 
there is the prospect of a UHF sta- 
tion coming, even though it may be a 
year Or more away, people don’t want 






And urge that these be used in another room... 
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to buy a set unless it is equipped for 
UHF as well as VHF.” 

Rice finds that about 80 percent 
of his prospects have a trade-in when 
they come in to look at TV. About 
30 percent of these can be persuaded 
to keep the set as a second set. Others 
are guided to one of three sets—which 
provide about a 38 percent discount. 


Farms Out Old Sets 


Westgate Electric ships many used 
sets to other dealers who specialize in 
trade-ins, or to two other outlets—a 
restaurant where the sister of one of 
his salesmen uses it, and then sells it 
when any nearby farmer shows inter- 
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Or they will recondition them for a small charge. 








But they also visit prospects who may have old sets to trade in. . . 





est, and to Portsmouth, Ohio, a fast- 
growing town where there is an in- 
creasing market for any type and size 
of TV set. A load of sets costs about 
$12 to ship to these outlets. 

Before any trade-in is accepted a 
salesman personally sees the set in the 
prospect’s home. At that time the 
salesman either tries to show that it 
would be better if kept for a second 
set or given away to a relative who 
may not have one. 

“One surprising thing about some 
of these old sets is that they were 
bought with some furniture, and we 
couldn’t even pull the set out of the 
home if we wanted to because they are 


Trade-ins are shipped to out-of-town dealers. 


Oh, How They Hate TV Trade-Ins! 





still making payments,” says Rice. 
Old Sets Repaired 


To avoid taking an old set in trade 
Westgate sometimes will offer to 
bring it in, check it over, make any 
small repair (parts at cost), and charge 
only for labor, then return it or 
deliver it to the prospect’s relative. 
Average charge for this service is $15. 

“We want to extend any courtesy 
that we can,” Rice points out. “But 
most of all, we don’t want to resell 
the trade-in if we can get away from 
it. It is almost simpler to give $20 
for the set, and then tell them to 
keep it.” End 
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Country Store 





HOME ECONOMICS instructress Marjorie Zimmerman gives prospects the pitch for laundry equipment in Indianapolis, Indiana, at Wills’ Town & 
Group selling helps to move laundry equipment at one of the frequent sessions of store’s ‘College of Laundry Knowledge.” 





e School That Graduates Laundry Buye 


With the help of its distributor and the old device of 25-cents-a-person contributions, the Town & 


Country Store in Indianapolis conducts weekly laundry schools that return almost $11,000 monthly 


~\ ELLING the customer is only half 
KS the job. You have to find him 

hrst. 

In the Hoosier capital of Indiana, 
one dealer has found what he considers 
the best approach to finding this po 
tential customer for laundry equip 
ment. Millburn Wills, using his Town 
& County Store located in a new shop- 
ping center on the edge of Indianapo 
lis, is applying the group selling tech- 
nique by giving good, sound informa- 
tion on the product and selling the 
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By N. Bleecker Green 


ippliance with a soft shoe routine. 

It has proved effective. Wills sold 
$11,000 worth of laundry equipment 
in September of last year, following 
up with 32 units in October and some 
28 more before November was half 
over. 

Working with the local Wesco dis- 
tributor, Wills puts on an informa- 
tive school session or laundry clinic 
as often as twice a week, using both 
afternoon and evening sessions. Eve- 
nings pull best and give the husbands 








more of a chance to get to the store. 
Key to the sessions is Wills’ method 
of paying local clubs (church groups, 
charity organizations, etc.) 25 cents a 
head for bringing in their members 
to his store. The money goes into the 
club treasury and as Wills puts it, 
“They work to get their folks in.” 
The idea has worked so well that the 
Indianapolis store now books groups in 
advance and has others on a waiting 
list. Though ads are sometimes co- 
oped, the “pay-the-treasurer” plan has 
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proved more effective. The women 
represent the “quality prospects” and 
turnouts run from 35 to 80 women, 
with the average being around 45. 
This costs the dealer only about $25 
plus his refreshments and giveaways 

The distributor supplies the two 
“professors” or people giving the pitch, 
using a salesman and a home econo- 
mist. To see how Wills runs a typical 
session, ELECTRICAL MERCHANDISING 
presents a picture story on the follow- 
ing pages. 
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PURNISH® INSTALL 
KITCHEN CABINETS 
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Refreshments are set up before the ‘school’ session starts and are kept in 3 “Are they clean?”’ asks Professor Millburn when he removes coveralls from 
plain sight during evening tg hold audience. Wills pay 25 cents each for club the automatic washer. Washing is done during the various selling talks; 
members who attend; which helps to boost the club treasury. gives actual wet run for audience to see. 


Rinsing ability of automatic washer is proven by woman who 
wipes washer with clean, white paper towel. When she holds it up, 
women see that no dirt was left in washer. 


Seite tis 


Soiled coveralls are picked up at local garage by distributor salesman Bob Millburn Detergent pitch is given by professor representing “All.” To 
before evening demonstration starts; are later washed to prove the effectiveness of demonstrate sudsing, he shakes bottles, one filled with detergent 
automatic washing machines. and one with regular soap, then shows suds for comparison. 


MORE m> 
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Miracle fabrics get interest of group as Marjorie Zimmerman says, °'| Two towels, machine and line dried, are passed through the group of women 
washed this in a machine and | wear it too. Doesn't it look well?’’ Women do to show how fluffy the machined ones are. It’s a wedge to cut down resistance 
not realize that many new miracle fabrics can be machine washed. to machine operation, plugging the quality job of dryer 


os 
- 

Examinations are filled in by “‘students’’ to get major points of session across. Names, addresses, phone numbers and appliances 

owned and wanted are listed, giving dealer Wills an excellent made-to-order list of prospects for future sales . 


Group Selling Need Not Be Expensive 
If you are looking for quality prospects, says Millburn Wills, don’t shy 
away from a group or school selling session. They do not have to be as 
lavish as the one shown here. Here are some of the basic needs: 
1—Washer and dryer plumbed in and set for a wet demonstration. 


2—Cash, or 25 cents a head, for the local club to bring in their 
members to see your session. 


3—Refreshments consisting of cookies, cider or ice cream that 
would run about three to five dollars. 

4—Steam iron (about $12 your cost) for door prize. 

This is al! you really need for an economy run to get quality prospects. 
Total amount would be around $25 for some 35 women. And variations 
are easy. Academic robes help dress up the person giving the show; can 
be rented for the evening. Detergents and giveaways can often be 
secured through your distributor. You might try to get the help of a 
home economist. 

But keep it simple and have your salesmen follow up, inside and out- 


side of the store. 
Steam Iron goes to exam winner, amid envious smiles of other women. Using It’s a sound, economical way of building prospects, of selling your 
store merchandise (traffic appliance) for prize helps bring in women, plugs 


another product during the evening products and of promoting your store to the public. 


PAGE 62 MAY, 1954—ELECTRICAL MERCHANDISING 





1 Financing details are given by store manager Sam Foster at end of the meeting. 1 Giveaways passed out at conclusion of instruction period include a diploma, 
Informal talk plugs ease of buying laundry equipment but pressure is not salt and pepper shakers, box of detergent, cardboard dial which tells how to 
applied. Wills asks for 10 percent down, rest in 24 months. launder new miracle fabrics. 


1 Personal touch and beginning of real sales effort is dealer Wills’ 
introduction of his salesmen. He asks the women in the audience 
to come back and ask for salesmen by name. 


, diem 


1 After the clinic women stay to eat refreshments, ask questions of 1 Followup, the most important step to closing sales, is made on basis of information 


salesmen. Some fathers supervise children in the toy department gained at the clinic. Salesman ‘‘Chick’’ Hoesman knows lady has a washer so con- 
while wives talk to sales staff. centrates effort on a dryer sale. 


END 
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By AMASA B. WINDHAM 


HIS crowd milling around the 

door of the Arcade Electric Co. 

in Delray, Fla., represents some 

of the hundreds who coudn’t get in to 

see dealer Emory Barrow’s recent 
three-day cake-baking contest. 

They couldn’t get in because Bar- 
row’s new ingredients for an okd-fash- 
ioned cooking school promotion drew 
crowds too big to handle. 

“It was the old cooking school idea, 
all right,” says Barrows, “but in a 
brand new dress.”” The innovations 
were three-fold. “First, we let cooks 
from the entire region around us take 
part in the event. Second, we hooked 
it up to a civic betterment program, 
and third, our community benefitted. 


Cakes and Football 


With the help of Larry O'Neal, 
Westinghouse representative, Barrow 
worked out his plans. They called for 
all civic clubs in Delray Beach, Deer- 
field Beach, Boca Raton and Boynton 
Beach to participate. All of these small 
resort communities are in the Barrow 
trade territory. 

“It so happened that the Seacrest 
High School in Delray was badly in 
need of a modern athletic field,” says 
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Barrow. “This project was a natural 
for our civic betterment angle. The 
cake baking contest would be designed 
to provide funds for the purpose of 
building the new field, through auc- 
tioning off the cakes which would be 
baked during the event. 

“We presented the idea to the 24 
civic clubs in the four communities 
and it was enthusiastically received. 
They told us to go ahead with their 
full support, since the construction 
of a new and modern football field for 
Seacrest had been a long dreamed-of 
goal throughout the section.” 

The program for the campaign then 
shaped up something as follows: 

1. Each civic and luncheon club 
in the four communities would nom- 
inate and sponsor its champion cake 
baker to compete in the contest. 

2. The contest would run three 
ifternoons and nights. Judges would 
be home economists from Florida 
Power & Light Co. and high school 
home economics teachers. 

3. Six Westinghouse electric ranges 
would be hooked up on the floor of 
the store; all baking had to be done 
in the presence of the crowd which at- 
tended; Arcade Electric Co. would 
supply all necessary ingredients for 
the baking. 

4. Daily prizes would be awarded 


They Couldn't Get in to See a Cake 


for the best cake baked each day and 
the grand prize award would be a 
Westinghouse electric range. 

5. At the close of the contest, all 
cakes baked would be auctioned off 
to the highest bidder and the money 
thus obtained would be donated to 
Seacrest High School for the express 
purpose of building the athletic field. 

6. Arcade Electric Co. would not 
attempt to do any selling during the 
contest, but would use the registra- 
tion cards as a list of prospects for 
possible future business. 

7. Westinghouse agreed to stand 
one-half the cost of all advertising 
ind prizes. 


How Could They Miss? 


“With the support of 24 active 
civic Clubs, and the announced inten- 
tion of the cakes and highly stimulated 
needed football field, how could we 
miss?” asks Barrow. ‘“‘As it turned 
out, the promotion went off even 
better than we anticipated and was one 
of the most successful ever staged 
down in this area.” 

Larry O'Neal backs up Barrow’s 
enthusiasm for the promotion. The 
Westinghouse representative summed 
up the results of the cake baking con- 
test—nearly 2,000 spectators in at- 
tendance, $600 in cash from the auc- 
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tion of the cake and highly stimulated 
sales as a direct result of the contest. 

“We checked up carefully shortly 
after the contest was held,” declares 
O’Neal, “and we find that Barrow’s 
records show, as a direct result of the 
promotion, he could account for the 
sale of 44 electric ranges, 27 refrigera- 
tors, nine Laundromats and two home 
freezers, over and above his normal 
sale for that time of year.” 


Beauty and the Mayor 


Che contest was staged with an all- 
out flair which would have done credit 
to almost any dealer in a larger com- 
munity. For example, the Delray 
Beach high schoolers contributed their 
services and help, Miss Dorothy 
Steiner (Miss Dixie 1953) was on hand 
to add glamour to the occasion, a bar- 
ber-shop quartet contributed harmony, 
and Mayor Jack Kahler lent his pres- 
ence daily, greeting the crowds and 
assisting in the cooking festivities. 

Even the fact that a 16-year old 
boy, Harry Benson, Jr., walked off with 
first honors in cake baking, helped the 
promotion along. Arcade Electric Co., 
was able to point out in subsequent 
advertising that even a young boy 
could handle the Westinghouse elec- 
tric range with ease and championship 
ability. 
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THEY GOT IW Not only in but also competing in the Arcade Electric Co.'s THEY GOT A LICK Lucky kids attending the three days of baking sometimes 
cake-baking contest, these four women lined up happily to got a chance to lick cake batter off the mixer beaters 
let home economics specialists cut slices and judge their efforts. used by civic club members who were entrants in the contest. 
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SEACREST SEAMAWES 
Football Schedule 




















Pie Me Ay 


SHE GOT A PRIZE Lined up between two grimly smiling competitors and HE GOT A FOOTBALL FIELD Coach Jim Reichert of the Seacrest high 


with dealer Emory Barrows, the winner of one day’s school got $600—tthe proceeds from an auc- 
baking competition gets her prize—an electric sheet. tion of the cakes—towards a new and badly needed football field. 
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HE GOT A CHAMPIONSHIP Sixteen-year-old Harry Benson, Jr., amazed THEY GOT A HANDFUL Miss Dorothy Steiner (Miss Dixie of 1953) and 


everyone and amused his mother by walking off Mayor Jack Kahler of Delray Beach were on hand 
with the grand championship and new Westinghouse range. each day to help promotion and draw door prize winners. 
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END 
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WHY ROW? is the question many consumers have been answering with the purchase of more than 300,000 outboard motors each year—a market 
to which some 1400 appliance dealers are turning in an effort to find additional volume and profit during the slow summer months 


You don’t even have to be near the water to gain a profitable share of the $72-million 


outboard motor business—as witness Kerkhof’s, the Indianapolis, Indiana appliance store 


which sells an average of more than 300 of these motors yearly 


drove into Charles 
appliance store in 
outboard 
“Had 


voung fellow 
E. Kerkhof’s 


Indianapolis with an 
motor in the trunk of his cat 
trouble off the coast of St. Pete in 
Florida,” he said, “and wanted to 
check it before leaving for Shafer lake 
in northern Indiana.” 

Jerry Kerkhof obligingly pointed to 
an outdoor tank, where operating con 
ditions can be reproduced. Trouble, 
two salt encrusted spark plugs. 

The Kerkhof store on west 16th 
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Street is not even near the river that 
flows through Indianapolis. Yet its 
sale of outboard motors approximated 
300 in 1953. All of which illustrates 
how free the business of outboard 
motor retailing is from the necessity of 
being near water. If water can be 
reached by automobile, a store can be 
in business. 

Ability to repair and maintain is the 
key to volume. The man who hauled 
his motor all the way back from St. 
Petersburg, Florida, did so because of 


his complete confidence in Kerkhof’s. 
Renting is Important 


The same parallel follows the rental 
business. Vacation time sees a rush 
of customers who are allergic to row- 
ing. Inasmuch as there are eight 
boats rented to every two purchased, 
the telephone at Kerkhof's is kept 
ringing in response to classified ad- 
vertisements. What brings them in is 
the fact that they can rent a motor for 
$15 a week against $5 a day or more at 
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the lakes. Figure $15 a week income 
on an investment of $110.45 and rent- 
Risk of skips? 
Kerkhof has the auto license number 
of the renter’s car and a signed agree 
ment. 

By allowing rentals to apply on pur- 
chase price, the firm moves about half 
its volume this way. Fully half the 
renters buy their motors. 

“What brings in renters,” says Jerry 
Kerkhof, “Is that we can supply every- 

(Continued on page 90) 


ing is a good business. 
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Kerkhot's of Indianapolis Sells 300 Motors a Year 
: re : . 


PROSPECTS in Kerkhof’s appliance store (Philco, Zenith, Bendix, RCA) find A TANK TRIAL, with the prospect pulling the starting cord and discovering 
all motors on dollies and everything from gas cans to water skis to go along how easily the motor starts, is what usually closes sale of anywhere from $145 
with them—although the store is nowhere near water. for small horsepower units up to $396. 


























Bigger Motors Are Getting More Popular 


Horsepower 

ratings of 

Motors 

sold 1947 1948 1949 1950 1951 1952 1953 


0.7 to 7 87 % 80.8% 68 % 61 % 47 % 53 % 46 ~ 
7.1to12 10.6 16.2 28 30 37 33 34 
12 andover 2.4 3.0 4 9 16 14 20 


Source: Outboard Boating Club of America. 


Who Is Interested in Outboard 
Motors? 
Vocations of men 


attending Boat Show 
in Chicago Percent 














Mechanics (carpenters, etc.) ....... 33% 
Owners of business .............. 18 
GELLER eae Mes 17 
Salesmen, managers, etc........... 14 he 
et 10 DELIVERY, of either rental units or sales, is just as far as the trunk of the 
RC Se ee le 8 prospect’s car. From there on he takes over. The store rents motors for $15 
er keane an 100 a week, eventually makes sales to half the renters. 
Source: Outboard Boating Club of America. meee : — 
How Motors Sales 
Have Grown 
TR he 12,100 Qo Se are" 120,000 
OPES 6i's ds OR RERS 17,000 |, Oe 130,000 
Be i Stee 12,100 a. SE oe 170,000 
BP: . sata els Ae 15,500 PO was cieeiak ee 
1923 21,000 oS Be oye rers. WwW. 
ME: aceeiac HO WB - 
ae a 26,600 PP Ss atte Wewion 
CU aie ba liestya 33,400 PDS '5d%. nts ted 250,000 
SO Maxx «aces 41,500 SONGE Shik Gres ax 625,000 
on Seg ee aes 53,900 ot Re ae 500,000 
a a ie 59,200 BRR Sess 350,000 
er et tee a 44,000 i, RES sean 340,000 
FO oats eee Ewes 14,000 Ce Ee 290,000* 
WOME oes dé sas Oe 12,000 Ee ere et 320,000 
WEG ees 15,000 PO ers steveaen ae 450,000 
1935 L By'o09 TOTAL (35 years). . 4,257,400 
Deeth. a\ees eeb oc 50,000 *Production restricted due to CMP mate- - _ - le fy) 
ss ee rte 100,000 ‘ial allocation. ‘ = ates 
We ait a 100,000 Sewies: Gutbeadd Mater pak. EXCELLENT SERVICE keeps Kerkhof’s customers coming back. The store pro- 


vides a free outdoor test tank for motor owners. Facilities for service usually 
require no more than a $250 investment. 
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The Arizona climate is rough on appliances, so, 





Mac Waldman and H. Porter Smith test each one 


before they sell it, and, if it passes, tag it . 


HE pre-testing of major appli 
ances is building goodwill, cut- 
ting down on service costs, and 
producing a better share of yearly 
profits for Smith & Waldman Appli- 
ance Co. in Tucson, Arizona. 

For the past two years, Porter Smith 
and Mac Waldman, partners, have re- 
fused to sell any appliance for use in 
the Tucson area until it has under- 
gone a series of authoritative tests 
within the store. Fearing the mishaps 
which can come about due to Tuc- 
son’s corrosive water, extreme sum- 
mer heat and dusty atmosphere, Smith 
& Waldman carry out a testing pro- 
gram similar to those which result in 
the Good Housekeeping seal of ap 
proval and other consumer research 
certificates. 

After an appliance has been ex- 
haustively tested, and can hold up 
as promised in the Tucson area, it 1s 
then entitled to a decal label, which 
tells the purchaser that the appliance 
has been “Tucson Tested”. 

The two Arizona appliance retail- 
ers make a serious thing of this in- 
novation, all the way. Every test is 
carried out under all conditions to 
which the appliance may be expected 
to be exposed, and scientific methods 
are utilized to record the results and 
to give the partners a fair assay of the 
results. Then, once convinced that 
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the appliance will do the job which 
the store tells the customer it will do, 
the label is applied. Done up in bright 
colors, and with a bright saguaro cac- 
tus as a trademark, the “Tucson 
l'ested” label carries a lot of weight 
with Arizona housewives. 


Tests Eliminate Price Cuts 


Small cards indicating the system 
by which the label is won by an appli- 
ince, plus careful explanations on the 
sales floor, have made the policy well- 
known in the Arizona metropolis. 

“We take the time to let every 
prospect know that we are offering 
something a little different whether 
the appliance is a washing machine, a 
TV set, a refrigerator, or an electrical 
housewares item”, Waldman, a vet- 
eran of 25 years of appliance merch- 
andising, says. “Our “Tucson Tested’ 
stickers, labels and price tickets which 
are placed on all our merchandise, 
have had more effect on our customers 
from a guarantee standpoint than, in 
most cases, the guarantee of the prod- 
uct by the factory. This has made it 
possible for us to merchandise for a 
full list price sale rather than a dis- 
count promotion”. 

Waldman has had plenty of experi- 
ence with poor appliance service in 
Tucson to back up his “Tucson 
Tested” program. Highly alkalined 








water, corrosive acids, etc., have de- 
stroved water-using appliances such as 
washers and water heaters in unduly 
short periods of time, and the dusty, 
dry atmosphere has been hard on the 
moving parts of other appliances, and 
summer heat, of course, is equally 
tough on refrigeration. In some 15 
vears of casting about for successfully 
‘‘Arizona-proofed” appliances, Wald- 
man was able to develop a lot of prac- 
tical ideas which he put into practice 
when his own firm was formed. 


100 Tests in Two Years 


During the two years, Smith and 
Waldman have personally tested over 
100 appliances, putting each through 
its paces under the worst conditions 
which the area is likely to develop. 
Such drawbacks as over-heating, ex- 
cessive dust collection, corrosion of 
metal, etc. are carefully investigated, 
until, through literally hundreds of 
tests, the partners have arrived at “the 
best appliance for a specific job for 
this area.’”” Consequently, the inven- 
tory is made up of many brands of ap- 
pliances, with some numbers con- 
spicuously missing from a_ particular 
maker’s line. If the model is not 
there, it has been removed from the 
inventory and another substituted, 
because the testing program proved it 
would give less satisfactory service, 
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“Tucson Tested” 


Waldman asserts. Therefore, it is 
nothing unusual to find a line of say 
15 types of appliances by a single 
manufacturer “filled in” with the prod- 
ucts of four other manufacturers, in 
order to provide best service in Tuc- 
2500-foot-above-sea-level  alti- 
tude and in its 110-degree dry summer 
heat. 


son § 


Store Stands Test Expense 


Most of the testing has been car- 
ried out at the expense of Smith & 
Waldman Appliance Co., who find 
that the average manufacturer does 
not want to cooperate too well in a 
separate test program of this sort. 
However, there have been numerous 
appliances rejected as possible addi- 
tions to the store’s stock after a test 
has shown that “Tucson is capable 
of licking them”. 

“Any major appliance has a lot of 
natural eriemies in our area,” Smith 
stressed, “with heat, aridity, and 
highly mineralized water ranking 
about the same. Some manufactur- 
ers, we have found, simply utilize 
more acid-resistant enamel, better 
grease seals for moving parts, higher 
quality shielding and waterproofing, 
etc. We think that because we live 
in Tucson, sell Tucson homeowners, 
that it is our job to provide them with 
appliances guaranteed to do the job.” 
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SOME TESTS are made just to insure customer satisfaction, even though the HIGH-ALKALINE water, often containing corrosive minerals, is tough on water- 
Tucson climate is not involved. Electric irons, for example, are tested to make using appliances. So, to qualify for a ‘‘Tucson-Tested’’ label both a washer and 
sure that dial settings are accurate for fabrics named. detergents must pass a series of rigorous tests. 





A TV SET must operate within prescribed tolerances. Here Waldman and Howard 


Gregory, TV service manager, induce unusually high voltages in a chassis to 
check for defective ‘’fly-back.’’ 


~ television 





THE EXTREME HEAT of Tucson summers means extra work for refrigerators, so “'TUCSON-TESTED” labels or stickers are carried by every item sold in the store, 
Waldman and Smith won’t sell a particular make or model until it has proved 


from television sets to small radios. This is a special room for selling and demon- 
itself under test. strating TV and radio. 


END 
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This SHOPPER for a floor mop becomes... 





The OWNER of a floor polisher because... . 


Everybody's a Polisher Prospect 


That's the philosophy of Noel Du- 
vic who feels that fast and effec- 
tive demonstrations are the key 
in turning routine shoppers into 


appliance purchasers. 
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To the woman in the picture above a new mop was all she had in 
mind when she entered the Gretna Hardware and Appliance store in 
Gretna, La. 

But to owner Noel Duvic who met her at the door, a floor polisher is 
the way to handle mopping chores. His question: “Why not show it 
then to people who come seeking routine cleaning equipment?” 

Duvic uses this kind of thinking constantly since he believes that 
every customer is a prospect for an appliance purchase . . . if you tackle 
him right. And the best way to do that, says Duvic, is to use fast and 
effective demonstrations. 

In the photo sequence on these pages Duvic shows how a quick, 
on-the-spot demonstration of a floor polisher can turn a $1 mop sale 
into a $65 appliance purchase. 
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POINT 1: “Notice the rotors revolve inward toward each other. 
Some folks are scared of commercial-sized waxers because they 
“walk-away’’. That doesn’t happen with this machine. The direc- 
tion of these wheels prevents creeping even when you stand it up 
alone.”’ 


POINT 2: “Now watch how easy it is to use this machine. Let's 
scrub the floor first with soap and water. Then we'll wax and 
polish.”’ 


POINT 3: “When you want 
to polish instead of scrub- 
bing, just snap on the felt 
discs.” 





POINT 4: “This unit is really designed for the housewife’s con- 
venience. The long cord will stretch from room to room. It coils on 
this post—and you don’t even have to bend to loosen it. Watch— 
just a flip of the clip.” 


POINT 5: “it’s sometimes hard to get under furniture with old- 
fashioned cleaning tools. But watch how simply this appliance 
cleans under a television set, for instance.”’ 
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POWERFUL 
PAULINE 


Wace 
Year 


WOMEN pose eagerly for portraits of themselves in ‘Powerful Pauline’ cutout 
at dryer demonstrations conducted by the Wisconsin Power & Light Co. 


Promotions 
That Sold 
Dryers 







Wisconsin dealers got 5,000 women to watch dryer demon- 








REAL SELLING on washers and dryers is done with practical instruction by 
home economist Loreen Jacobson on the use of washers, dryers and detergents. 


strations with a novel “Powerful Pauline’ photo promotion 


sweep over Wisconsin, and is 
the time of year when women 
wish they could dry their clothes in- 
side. Consequently, the Wisconsin 
Power & Light Co. thinks this is the 
correct time to put on a dryer drive. 
As this is printed, some 5,000 
women will have watched dryer dem- 
onstrations in 36 Wisconsin cities. 
In Sheboygan alone, right after 250 
people attended a showing, 15 dryers 
went out, which may be a criterion. 
At the heart of the campaign is a 
fictional character called Powerful 
Pauline, a muscular lady who points 
out that the average women lifts 
three tons of wet clothes a year and 
who is a copyrighted creation of Klau- 
Van Pietersom-Dunlop Associates, Inc. 


Pi svee sees the icy rains and snow 


Prospects Receive Invitation 


Women attending the show receive 
an invitation to be photographed 
and the print which they receive is 
good for $10 on a dryer in any co- 
operating dealer’s store where a Power- 


ful Pauline window card is displayed. 
To consummate such a deal, each 
woman steps behind a screen and 
thrusts her chin through an opening, 
much in the manner of Coney Island 
cutout pictures. Vic Kohlman of Wis- 
consin Power & Light Co., an experi- 
enced photographer, snaps the pic- 
ture under lights, and passes the cam- 
era on to an attendant who runs it 
through a development process and 
hands the print to a colleague who 
stamps it with the following legend: 
“This picture good for $10 towards 
the purchase of an automatic clothes 
dryer at any dealer exhibiting a Power- 
ful Pauline window sign. This offer 
expires on such-a-date and only one 
allowance is made per customer.” 
Before the picture is made, in most 
cases, the women are treated to a hot- 
shot demonstration of automatic 
washing and drying put on by Miss 
Loreen Jacobson, home economist 
for the Wisconsin Power & Light Co. 
Miss Ruth Fuhs, detergent expert, en- 
lightens them on detergents. 
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Last, a contest of hanging up wash- 
ing is put on between a tall and a 
short woman, with a prize to one 
who hangs the wet wash first. There 
is a low line and a high line, and 
the women wear gloves as they would 
do in cold weather. A fan whips up 
a breeze and at a crucial moment, the 
lines are let drop, showing what hap- 
pens when laundry hits the dirt. 

At the Sheboygan meeting, Perry 
McCumber, sales supervisor for the 
Sheboygan office, held a meeting and 
explained to local dealers what the pro- 
motion was. Dealers kicked in $25 
each for prize and installation. 

They also offered to allow a $10 
discount to customers coming in with 
the Powerful Pauline photograph. 

“One of the things we learned at 
the first meeting,” said Perry Mc- 
Cumber, “was that Monday is a bad 
day to hold such an event, as oddly 
enough, it is laundry day. Tuesday is 
far better. We had 250 people out, 18 
dealers cooperated, and we placed 15 
dryers shortly after the meeting.” 
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FOR SMALL FEE dealer received promotional aids for ‘‘Weather Prophet’ 


Here Thomas Sanberg, 
Dealers Asso., helps Don Hagen, 





contest. 


right, managing director of Twin City Electric Appliance 
manager of Hagen Appliance Co., 


Hopkins, 


DOUBLE BANK of dryers was Hagen Company’s first window display move in 


month-long Twin Cities electric dryer promotion. 


Dryers were kept in motion. 
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LARGE NUMBER of family groups were attracted by contest. Problem of restless 
children accompanying parents was solved by Hagen Co. with picture books, 


Twin Cities, Minn., dealers used a weather guessing contest— 


which attracted 8,050 prospects and sold 400 electric dryers 


ITH actual sales of 25 dryers, 
\ \ the M. B. Hagen Appliance 


Co. of Hopkins, Minn., was 


well satisfied with the month-long 
Twin Cities’ electric clothes dryer 
contest, which ran late last fall. 


When final results were in, the 73 
Minneapolis dealers and 51 St. Paul 
dealers who participated found that 
8,050 persons had entered the con- 
test—guessing the high and low tem- 
peratures of Thanksgiving Day—and, 
as an immediate consequence of the 
contest promotion, more than 400 
electric clothes dryers were sold. 

The contest, sponsored by the Twin 
City Electric Appliance Dealer As- 
sociation, with the cooperation of dis- 
tributors and the Northern States 
Power Co., ran from October 20 to 
November 20, sparked by numerous 
promotional aids: 

@ Four six column x 18 inch adver- 
tisements were placed by the associa- 
tion, in the Minneapolis and St. Paul 
daily newspapers. Proofs were fur- 


nished to dealers, without charge, and 
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many dealers not only displayed these 
proofs in their stores, but ran special 
tie-in ads of their own. 

@ Twelve hundred “How cold will it 
be Thanksgiving” buttons were dis- 
tributed to dealers to give to cus- 
tomers. 

@ Dealers received kits of window and 
auto stickers to use in decorating store 
windows and interiors. 

A special contest was held for deal- 
ers, with a $100 first prize and a $50 
second prize going for the best win- 
dow displays. The Hagen company 
won second prize in the contest, with 
a “Before and After’ window, show- 
ing the improvement a dryer makes 
in a housewife’s life. 

Dealers paid $20 to participate in 
the contest, but $5 was refunded, 
provided they filed a report of dryer 
sales by December 10. Dryer com- 
panies each contributed a dryer and 
the sum of $60 to participate in the 
contest. 

The planning committee felt that 
it had avoided several pitfalls of sim- 
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ilar dryer promotions held elsewhere 
in the country by: intensive promo- 
tionals; awarding dryers themselves as 
prizes—thereby capitalizing consist- 
ently on the nature of the contest; 
and by making all of contestants guess 
both the high and low temperatures 
for the day, thus cutting the num- 
ber of winners to a reasonable num- 
ber. 

Twelve persons guessed both tem- 
peratures correctly; 139 persons came 
within one degree of guessing them 
correctly, tying for second place. It 
was decided to hold a second contest 
for this group, with the remaining 
three persons who were able to accu- 
rately guess within a tenth of a degree 
the correct temperature at 12:30 noon 
on the first day of winter, Decem- 
ber 21. 

The association made sure that 
dealers would get the full benefit of 
contest promotionals emphasizing 
that contest blanks would be available 
only at participating stores. Dealers 
were urged to make issuance of the 


contest blanks an individual process, 
complete with demonstration of dryer 
models. (Mr. Hagen kept three dry- 
ers connected during the contest so 
that demonstrations could be han- 
dled easily. Another dealer kept entry 
blanks near the wrapping counter, 
so that the pitch for dryer buying 
could be made while small appliances 
were being wrapped for the cus- 
tomer. ) 

The U. S. weather report, which 
was printed in both Minneapolis and 
St. Paul newspapers on November 27 
was the official temperature listing 
used in judging the winners of the 
contest. 

Echoing the sentiments of most 
dealers, Mr. Hagen praised the con- 
test for bringing life back to the dryer 
business for the first time since a 
mid-summer rainy spell had created a 
brief flurry of sales. Dealers felt the 
dryer promotional had gone far to- 
ward educating the public to the right- 
ful place of electric dryers in today’s 
household. End 
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MORE LEISURE for the housewife 


is one of the strongest arguments 
used by Wesley Edmondson, 


Houston, Texas, to help 


which is 


Inc., in dishwasher sales 


TIME WITH THE FAMILY is lost when you have to wash dishes while every- 
body else watches TV—and many good shows come on right after dinner. 


BREAKAGE at today’s replacement prices is expensive—a good cup and 
saucer may cost as much as $5. But a dishwasher minimizes this breakage. 


Word Pictures Sell Dishwashers 


Wesley Edmondson, Inc., Houston, tries first to sell the builder of a house. If that fails, the firm calls on the wife of 


the buyer and paints her a picture of more leisure, lovelier hands and better health that often closes the sale 


NAIL POLISH doesn’t hold up long when immersed in dishwater 
three times a day. Lovelier hands are one benefit of a dishwasher. 
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WO mysteries of the appliance 
business are the farmer who 


shakes hands with the pump 
long after his electricity is in, and 
the housewife who still washes dishes 
by hand in a completely mechanized 
home. 

Puzzled dealers the country over 
have pondered the slow rate of satura- 
tion on dishwashers (3 percent). 

Among those working to speed up 
acceptance is Richard B. Bentley, dish- 
washer specialist for Wesley Edmond- 
son, Inc., Houston, Texas, dealer. 
Mr. Bentley is inclined to feel that 
the homemaker washes dishes from 
a pure sense of habit, and endures 
the job much as she puts up with 
fallen arches. 

The purple passages of word pic- 
tures which show how different life 
can be with a dishwasher in the 
kitchen and the urge to keep up with 
the Joneses are the real forces that 
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jar women out of their inertia, Mr. 
Bentley has found. 

In the Edmondson operation, ad- 
vantage is taken of the fact that Hous- 
ton is one of the most rapidly growing 
cities in the country. ‘The city and 
Harris county had 806,701 homes in 
1950 and an estimated 890,500 at the 
end of 1952. There are at least 100 
speculative builders running full blast, 
and about 600 housing permits are 
taken out monthly. 


Builders Offer Good Leads 


On these speculative builders Dick 
Bentley constantly calls, using tactics 
that will apply in any city. 

Best time to solicit builders, he 
says, is when the foundation is being 
poured. The speculative builder on 
the job listens to the story that a 
house selling for $20,000 up needs a 
dishwasher as a gadget to give it sales 

(Continued on page 98) 
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*Survey of 10,000 vacuum cleaner purchases. 


Mother's Day is second only to Christmas for gift- 
giving — and last year ran up $360 million in sales! 
Cash in on Lewyt’s proven gift-appeal THIS Mother's 
Day (May 9) and THIS June! Offer — FREE! —this 
beautiful “$29.95 10-pc. Deluxe Steak Knife and Carving 
Set” to everyone who buys a Lewyt! 


DO IT with 


¢ 
° | 
po Amazing Va ve _.: sensationally 
low cost to you! Includes: forged Sheffield 
Steel Carving Knife and meat fork; sharp- 


‘ ener; 6 serrated hollow-ground stainless steel 


Catalin Elhorn. Stunning case is gold-tooled 
simulated leather with a pull-out drawer! 


LEWYT CORPORATION, Dept. M-5, 84 Broadway, Brooklyn 11, N.Y. 


Listed by Underwriters’ Laboratories 


Eo Also sold through leading Canadian Distributors 


PHONE OR WIRE YOUR LEWYT DISTRIBUTOR NOW! 


He has a complete Mother’s Day Kit to step up your Lewyt sales, stir up excitement for your 
entire store! $29.95 Knife Sets! Newspaper mats! Window streamers! Radio spots! A sales-tested pro- 
motion plan on this and Lewyt’s other volume-building premiums! 
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ointh 
eevee Super DeLuxe Model in the 39-inch 


line. At suggested retail prices ranging from $199.95 to $519.95, 
you can offer such years-ahead features as the exclusive new 
Calrod® Golden Griddle, Golden Fryer for French-frying, Ad- 
vanced Deep-Well Thrift Cooker, Larger-Than-Ever Super Oven, 
Color-Keyed Pushbutton Controls, and the super-responsive 
Super Calrod Surface Unit. 
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Super- 


30 DeLuxe 30-Inch Model. A 
complete line of 30-inch ranges 
at suggested prices from $195.00 
to $365.00 offers not only the 
space-saving factor of a 30-inch 
range, but does it with a fea- 
ture-packed 30 inches. All of 
the features found on most 
standard size ranges are provid- 
ed in Hotpoint’s Super-30 line. 
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range for every need in... 


Complete 1954 Range Line 


Wi. Hotpoint you can offer everything that the 


heart desires in an electric range. There is a model GET SET FOR | "i 


for every need and purse. There are new, advanced TRADE PARADE PROMOTION me 


automatic features that obsolete contemporary lines. 





During the highly competitive period between May 15 and June 30, 
Hotpoint is conducting one of the strongest consumer campaigns ever 
makes selling Hotpoint Automatic Electric Ranges concentrated into a given selling period. It embraces a complete mer- { 
chandising activity to get prospects parading into dealers’ stores to 
trade old appliances for new Hotpoint appliances—to trade drudgery 
point (who has manufactured one-third of all the for modern electric living. 

Newspaper advertising in Sunday supplements with dealer listings, 
local co-op newspaper ads, radio and television commercials on the 
' your time selling instead of servicing. Better have a Ozzie and Harriet show, broadside mailers to consumers, giveaways, 

special premiums to build store traffic and point-of-sale displays will all 
be working for you to make this the greatest selling period in your 
business career. 

Your Hotpoint distributor has all the particulars. Here’s your chance 
to tie in with a promotion destined to make sales history. 


TRAFFIC STOPPING SPECIAL 


HothoidtA sasketware oven set 


A 510.90 VALUE 
FOR $ 4% 


There is an appeal to the pride of ownership that 


a genuine pleasure. And the service record of Hot- 





electric ranges in use today) allows you to spend 


talk with your Hotpoint distributor and get the facts. 












Women will want this piping hot 
> ‘ premium the moment they see it. 
S eer / Sets of five Basketware oven 

war 4 dishes with imported hand-woven 

Big, \ 7 serving baskets, a $10.90 value to 
‘a ea / sell for $4.95, can be secured from 

your Hotpoint distributor as traffic 
builders during the period of 
Hotpoint's Trade Parade. 




















A UNIQUE GIVEAWAY 


This novel salad tong with a dozen other 


uses has been secured by Hotpoint at a very 
nominal cost for your use as a giveaway during the 
Hotpoint Trade Parade. It’s all part of the deal. 
Your Hotpoint distributor can give you all the details. F ia 





Customline at a suggested price of 
$345.00 ($185.00 for the oven and $160.00 for the surface cook- 
ing unit) offers a modern, functional arrangement for preparing 
and serving meals. Both units are listed by Underwriters’ 
Laboratory, Inc. These are the units that are in demand for 
the new, ultra modern dream kitchens. 













Pacemaker of Progress! 





AUTOMATIC WASHERS « CLOTHES DRYERS -« AIR CONDITIONERS © DEHUMIDIFIERS «¢ CABINETS 
HOTPOINT Co. (A Division of General Electric Company) 5600 West Taylor Street, Chicago 44, Illinois 
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The habit of comfort established in Chicago offices during a season’s rental of an air condi- 


tioner opens the way to sales for the Empire Cooler Co. and is the way... . 


They Give Business the Air Conditioner 


STOUT business man of about 
A 50 is the typical prospect of the 

Empire Cooler Service, Inc., of 
Chicago. In his Loop office he suf- 
fers from the heat, but doubts that 
one of these new fangled room coolers 
will do any good. 

When his eye lights on a small ad- 
vertisement in the financial section 
of the Chicago Tribune, in the tele- 
phone book, or on direct mail that 
arrives, he wonders. 


“Why not rent?” these ask. For 
$100 a season a third horsepower room 
cooler will be installed in his office 
with the Empire Company doing the 
installing and maintenance. Only 
other charges would be for special wir- 
ing, if required. 


Rental Advantages 


Advantage to renter is that he can 
charge this off as operating expense. 
Moreover, he can enjoy a bonus for 


putting one in ahead of season, a 
discount if he takes more than one. 

So, on an unknown proposition—to 
him—the customer takes a chance. 
And like three-fourths of other renters 
he ends up by buying 

Of course, over at Empire Cooler, 
on West Jackson boulevard, they go 
through the routine of surveying the 
office, getting the installation in at a 
time which won't disrupt business, 
and of going to work to make a sale 





: ilies 


It must 
be learned also whether the location 
is one of the few still on direct cur- 


of it before the season closes. 


rent, as there are no coolers 
available for d. c. 

Empire’s salesmen work on what is 
basically a 10 percent commission 
basis, geared to each man’s needs. A 
salesman will get $15 on a season’s 
rental of a 4 hp. room cooler at $120, 
and if it is sold, he picks up an addi- 

(Continued on page 104) 


room 





AT SEASON’S END the rental units are removed and brought back to head- 
quarters for a thorough checkup—which includes blowing dirt out of condenser. 


WINTER STORAGE facilities are available for both rental and customer-owned 
sets. Owners pay up to $45 for this service—which means extra dealer profit. 


MAY, 
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makes EXTRA MONEY 
in the Big - New - 


Se DEXTER | 


PLUS PROFITS 
f a 


Get the Details and 
——— Get Going for your 


— —7*© EXTRA Dollars 











SEE YOUR DEXTER 
DISTRIBUTOR OR WRITE 


PHILCO CORPORATION, 
DEXTER DIVISION, 
FAIRFIELD, IOWA 
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3 upright models, 
8.7 to 18.9 cv. ft. 
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4 chest models, 
7 to 20 cu. ft. 


World’s Leading Freezers 
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issing something 


a It may not be like forgetting your pants when you overlook 





the opportunity to handle the great International Harvester 
line of refrigeration products—but it could be a lot like 





losing your shirt! 

















Look at these new IH Freezers with their new faces and 
new spaces! These crisp, clean lines are designed for space- 
saving outside . . . space-giving inside. And they have all 
the newest convenience features your customers want most 
—in both chest-type and upright models. 


And look at all the other things the IH brand gives you... 


@ Inside and outside, the most completely new line 
of refrigerators, freezers and air conditioners in 
America. 


@ Facilities for wholesale and retail financing through 
your International Harvester Credit Corporation to 
supplement your local sources. 


@ Guaranteed price protection. 


ALL THIS PLUS: 


Strong, consistent national advertising. Complete co-op 
advertising campaigns. Sales-tested local promotions. Out- 
standing sales-training program. Merchandising know-how 
of one of the world’s greatest companies. 


If you’re not already doing so, shouldn’t you be selling the 
refrigeration line with one of the best-known brand names in 
America? Remember, International Harvester is putting over 
123 years of manufacturing skill and experience into these out- 
standing products. 





International Harvester Company 


180 North Michigan Avenue, Chicago 1, Illinois 
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FREE COFFEE and doughnuts, one of the features at store’s special events, is tied 


in with free prize offer, 


which helps add sociability to open house program 


He Puts 
People 


To Work 


Edward Gee knows that at least 10,000 
homes in Chicago are unfinished, so his com- 


pany rents the owners power tools, sells 


them appliances and plugs “do it yourself” 


“\ DWARD GEE has found that 
kK it pays to put people to work. 
Fully 10,000 new homes have 
been erected on the prairies that have 
surrounded his business in the last 
decade. There are endless fences, 
garages and partitions to be built, and 
the owners do their own construction. 
So the Gee Lumber & Coal Com- 
pany at 2600 West 79th St., Chicago, 
is a one stop home store. You may 
buy appliances, hardware, wiring sup- 
plies, evergreens, power mowers, paint, 
in fact anything you need around the 
house. It features the “do it your- 
self” motif. 

Extraordinary is the power tool de- 
partment. They are for rent and also 
for sale. Jack Mould, who heads up 
the Hobby Shop, thinks that each 
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THE DOWN PAYMENT is always stressed in Gee merchandise. 


HOME SHOW which is staged by the Gee Lumber & Coal Co. offers a 
About 75 manufacturers exhibit at this annual event 


kitchen as a first prize. 





Brammer 


(99 


This Shopsmith is sold for $11.53 


down—as the little sign indicates to do-it-your-selfers who come to the store to browse around. 


dollar of rental brings about the sale 
of $50 worth of materials. 


Power Tools for All Jobs 


You can rent a chain saw, worth 
$200, by putting down a $15 deposit. 
It will cost you $10 for 24 hours use, 
and $6.50 for four hours. Extension 
ladders, cement mixers, plumbers 
tools, drop cloths, posthole diggers, 
100 ft. extension cords, 1500 watt 
generators, in fact, almost anything 
needed may be rented. Stipulation is 
that they must come back cleaned 
up, and if not, cleaning costs are taken 
out of deposits. Because most of the 
renters own houses, and come in cars, 
and Gee men carefully check their 
identification and auto licenses, there 
hasn’t been any tools go south. 


Sales of power tools are mostly to 
builders and men who own work- 
shops. The renter will buy some of 
the handiest, such as drills and grind- 
ers. The Hobby Shop nets $2,000 to 
$3,000 a month from power tool sales. 

Carried in stock are power tools 
by Black & Decker, Cummins, Porter 
Cable, Skil, Wall, Delta, Shopsmith 
and Synchro. 

Gee Lumber & Coal Co. does a 
volume of about $125,000 in appli- 
ances. The average sale is $10 on 
lumber and from $4 to $6 on hard- 
ware and appliances. Time payment 
sales are encouraged, and paper is dis- 
counted with Allied Building & Credit 
Co., because it extends the privilege 
of collections in the store, which 
brings back traffic. Recently it had 


MAY, 


a campaign called an “Introductory 
Sale,” and all orders from $100 to 
$1,000 were handled by the house 
without finance charge. It was effec- 
tive. 

Once a year Gee puts on a con- 
sumer home show. About 75 national 
manufacturers are given booth space 
for the three day event. The firm 
wants to attract the entire family and 
prizes, free food and parking space 
bring the women and kids in droves. 
Some 20,000 visited the store on one 
Sunday, ate 12,000 hot dogs, ice 
cream and coffee in like quantities. 

Even if they buy only a small 
item, the ice is broken and the fam- 
ily’s eyes are opened. From then on, 
the store has a customer for every 
needed appliance. End 
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: “Strong 

: demand for 

: the RCA brand 
built my radio 

: battery business 
227%!" 
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ON YOUR PORTABLE 
acters WEAR THE GAME BETTER —— 


~ wh fresh 
Sa 
x» Provcgput | Long Lasting ( as, 


says—CLIFFORD E. PORTER of Arrow Radio Laboratory 
399 Dorchester Street, South Boston, Massachusetts 


‘“‘BEEN SELLING batteries for 
years but when I started to stock 
and promote the RCA brand, my 
radio battery business soared. 
That’s a real tribute to RCA Bat- 
teries’ popularity with portable 
radio owners,’”’ he added. 





Pictured with Mr. Porter is Miss Phyllis 
Brown of Dorchester, Mass. who uses RCA 
Batteries in her RCA Victor “Super Person- 
al’”’ portable radio. 


Wirn RCA Batteries as a working 
partner in your portable radio sales and 
service business, you'll find profit op- 
portunities you never before enjoyed. 
Active promotion of your stock of 
RCA Radio Batteries will establish your 
store as the portable radio service and 
battery replacement headquarters in 
your neighborhood. Once that fact is 
well known your radio battery business 
will balloon Upwarb. 


To get started today, order a repre- 


sentative stock of the ten top-selling 
RCA Batteries from your RCA Battery 
Distributor Salesman. When aggressive 
RCA merchandising techniques are ap- 
plied to your battery department, you 
will enjoy a turnover and profit rate 
greater than ever before. 


Want to read more particulars? 
Ask your RCA Distributor for a copy 
of the new RCA Battery merchandising 
booklet, “1954 Sales Planner.” You'll 
be glad you did, 
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Here’s how RCA helps you sell more Radio Batteries 


ry Ny [RADIO SHOP 
; : 


@ GREATEST 
NAME IN RADIO 


RADIO CORPORATION of AMERICA 


RADIO BATTERIES HARRISON, NH. J. 





















@ NATIONAL TV and RADIO 
ADVERTISING 


@ RADIO TRADE 
DISTRIBUTION 











® 
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e Suds-Miser, the great money saver, re-uses suds and 
hot water for several wash loads. 
e Seven Rinses chase all soil and suds away from clothes. 


e Agiflow water action washes each piece from top to 
bottom so much cleaner. 


@ Porcelain top resists mars, stains, rust, for lasting beauty. 


e Dual Cycle-Tone “speaks” when wash is done to save 
the housewife many tiring steps. 


PLUS... ALL THESE SELLING FEATURES 


ses 


Ss ie Favs 


b+ dnp eee Da: tk 
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e Automatic Water Filling to correct level selected 
even at low water pressure. 


@ Ultra-Violet lamp helps sanitize clothes and give them 
that fresh-air fragrance. 


e Flush-to-Wall design gives “neat look” to any in- 
stallation in kitchen or utility room. 


e Giant 9-Ib. capacity for big-sized, fewer wash loads. 


e 5-Year Warranty on sealed-in transmission. 


SELL WHIRLPOOL THAN SELL AGAINST IT! 
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WATER- HOTTER § 


WITH whi GLASS 


ELECTRIC— Round or table 
top models 


GAS— Round models only 





Keep customers happy—make every one of 
them a booster for more sales. Build business 
that grows! With White Water-Hotters you 
offer complete, long-lasting satisfaction . .. 
and there are 16 different ways that you 
can prove it! 
6.9% MORE HOT WATER 

i than most utility requirements, 

) — Vin electric models, because White's 
exclusive Water-Hotter baffle diffuses 
and tempers incoming cold water. 

FILM OF FLAME 

Single port burner in gas Water-Hotters 

means no clogging EVER. Amazingly 

fast “pick-up” means PLENTY of 

hot water always. 

Plus 14 Built-in Quality Features 
Every one is a supe *r-salesman in your store 

. @ super-servant in your customer's home. 
WHITE PRODUCTS CORPORATION 
Weter Heating Specialists Since 1730 


Dept. M-11, Middleville, Michigan 
Export Office: 201 N. Wells St., Chicago 6 


For bigger 
profits tomorrow, 
write White 
TODAY! 


White Products Corporation—Dept. M-5 
| Middleville, Michigan 
Please send us the White Proved Profits story with a complete 


| list of White Built-in QUALITY Features. My business letterhead 
| is attached. 











: Address 





HOTTER |-—~ 


AUTOMATIC WATER wearers | 














State. 





lactic ot Gas 


County. 


AN EDWARD LAMB ENTERPRISE 
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Credit Bureau reiterates that the 
amount of outside debt is what de- 
termines F.H.A. loans. 

From the local credit bureau the 
application moves on to Allied Build- 
ing Credits Inc., 105 W. Adams St., 
Chicago. It is a financial house which 
was originally owned by Weyerhauser 
lumber interests and used to promote 
building. G. E. McCully, Chicago, 
explained the inner thinking of his 
firm in its expediting of F.H.A. loans. 

In 1935 when Title I was passed, 
it was seen that modernization of old 
homes offered a greater potential vol- 
ume than new construction. There 
are 37 million non-farm houses and 
of these 18 million are 30 years old 
and 8.6 percent are over 50 years old. 
In 1949 there was $7-billion spent in 
modernization and repairs. Of this 
painting took $1.8-billion, heating 
$1.7-billion, roofing $1-billion, car- 
pentry, $.05-billion, and stone work 
and plumbing, the balance. Today 
there are 17 million homes as pros- 
pects for remodeling, and 80 percent 
will use F.HLA. in their financing. 


No Down Payment 


There is no down payment re- 
quired on an F.H.A. deal, and the 
United States government insures the 
lender against 10 percent of loss. Lo- 
cal banks do not do a great deal of 
F.H.A. financing because they are not 
allowed by law to put too much 
money in this type of paper. Conse- 


What You Should Know About Credit 


CONTINUED FROM PAGE 58 





quently, the business has drifted to 
such firms as Allied Building Credits 
Inc., First Bancredit, and the Bank of 
America. In addition to kitchens, air 
conditioning, water systems, and oil 
burners are eligible, as well as anything 
that becomes an integral part of the 
house. Appliances which are merely 
plugged in have been ruled out of this 
category. 

F.H.A. financing costs the customer 
$5 per hundred per year. A dealer 
using it cannot employ unfair tactics. 
He can’t include a bonus to the cus- 
tomer, he must avoid fraud or forging 
a signature. 

The greatest problem, said Mr. 
McCully, is to get the dealer to quote 
monthly payment prices. It may seem 
odd for a financial man to dwell on 
selling, he said, but that is just what 
is lacking in the appliance field today. 
If the entire price is quoted, it en- 
courages the customer to do some 
shopping elsewhere to compare prices. 
When you sell the complete package, 
quote a monthly price, that is some- 
thing the customer can appreciate and 
agree upon. 

Chief advantage of this operation 
to the Boese firm is that it gets a 
decision in a day or two. It avoids 
the long waits that prevailed with 
F.H.A. loans in the past, when cus- 
tomers were frequently lost. Best of 
all, Mr. Boese has the cash in hand 
when the job is completed, without 
responsibility financially. End 
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Helman-Humphries, Inc., 








ELECTRICAL MERCHANDISING will pay $10.00 for accept- 
IDEA FILE able photographs of dealer ideas similar to the one below. 


Baca 


FREE AUTO LICENSE plates with the purchase of every $299.95 refrigerator. 
of West Palm Beach, Fla., 
brought in plenty of prospects and helped the sale of refrigerators consider- 
ably. The average license plate costs $18 in Florida.and makes an ideal 
“extra’’ for the refrigerator buyer. George Humphries (right), sales manager, 
explains details of the offer to an inquirer. 


found this gimmick 
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MP525HV HIGH VELOCITY DYNAFAN 
Portable, high velocity air circulator—16” 
blade. Quiet-running. 222" high, 1342’ 


deep, 21’ wide. Housewide use. Cooling 
Output 3850 C.F.M. 
MP525HV-Pedestal—Also available— 
Pedestal Type. Height 64”; extended 84”. 
Width 20’. Diameter of Base 20”. 


MP425HV 
HIGH VELOCITY DYNAFAN 
The perfect choice for medium size 
areas—12” blade. Fully portable. 
20%" high, 10%" deep, 19” wide. 
Volume C.F.M. 2950. 
MP325HV —10” Dynafan model. 
Volume C.F.M. 2500. 


MP416— 16’ OSCILLATING FAN 


The ultimate in heavy duty oscillating 
fans. Rugged four pole motor. Quiet 
operation, guaranteed long life. 22’ 
high, 132” deep, 18%’ wide. Volume 
C.F.M. 1850. 

MP412 —12” oscillating fan. Similar 


in construction to the MP416. Volume 
C.F.M. 1400. 


RHO412-3 
12” OSCILLATING FAN 


The leader in the medium price field 
for trouble-free service, quiet opera- 
tion. Completely adjustable. Can be 
wall-mounted. 16’’ high, 92” deep, 
13%” wide. 


MP25—MIMARVEL HAIR DRYER 


An incomparable hair dryer. Provides 
constant stream of cool, tepid or warm 
air with fingertip control. Also air 
sweeps kitchens and smoky rooms. 
9%" high, 11” long, 52” wide. 
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WHAT MAKES A REPUTATION? 


FOR ANE: 


THREE REASONS WHY 
[NEI |s FAMOUS FOR 
DEPENDABLE HOME 

LAUNDRY EQUIPMENT 


is more than a mere word with ABC. It’s 
the tangible result of better design... skill- 
ful craftsmanship. Building quality into ABC 
Home Laundry equipment is a customer-satisfying habit un- 
changed in 45 years. Concentration on quality has helped to 
build for ABC a reputation for keeping customers happy with 
their purchase. Others talk about quality. ABC makes certain 
it’s an important part of every ABC washer, dryer, or ironer 








































that goes into your customers’ homes. 


of design helps insure longer service... 
more efficient performance. For example, 











the gearless mechanism used in ABC auto- 
matic washers means fewer parts. Moreover, there are no com- 
plicated controls or gadgets on ABC equipment. These are the 





details of design and engineering that assure dependable per- 
formance ... help you keep your profit. If you want more proof 
on how “simplicity” improves a product's reputation, ask the 
men who install and service automatic washers, dryers and 


ironers. They'll back ABC to the limit! These are ABC's Matchmates...the brilliant ABC washer-dryer 


team that adds sparkle to your store... puts prospects in a buy 
‘ Sy bi mood. De luxe quality, fully automatic ABC Matchmates are 
ABC keeps an “eye to the future. , 

raion , niga a identically styled and packed with exclusive features that save 

That’s why many laundering “firsts : 
Mi 4 ages time, labor and money for your customers...make selling easier 
are credited to ABC. That’s why, 
too, many features found on ABC-O-MATIC Washers and ABC 
Automatic Dryers are exclusive ... designed and engineered to 





relate Murelg-M olee)iiielol(-Miiel am Zell h 


provide provable washing and drying advantages. Credit ABC 


with “shampoo” washing action, overflow and splashaway Sell the line with the reputation for 


work-saving convenience, dependability, 
and trouble-free performance. 
Sell ABC. It pays off in satisfied 


customers... more sales, more profits 


rinses ... the most dramatic demonstration and sales clincher 
features in the industry. More, ABC pioneered the single heat, 
low temperature drying in combination with exclusive 
“Jet-Aire” action. This feature opened up a completely new 
field for “safe” drying of “miracle” fabrics. for you. Contact your distributor, 
or write, wire or phone ABC. 





ALTORFER BROS. COMPANY © PEORIA, ILLINOIS 
Specialists in Building Fine Home Laundry Equipment for 45 years 
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Good news for your value-conscious customers! Yes... with the 
Teele mmol Ment LOMuieL Cc Mi Mm olorst]o)(-Mcolm@ oleelailcel | NA-)2-18 Milli h7 
to enjoy the benefits and conveniences of automatic home 
laundering. The new, thrifty-priced ABC-O-MATIC "60". Washer 
and Model B (gas or electric) Dryer are value-packed with 
high quality performance features. 


THE COMPLETE LINE OF 
HOME LAUNDRY 
EQUIPMENT 


WRINGER WASHER 
Model 409 


WRINGER WASHER 
Model 350 


WRINGER WASHER 
Model 330 


ABC DeLuxe 
IRONER 


_ Sell the ironer that's _ 
better. It gives 
customers triple- 
_ 4 action ironing . 
© retary ironing—pressi 
_ action—and Fis-cnkee 
ironing action. 


aan kit bras. 


THERE'S SALES MAGIC IN PERFORMANCE-PROVED AABG FEATURES... SALES macic In THE Famous ABC NAME! 
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DENLVA 
WUALITY 


Women quickly recognize the rich beauty and 
fine quality of GENEVA kitchens. That's why 
you're out in front of competition when you 
sell the GENEVA line. And look at these 
advantages you get with GENEVA: 


© Cabinets in color 


© High profit 


e Most extensive line of stock size e Nationally advertised 
wall and base cabinets 


* Complete cooperation by 


® One year warranty GENEVA kitchen specialists 


Kitchens of steel, 


for lasting appeal 








Geneva, Illinois 
Please send full information on GENEVA 
kitchens. 







My business is 
NAME 
ADDRESS 





CITY 
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GENEVA MODERN KITCHENS, INC., Dept. EM 5-54 ' 


Now It’s Outboard Motors 





thing but the fish every 
thing.” 

Kerkhof agrees with Dr. Edwin R. 
Hodge’s study of Milwaukee dealers 
in which he found that 64.2 per cent 
of sales involve trade-ins. What brings 
repeat business from old customers, he 
found, were: (1) desire for more pow- 
erful motor; (2) new mechanical fea- 
tures; (3) new styles; (4) lighter weight: 

5) old one worn out; (6) better serv 
ice; (7) different make; (8) need for 
less powerful motor. 

Procedure in selling prospects be- 
gins with a glance at the car the man 
drives up on the parking slab. A Cad 
illac or Buick owner can immediateh 
be shown a 25 hp outboard motor at 
$396. Models—all Fvinrndes—are 
lined up like washing machines: 15 
hp at $329, 74 hp at $213. and 3 ho 
at $147.25. A couple of kids in a 
jalopv obviously would be interested in 
a 3 hp job or an old trade-in they can 
fool with around home. 

These prospects are factory workers, 
professional men, office’ workers 
skilled tradesmen and 
Their basic urges 2re a desire to elim 
inate rowing, the thrill of boating, to 
save on renting, or to power a big boat 


gas can, 


mechanics. 


Motors on Dollies 


All models are mounted on dollies 
a Kerkhof invention which permits 
easy wheeling about. In all cases the 
outboard motor liked is wheeled to 
the indoor tank, and the prospect 
given the chance to start it. The way 
it starts right off gives the thrill that 
makes the sale, Jerry Kerkhof says. 

With a trade-in involved in 64 per- 
cent of sales, according to the Mil- 
waukee survey, a word about the 
Kerkhof policy is in line. It has been 
estimated that since 1919, 3,807,400 
outboard motors have been sold, and 
of these 3-million are still in opera- 
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tion, or at least in the hands of owners. 

Kerkhof’s use the Blue Book and 
classify trades under three divisions: 
junkers, average, and clean. When 
tested in the tank, Lyman Kerkhof 
can quickly diagnose what a motor 
needs. The Blue Book price, less what 
is needed to repair the motor, is of- 
fered. On resale, the firm is satisfied 
with a $10 gross profit. Some old out- 
board motors are cannibalized, and 
others sold to kids. 


Service is Simple 


Carburetor and ignition form the 
chief troubles of outboard motors, 
and a service shop calls for no more 
than a $250 investment. Most manu- 
facturers offer free schooling, and 48 
percent of the dealers take it. 

Inventory of the Kerkhof’s is hard 
to estimate, as the firm is one of the 
ten leading Evinrude dealers in the 
United States, and it has not been 
able, since the war, to get all the out- 
boards it can sell. It is particularly suc- 
cessful in selling 25 hp jobs. With 
most dealers, who sell from 10 to 25 
units a year, the leading type is from 
24 to 5 hp; second is 5 to 74 hp, third, 
74 to 10 hp, fourth is 24 hp or less, 
and fifth and sixth are the 10 and 25 
hp units. 

Jerry Kerkhof states that his firm 
sells only about one-fourth of its vol- 
ume on time. Industry figures reveal 
that banks finance 14.9 percent of 
times sales; finance companies 57.4 
percent; 42.6 percent of dealers carry 
their own paper; and the balance is 
done in other ways. Kerkhof’s have 
virtually no repossessions, possibly be- 
cause their customers are people who 
can afford to buy for pleasure. 


Classified Ads Create Prospects 


The Indianapolis firm will go along 
with the idea that newspaper advertis- 
(Continued on page 94) 
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“SURE MEN, YOU CAN CUT PRICE ALL YOU WISH—JUST DEDUCT THE AMOUNT 
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OF THE DISCOUNT FROM YOUR COMMISSIONS!” 
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reeze Refrige erators! 
















NOT A 6! NOT AN 8! BUT A 


BIG 9.6 CU. FT. 
Deepfreeze Refrigerator 


pee "229" 


a 





$3Qoo 
fend tHE SHORT LINE 
$100°° to LONG proers! 


LOWER 5 Great New Models 
THAN 
ANY 
8 TO 10 
CU. FT. 
MODEL 
~ ON THE 
_), MARKET 
~~ TODAY* 































@ It’s important, in today’s market, that your line has a 
leader that can really give you price-impact in your trade 
area. If you check the list price structures of all makes... 
then, you will know that the name Deepfreeze offers you 
the BEST leader, the BEST traffic building potential, 
the BEST step up in a short, flexible line. Deepfreeze 
Division, Motor Products, Corporation, North Chicago, 
Illinois, invites your immediate inquiry. 


Deepfreeze Appliance Dealers Get 
Sales Help to Build Store Traffic! 


© Complete portfolio of sales tools, point-of-sale 
materials, displays and giveaways. 


© Co-op plan that builds Dealer’s Name in trade crea. 


© Penetrating magazine, billboard and radio programs 
that pre-sell prospects. 


* Source: Price Fax. @ Assurance Plan that eliminates financing problems. 


Deepfreeze Home Appliances 


© Deepfreeze Home Appliances, North Chicago, Illinois. Makers of genuine Deepfreeze Home Freezers, 
Refrigerators, Room Air Conditioners, Electric Ranges and Water Heaters. 
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SPECIAL OFFER! secu. OFFER! COMENN, ,. FY 


fis BIG Supply of Tide val a: - WT your 00 Frigidaire 


, 
4 th 
@ purchase of your new WASHER DEMONSTRATED 
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Free display material is posted to announce the double offer of Tide doubles traffic as the window display featuring the free Tide 


Tide, The valuable Tide display kit contains attractive merchan- offer catches the eyes of passers-by. Tide—America’s largest-selling 
dising material consisting of window streamers, posters, counter washday product, has proven, beyond doubt, its tremendous 
cards and newspaper mats, on which the washer name is imprinted. appeal to washer prospects. 


Frigidaire Dealer Boosts Washer Sales 
90% Using Tide Promotion Plan 


Credits 100% increase in traffic 
to Tide’s tremendous popularity 


Washer sales up from 12 to 23 per 
month! That’s what the Tide Plan 
did for Sam Warren, President of the 
Case-Warren Co., Inc., of Hartford, 
Connecticut. Sam knew that the key 
to washer sales is more traffic, more 
demonstrations. So, when he heard 
about the successful Tide Plan he 
tied-in — fast! Here are the amazing 
results he got: Traffic increased 100% 
.... demonstrations increased 80% ... washer sales shot up 





Sam Warren 


90%! Yes, once again, Tide’s superior performance and pow- 
erful appeal to washer prospects combined to build sales and 
profits for a washer dealer. 

Like other dealers from coast to coast, Sam Warren took 
advantage of Tide's special advertising allowance of $1.75 
per case to make this terrific traffic-building offer: (1) a box 
of Tide to everyone who watched a demonstration; (2) a big 
supply of Tide with every Frigidaire Washer purchased. Sam 
used the free display material to announce this double offer 
and prospects started streaming in for their Tide. You read 
the results. It’s no wonder Sam Warren plans steady, repeated 
use of the Tide Plan to boost his washer sales. Put Tide to 
work building business for you! Make your sales story a 
success story, too. 





The initial order for Tide was sent in after a letter from the 





Frigidaire Sales Corp., Boston, brought the Tide Plan to Mr. 
Warren's attention. Here, A. J. Paulhus, Frigidaire Division 
Manager, and Mr. Warren discuss plans for a Tide Promotion. 
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Demonstrations up 80% with.the Tide Promotion Plan. Women 
came flocking in, and, because he demonstrated with Tide, Sam 
Warren got top performance, the cleanest wash possible . . . with 


Tide clinches another sale! Results like this have encouraged 
Sam Warren and other dealers, everywhere, to use the Tide Plan 
and to keep on using it as a sure-fire way to build traffic, increase 





no soap film left in the clothes or washer. 


demonstrations and boost washer sales. 





Here are the terms: As a dealer, you can get 
Tide at the regular Procter & Gamble Sales 
Department prices* less a special advertising 
allowance of $1.75 per case (net cost to you 
approximately $5.25 per case—minimum order 
5 cases). And with your Tide, you also get a 
colorful free display kit imprinted with the 
name of any washer brand you designate. In 
return, you agree to use all of the Tide you 
order in any or all of the following ways: 


1. Use Tide for bonus offers—offer a supply 
of Tide with the purchase of a washer 
(minimum offer ¥% of case per washer sold). 


THIS IS THE TIDE PLAN... 
it Worked in Hartford, Conn.—It Can Work for You! 


2. Use Tide to build traffic—offer a box of 
Tide to each prospect who comes in to 
watch a washer demonstration. 


3. Use Tide for demonstrations—get top 
performance from your washers. Tide gives 
you a dazzling clean wash... leaves no soap 
film. Laboratory tests prove it! 





4. Use Tide for displays—feature the Tide 
merchandise offers in your advertising and 
display Tide with your washers. 


*Prices subject to change without notice. Shipped 
C.O.D., freight prepaid. Offer good only in Continen- 
tal United States (including Alaska) and Hawaii. 





































Box A 

Tide Home Laundering Bureau 
1429 Enquirer Building 
Cincinnati 2, Ohio 


r 





ide 

is your best tie-in because... 
MORE WOMEN USE TIDE IN 
TUMBLER, AGITATOR AND 


WRINGER WASHERS THAN 
ANY OTHER PRODUCT ON EARTH! 
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Please arrange to have shipped to us 


cases of Tide (minimum order 5 cases). 
We agree to use all the Tide on this order in accordance with the terms of the Tide 
Promotion Plan described above. 


Store Name 

Street Address 
City State 
Ordered by 


(Please check boxes below for promotion material desired. ) 
(__) Please send us at no cost, a washer promotion display kit containing wall posters, 
window streamers, and counter cards bearing the name of washer. 

















Also include at no cost, the following newspaper mats for the purpose of advertis- 
ing our washer promotion. 


( ) 2cols. x 3” ( )2cols. x 6” ( )S8cols.x 5” ( )S8 cols. x 10” 


Pr rrr 
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CROSLEY 


DIVISION 


{ | MANUFACTURING 
CORPORATION 













You can Judge 





who use it / 


Crosley advertises “Care-Free Kitchens”, and with 
their newest electric ranges featuring automatic 
ovens and 7-heat-speed push-button controls, they 
go a long way to support that claim. 


Crosley is especially proud of their “Bake-Best” 
ovens, said to distribute heat more evenly than any 
other. Both bake and broil units in this oven are 
made from Nichrome wire. Let Crosley engineers 
tell you why: 


“Nichrome wire has consistent good quality and 
long life, important because good consistent quality 
gives even heat distribution throughout the length 
of the heating element. Long life means good, 
unchanging oven performance throughout the life 
of the Crosley range. Other important factors are 
the small change in the hot and cold resistance 
and the extreme ease with which Nichrome wire 
can be worked.” 


These are reasons which add a convincing argument 
to your sales story when you tell your customers 
that the ranges you sell have Nichrome heating 
units. Nichrome assures a long life of trouble-free 
service . . . indicates too that a manufacturer who 
uses this high quality wire almost certainly uses 
quality materials in every part of his range. 








ICHR 


the manufacturers 


Nichrome* is produced solely by 


Driver-Harris Company 


HARRISON, NEW JERSEY 


BRANCHES: Chicago, Detroit, Cleveland, Los Angeles, San Francisco, Louisville 
In Canada: The B. GREENING WIRE COMPANY, Ltd., Hamilton, Ontario 


















































































































































































*T.M. Reg. U.S. Pat. Off. 


MAKERS OF THE MOST COMPLETE LINE OF ELECTRIC HEATING, RESISTANCE, AND ELECTRONIC ALLOYS IN THE WORLD 
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Now It’s Outboards 
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ing, of which 49 percent is classified, 
creates about 56 percent of the out- 
board motor business. Direct mail ac- 
counts for 39.6 percent, television 1.9 
percent. Manufacturers’ literature is 
very valuable, and 98 percent of the 
outboard motor dealers use Red Book 
telephone classified. Business comes 
from boat shows, contests, such as 
races, and talks before groups with 
movies. 

About 66 percent of the dealers of 
the country buy direct from the fac- 
tory, and 31 percent from distributors. 
There are no dealers selling outboard 
motors exclusively, as the season runs 
only from June to August. Milwaukee 
country retailers estimate the business 
amounts to about five percent of their 
total volume. About 34 percent of the 
retail outlets are sporting goods stores, 
28 percent filling stations, 22 percent 
marine stores; appliance firms account 
for 9.4 percent of retail outlets, and 
department stores 7.5 percent. The 
average dealer sells from 11 to 25 out- 
board motors a year. 

The marketing possibilities of the 
outboard motor are difficult to probe. 
It is a type of luxury item within the 
reach of millions. There are 17 million 
fishing licenses in the United States, 
but these do not limit the number of 
prospects. The government’s creation 
of new bodies of water through its 
dams, the automobile carrier which 
makes transporting boats easy, the 
short work week, the longer vacation 
periods, all promote outboard motor 
business. Fear of automobile accidents 
is swinging family business to water- 
ways. 


15,000 Retail Outlets 
Possibly 15,000 dealers are selling 


outboard motors, and leading makers 
include Champion Motors, Chris 
Craft Outboard Motors, Evinrude, 
Johnson, Kiekhaefer Corp., The Lau- 
son Co., Martin Motors, Metal Prod- 
ucts Corp., Scott-Atwater Mfg. Co., 
all located in Wisconsin, Minnesota, 
or Michigan. 

List prices run from $145 to $396, 
with $225 an average. About 85 per- 
cent of the dealers service. More and 
more appliance retailers are carrying 
outboard motors as a summer fill-in— 
which is the reason for this study. 

Chief marketing trouble is the fact 
that an outboard motor lasts a long, 
long time, and appearance is no factor 
provided it runs. Another hold back 
on sales is the investment of $150 to 
$200 for a period of a two-weeks vaca- 
tion. Noise and starting troubles have 
hurt business in some areas, and the 
noise angle has caused outboards to be 
banned from some lakes. The business 
is affected by weather, and a warm 
spring will boom sales. 

Biggest boost for outboards is the 
fact that the “Why row?” theme has 
been put over thoroughly with the 
American public, and it is as accepted 
as an electric refrigerator. With grow- 
ing population and more money in 
hand, it is certain to be swept on to 
new plateaus of popularity. End 
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bigger bucket 


in Youngstown hitehens 



















While many other dealers are trying to bail out during a period of tighter 
competition, Youngstown Kitchen dealers are pouring in a bigger bucket 
of profits with Youngstown Kitchens new Pricing Program: 


40% line* for trained and qualified 





Youngstown Kitchen dealers. 





The new 40% line* pays off big, so grab your chance to be among America’s 
happiest, most profitable dealers. Your market is wide open—only 12% 
saturation, a full 88% to go! And with Youngstown Kitchens—best known 
by 5 to l—you get a bigger share. Youngstown Kitchens dealers pulled 
n over $120 million in sales last year. 

With Youngstown Kitchens, you have no seasonal peaks, no trade-ins, no 
rapid model changes to choke your lifeline of profits. And your average 


Youngstown Kitchen sale is on par with the average FHA sale for all prod- 





ucts. FHA sales of Youngstown Kitchens are the same as cash to you. 


There are many other profitable reasons why you should take advantage 4 
of the new Youngstown Kitchens 40% line. Let your distributor fill you in 
with the details. Let the new 40% line fill you in with profits. 


* Except promotion models, 4 Y 
Dishwashers and Food Waste Disposers. 


D. F. Rucks, Jr 


General Manager of Merchandising 


MULLINS MANUFACTURING CORPORATION e WARREN, OHIO 
World's Largest Makers of Steel Kitchens 
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SEE YOUR ADMIRAL DISTRIBUTOR FOR FULL DETAILS ON 
THE COMPLETE LINE OF ADMIRAL ELECTRICAL APPLIANCES 
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WHAT AN IMPRESSION 
THESE ADMIRAL RANGE 
ADS ARE MAKING ! 


They’re unusual—the most unusual 
range campaign that’s come along 
in many a year! 
































They’re powerful—each ad a full 
page in full color in great national 
magazines! 


They’ve got a real hard-selling mes- 
sage in every line! 





No wonder Admiral’s sales are 
climbing! Be sure you’re ready to 
cash in on this great sales-making 
campaign! 


: t 
y electric range® 


. i] y-hea 
The “pia -an and evens go ve ond SNC 
en better now ahie broader ceek ® 





Another in Admiral’s now famous 
range advertising series. 


ADMIRAL CORPORATION + 3800 W. CORTLAND STREET - CHICAGO 47, ILLINOIS 











» 
(een 
J 
Room Air Conventional Automatic Defrosting Dual-Temp Up-Side-Down 40 Inch Flex-O-Heat 30 Inch Automatic 20 Inch 
Conditioners Refrigerators Refrigerators Refrigerators Refrigerators Electric Ranges Electric Ranges Electric Ranges 





ELECTRICAL MERCHANDISING—MAY, 1954 PAGE 97 






Another parade stopper 


{APERTS 
BEWARE 


PARADE traffic stories regularly stop 7 in 10 readers. 

PaRaDE, the Sunday Picture Magazine, promoted the idea of the 

“New Driver” sign now being tried out in several cities, and told 

the story in a recent issue. Traffic safety stories like these, based on 

original PARADE research, have won the National Safety Council Award 

for two successive years. The record shows these stories are read by more than 
9 million people in 45 key markets from coast to coast when they appear. 





Readership like this is the rule, not the exception, in PARADE. 

PaRaDE has become the best read publication in print, according to 
independent surveys. Advertisers in PARADE get twice as many readers 

per dollar of ad cost as they get from any of the big three weekday magazines. 
And ParaDE makes an impact on Sunday that carries through 

and makes sales all the rest of the week. 
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PARADE ... The Sunday Magazine section of 45 fine newspapers in 45 major markets .. . with more than 13 million constant readers, 


Word Pictures Sell 
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appeal, set it in a class above the 
$15,000 level. If Mr. Bentley fails 
to close the deal, he makes an appeal 
that plumbing for a future dishwasher 
be run in, and on this point the 
builder will often agree. Same plug 
usually holds for the $15,000 house 
in construction. 

Cost to the builder who signs up 
for 25 or more dishwashers (Hot- 
point) is $215.32, and he must take 
five at a time. Quotations to small 
operators who buy less is $258.92, 
a 20 percent discount from the list of 
$323.65. Delivery is made as needed, 
and the speculative builder handles 
the installation. (Just how Mr. Ed- 
mondson makes money on sales to 
big contractors is a trick done with 
mirrors. ) 

When the house is sold, a service 
man from Wesley Edmondson calls 
by appointment, checks the dish- 
washer, and instructs the housewife. 
Strategy of this means that the firm 
gets the first appliance man on the 
scene with a new family, gains an 
“in” on any present or future busi- 
ness. There are no collection trou- 
bles, as the financing becomes part of 
the mortgage. It seems that the 
“pores” of the family are open when 
a big purchase, such as a home, are 
being made, and other items on the 
mortgage do not seem so important. 

Naturally, a great many call backs 
are made on homes that are merely 
“piped” for dishwashers, and this is 
where salesmanship comes in. 


Word Pictures Effective 


Few women warm up to the an- 
nouncement that here is an appliance 
that washes their dishes and saves 
their time. It doesn’t seem to matter 
how much. When it is pointed out 
that hot, sudsy water ruins their 
manicures their ears begin to prick 
up. For this is a condition they are 
constantly battling. Old-looking hands 
worry a housewife more than dishes. 

Reminded that with a dishwasher 
they no longer need to stand out in 
the kitchen while the rest of the fam- 
ily enjoys “I Love Lucy” on tele- 
vision registers hard. Because so 
many good programs come on right 

(Continued on page 100) 











“DONT JUST STAND THERE, GROVEL!” 
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Merchandising Tip for Gas Range Dealers... 


F’ HELPS YOU 
SELL MORE 
GAS RANGES 





here’s the reason.-- 


MUCH HIGHER BAKING ABILITY! 



















| os —~ = 
| east ~ ! iS fez== 
am 


= 











Tests prove it! Only Penn gives you all these fea- 
tures in a gas oven thermostat .. . faster response 
to oven temperature changes . . . more sensitivity, 
yet oven temperature always stays true to dial set- 
ting . .. compensated diaphragm . . . straight-in- 
line design . . . no packings, pivoted levers or 
lost motion. 

Add them all up and you have what housewives 
want and buy .. . highest possible baking ability! 















That's the big reason more and more gas range 
manufacturers are using this ¢ruly different Penn 
Oven Thermostat. 

Does the gas range you sell have this higher 
baking ability feature? If not... ask your manu- 
facturer, be can get it for you! Penn Controls, 
Inc., Goshen, Indiana. Export Division: 13 E. 40th 
Street, New York 16, N. Y., U.S.A. In Canada: 
Penn Controls Limited, Toronto, Ontario. 
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AUTOMATIC CONTROLS 


FOR HEATING, REFRIGERATION, AIR CONDITIONING, GAS APPLIANCES, PUMPS, AIR COMPRESSORS, ENGINES 


1954 
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ENERAL ||NSTRUMENT 





_ 


all channel UHF converter 


MW tuning element ups [fina ute 


increases gain to noise ratio 


Now the introduction of a 

fundamental frequency oscillator in the 

new, improved tuning element 

increases the useable gain of the 

General Instrument all channel UHF converter 
to provide even greater performance. 

Simpler construction, easier maintenance 

and better design are additional features 

of this new tuner, already operating 


successfully as a component part 






















in leading TV receivers. 


FIRST...in side-by-side tests! 


Jobbers i=_— 
Some choice territories still remain open. 
Write for details. 





General 
Instrument 
& Appliance 


CORPORATION 






Subsidiary of 
GENERAL INSTRUMENT CORPORATION 
829 Newark Avenue + Elizabeth 3, N. J. 






Visit our Booth 778 at the May Parts Show 






100 MAY, 
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after meal time, many housewives 
feel left out. 

A look at the family china closet 
and uews that a good cup and saucer 
are worth $5 surprises a woman. She 
either bought her dishes by the set, 
or some time has passed, and she has 
little idea of what each piece costs 
to replace. Most breakage takes place 
when dishes are being handled by 
soapy hands, and a dishwasher def 
initely reduces losses. 

In a family where there are chil- 
dren, or illness, the health story has 
a forceful appeal, Mr. Bentley thinks. 
While appliances have built a for- 
midable guard around the home, in 
producing sterile food, clothes and 
living conditions, the family’s guard 
is wide open in its eating. For a 
thumb pressed on a plate is enough 
to pass on a virus or a disease. Where 
there are servants in the home, it is 
impossible to judge the health condi- 
tions under which they live, and these 
troubles can easily be passed on 
through china. The dishwasher, by 
producing absolutely sterile dishes, 
reduces the amount of contact. 

These, then, are the word pictures 
that startle a housewife into action. 


Stuck on Installations 


In its installations, Wesley Ed- 
mondson, Inc., is not so fortunate. 
Plumbers and electricians are hard to 
get in Houston on account of the 
building boom, are independent, and 
apt to clip the family $85 to $90 for 
an installation. A pump model dish- 
washer, which can be installed for $25 
by unskilled help, is the firm’s way 
of sidestepping annoying plumber 
hold-ups. 

Dishwasher volume runs only 20 
percent of the firm’s total business, 
but it is considered an excellent lead- 
in item by Mr. Edmondson. Only fly 
in the ointment is slowness in getting 
repair parts. 

Effort is being made by the firm to 
hold down the amount of recourse 
paper it signs. White goods (Hot- 
point, Westinghouse Laundromats 
ind Deep Freeze) run only one- 
third of the volume, one-third to 
room coolers (Carrier) and heating 
devices (Coleman) and the balance 
on dishwashers and kitchen planning. 
Six service men are employed. End 
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More Sales Appeal Than Ever In 1954 


CAMFIELD 


World’s Finest Automatic Toaster! 






© 


OUTSTANDING 
APPEARANCE 


COMPLETE CONTROLS 
AT BOTH ENDS 





















@ 
MORE EXCLUSIVE 
FEATURES 


8 


WIDEST COLOR 
SELECTOR RANGE 











A. Biggest Sales Advantages In The Field! 


N hi d.O tes fully f ith d. ‘ : ; 
& pcermriacie, le gteentii oobi +i 5? Organ @ Now the world’s finest toaster offersyou | Compare the new Camfield point for point 


Perfect toast for all tastes—assured by widest color bigger profit opportunities for 1954 than —check its exclusive, modern features— 
range. Wonderful for frozen waffles. ever before! Here are new beauty, new and you'll understand why it’s literally true 
3) Beautifully styled—lifetime mirror-chrome finish. smartness and greater performance advan- _that one sale leads to another. From every 


tages to boost popular demand—help you angle, Camfield OUTLOOKS, OUTPER- 


0 es single Nee ee ee eee geta really BIG share of the toaster market! FORMS and OUTVALUES them all! 


A.C. or D.C. current. Spring-lock, hinged crumb pan. 
No asbestos covered wires—ceramic insulators— 
fully guaranteed—U.L. approval. 





Camfield Also Offers The World’s Finest Coffee 
Maker — New — Beautifully Styled — Makes As 
Few As Two Cups—Chrome-Stainless Steel— 
Interior Can Be Cleaned With Abrasives Almost 
Indefinitely Without Harm—Lowest In Price Of 
All De Luxe Coffee Makers. 











Camfield Manufacturing Company, Dept. EM-54, Grand Haven, Michigan 


Please send me prices and catalog sheets on the 1954 Camfield line and name of 
nearest distributor. 


Coupon NAME NA SERA et. 
q ADDRESS a4 
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YOU GET ALL 22 ITEMS 
SHOWN HERE 


e—1 1440-3 Wall Shop 

b—2 320-16 Wall Shop 

¢—1 1950-30 Wall Shop 

d—2 1950-G 4” Electric Drill 
e—1 411 4%” Electric Saw 

f—1 CST-2 Saw Case & Table 
g—1510 %” Electric Drill 

h—2 625L 6%” Electric Saw 

i—1 37-18 Saw Case 

j—1 1540-K-1 Sander-Polisher 

Kit 

k—3 ZP-1 Saw Attachment 

1—2 AP-15 Accessory Wall Shop 
m—2 77-H 4” Electric Drill 

a—1 Iliuminated Display Fixture 
e—1 Illuminated Sign 
PLUS 
p—22 “Power Tool Guides” 


You sell for $416.20 
You buy for $299.95 


You make... $1 1 6.25 





These professional selling fixtures boost 
tool sales . . . cut sales costs! 


Here’s the latest in self-selection tool selling! 
Ends confused tool display. No jumble. No 
hidden merchandise. All of these outstanding 
selling fixtures speed sales. So they cut selling 
costs. 
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per PORTABLE ELECTRIC TOOLS | 








ET 


POWER TOOLS 







x ‘ 
ta 












auTMoerzres Of alee 


, eal 


Sturdily constructed to last. Beautifully 
colored to catch the eye. Shelf strips provided 
for price marking. Each fixture gives you a 
power tool department in minimum space. 


And each special offer assortment is the 
biggest dollar-value in the portable power tool 
business today! Send in the coupon for full 
details. 
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SPECIAL OFFERS! 


OFFER 
py you GET ALL 15 ITEMS 
SHOWN HERE 


a—1 320-16 Wall Shop 
b—1 1950-30 Wall Shop 
c—1 411 4%” Electric Saw 
d—1 510 4%” Electric Drill 
e—1 625L 6%” Electric Saw 
f—1 1540-K-1 Sander-Polisher Kit 
g—2 ZP-1 Saw Attachment 
ron en ee a h—2 AP-15 Accessory Wall Shop 
i i i | Might: i—2 77-H %" Electric Drill 


ii ins roe j—1 1950-G 4” Electric Drill 
e 
































aa - : k—1 Illuminated Display Fixture 
1—1 Illuminated Sign 


aE : PLUS 
Or | m—15 “Power Too! Guides” 


Mer: — Mel a 2 You sell for...... $264.45 


You buy for...... $199.74 
You make........ $64.71 











YOU GET ALL 8 ITEMS SHOWN HERE 


a—1 1950-G %" Electric Drill 
b—1 1950-30 Wall Shop 
c—1 510%" Electric Drill You sal for. . $138.75 


d—1 625L 6%” Electric Saw 
e—1 ZP-1 Saw Attachment You buy for. ... $99.95 


f—177-H %” Electric Drill 
g—1 ADS1 Metal Display You make ..... $38.80 
h—1 Illuminated Sign 


FO 


PORTABLE ELECTRIC TOOLS, INC.,320 W. 83rd St., Dept. EM-54, Chicago 20, Ill. 
In Canada: Portable Electric Tools, Ltd., 452 Birchmount Rd., Toronto 13, Ont. 


[_] Please send full details on your 
3 Special Portable Power Tool Offers. 
|_| Have representative call. 



















POWER TOOLS 


Name 


Address 








Wad the Coupon Nou! 
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Get EXTRA 





sales with Arvin 













fore . a 
amy nite 
ae t ” c 
Protecto | wd 
rear — it safe with ct 
dren. Green finish. 
eight, 15 +. width, 1244"; depth, 10% . Ship- 
bisa. eight 1234 Ibs. $23.95. 
5400—Identical in 
Model th Model 5440 but 


with head horizon- 
cate floor. Height, rt ’ 


Shipping “ 
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The right size— 


14-inch 


| The right price— 





| 
; 
| 


fr #9989 


LOWER PRICED 
than the average 
10” or 12” fan! 


Whatever your present fan line may be, it needs 
this low, low price and high, high quality Arvin 
Portable Window Fan. This two-purpose 14” fan 
fills in a conspicuous gap that exists in most 
fan lines between 12” and 16” sizes. The price is 
truly spectacular—far below the average price 
of smaller 12-inch fans which have been selling 
in great volume! And the Arvin name—long 
famous for portable heaters and fan-heaters— 
assures public acceptance. 


esd 


ej 
‘de 









catake fan 


—— a " a 
LOOK AT THESE QUALITY FEATURES: 


e@ Compact, light-weight, easily portable—for use as 
window intake fan, window exhaust fan, or room 
air circulator! 


@ Safeguard wire grilles front and back, nickel-and- 
chrome plated! 
@ 2-speed operation from handy on-off switch! 
@ Strong steel shell with durable baked-enamel finish! 
e@ Full depth rubber cushion strips to keep fan stable, 
prevent scratching! 
@ Dimensions: 15/2” high; 17” wide; 6%” deep. Shipping 
weight 13 Ibs. 
Over 30 years of Arvin national advertising have 
made the Arvin name well known to millions. Your 
customers know Arvin means top quality. They’ll 
welcome this solid Arvin value in a much-needed 
window-fan! Order now and be ready for the big 
spring demand! 
Electric Housewares Division 


Arvin INDUSTRIES, Inc., Columbus, Ind. 





They Give Business 
ome CONTINUED FROM PAGE 78 ee 


tional $17. In addition, he has the 
door opened for call backs to rent— 
or sell—water coolers, Servel or Frigid- 
aire office refrigerators, Webster Elec- 
tric Teletalk systems, or Palmaire de- 
humidifiers. 


Remember Window Washers 


The men who install have a greater 
headache. Chicago’s city hall charges 
an $8 license for a permit, and $5 a 
year for inspection. The cooler can- 
not be put in on a cold day, or when 
the office is in use. The union charges 
time and a half if the work is done 
on Saturday or Sunday. 

Installation must be tight or the 
office will get cold. A Chicago hotel 
recently bought fifty and had their 
own help install them. Result, con- 
tinuous complaints of cold rooms. 

Another thing that must be remem- 
bered is that window washers must be 
able to get out and straddle the air 
conditioners. Empire prefers a hinged 
top seal instead of sponge rubber, so 
that the window can be raised or low 
ered easily. 

At season’s end, October 1, rented 
room coolers are removed, the cradles 
stripped, and everything brought back 
to headquarters for clean-up and stor- 
age. One of the things owners have 
not yet learned is that room coolers 
operate under very dirty conditions. 
Condensers gum up and restart but 
tons will “pop” if the cleaning job 
is not done at least every two years. 
Empire uses 200 Ibs. of air to blow 
out the dirt, touches up the cabinet 
with paint before storing. 

Where the air conditioner is sold 
to the renter, Empire removes and 
stores it for a fee, running up to $45. 


Firm Started With Water Coolers 


Lee H. Kulp, president of Empire 
Cooler Service, got into the appliance 
business in 1928, fresh from a finan- 
cial house. He envisaged water cooler 
rentals as a chance to build up a 
little personal utility. Electric water 
coolers were just coming in, and he 
bought out an iced water cooler firm, 
then proceeded to build up his string 
of Frigidaire water coolers, which 
gave him the pattern for the present 
700 unit yearly volume. End 
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Order your heaters with these 


fine Honeywell Controls... 


Have you ever thought about this? 


you sell 





why not 
automatic 

gas 
heaters ? 





V5151— New Modusnap automatic gas valve 


Automatically combines ‘‘on-off’”’ and modulating firing 
to provide more accurate temperature control! Prevents 
overheating in mild weather, and conserves fuel by elimi- 
nating excessive on-off firing. This new dual-action ther- 
mostat-valve, when used with the C-585 Honeywell 
Pilotstat, offers 100% safety control and manual shut-off. 





Suitable for all gases and most any type heater. 











V5163 — Modulating Thermostatic Gas Valve 


Automatically keeps room temperatures at desired setting 
by modulating the flow of gas from full volume to a 
pre-set minimum flame. Built-in safety pilot provides 
100% shut-off if pilot fails. 








V5140— Modulating Thermostatic Gas Valve 


For application on manually controlled gas heaters al- 
ready equipped with 100% safety shut-off. 


Honeywell Controls can also be purchased separately to fit 


any manual gas space heater models you have in stock, MItNNEAP OLE S 
Just call your regular supplier or any of the Honeywell ore well 
branch offices located from coast to coast. 
112 OFFICES ACROSS # 
THE NATION ub WU Coitiols. 
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Here’s a sure-fire way 


to sell Electric Ranges! 
3 AY me 
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CAN YOU MAKE THESE 


DEMONSTRATIONS? 


@ Put A Stop-Watch On 
The Speed of The Sur- 
face Element 


e@ Demonstrate From 
63 ; {¢ Cold To Full Heat—Red 
Cy) Hot In 26 Seconds 
6 


e@ Demonstrate Speed— 
Match Will Ignite In 10 


4‘ i Seconds 


@ Demonstrate Short 


@ Light A Match On The 
Element 


@ Melt Butter Instantly In 


Frying Pan 9S5 Order Cooking—Butter 
Starts To Melt In 14 
Seconds 
@ Set The Knob At Any yy %j << @ Demonstrate Infinite 
And Every Position >, ¢—  Control—Even Heat At 
nna Any Level, Any Setting 


YOU CAN MAKE THESE DEMONSTRATIONS 


..+ AND MAKE MORE SALES! 


if The Line Of Ranges You Carry Is Equipped 
With Proctor’s Model 504 Electric Switch 


Here’s An Electric Range Feature 
That’s Unequalled for SPEED— for 
Infinite CONTROL—And for 
CUSTOMER ENTHUSIASM 


Tell Your Manufacturer How Important This 
Selling Feature Is To You. He'll Listen! 


PROCTOR 


«vt APPLIANC, 





Equipment Division 

PROCTOR ELECTRIC CO. 
3rd Street and Hunting Park Ave. 
Philadelphia 40, Pa. 








SJ 
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TWO of the 10,000 gas-filled balloons containing certificates good for $100 dis- 
count on purchase of two Mitchell air conditioners are released over Pasadena, 
Tex., by serviceman for Harold’s Television Stores. 


Fewer Gimmicks .. . 


... are needed to sell air conditioners all year 


long at full list if you promote aggressively and back up 


your selling with service says this Texas dealer 


HE Houston market is not the 

spot to sell air conditioners at 
list price but an alert retailer in subur- 
ban Pasadena, Texas, last year sold 106 
units at full list and intends to double 
that figure in 1954. 

The dealer is Kal Mogab, owner of 
Harold’s TV Stores who attributes his 
success to aggressive promotion and 
an outstanding service department. 
This formula works almost the year 
round for Mogab, who last vear even 
sold two units in November as Thanks- 
giving gifts. This year he averaged two 
a week in January and by mid-March 
had moved 36 units. Here’s the way 
Mogab blends promotion and service 
to sell air conditioners: 

Promotions. A well-planned local 
tie-in with a manufacturer’s national 
promotion is paying off dividends this 
spring for Mogab. He capitalized on 
Mitchell’s offer of $100 off on the pur- 
chase of two air conditioners by print- 
ing up 10,000 certificates in the form 
of a bank check. Each certificate was 
then placed in a gas-filled balloon and 
the 10,000 balloons were released over 
Pasadena and six nearby communities. 
The costs: $140 for printing the cer- 
tificate, $260 for the balloons (plus 
three days of work to fill and release 
the 10,000 balloons). Automatic Dis- 
tributing Co., the Mitchell distributor 
in Houston, split the cost with Mogab. 
The promotion was timed to coincide 
with the opening of a second store and 


MAY, 


since then returns on the offer were 
weraging one a day. 

A consistent promotion used by 
Mogab is the insertion of teaser ads 
in every media from community week- 
lies to dailies in Houston. ‘The ads 
usually refer to a problem which air- 
conditioning can overcome, but the 
store is seldom mentioned. ‘Typical 
messages read: 

“Sleeping well nights? 
....(Phone number)” 

“Wife tired of dusting? 
(Phone number)” 

Service. An outstanding service de- 
partment is also instrumental in build- 
ing the store’s reputation. Mogab pays 
his six men $120 per week or more, 
spares no expense in keeping them 
and their work up to date. He charges 
service customers top price and freely 
admits this to them, but figures he’s 
saving on call-backs as well as build- 
ing customer confidence which will 
help sell anything from a room cooler 
to a radio. Mogab figures 80 percent 
of his business is via recommendation, 
pushes the “Ask Your Friends About 
Us” theme in a good deal of his ad- 
vertising, and figures that makes a 
dent when folks start gabbing about 
how hot the weather is getting. A 
good service department especially 


If not, call 


Se 


spurs February-to-April sales, Mogab 
figures, because customers are confi- 
dent of adjustments, if necessary, be- 
fore hot weather sets in. 


End 
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The Philco refrigerator 





has come a long way 


since 1939 


There’s a big difference between the Philco 
refrigerator that sold in 1939 and thestream- 
lined model the Philco Corporation offers 
today! Fifteen years ago, the Philco ‘‘Con- 
servador’’ was welcomed as one of the most 
efficient, good-looking home appliances on 
the market. Over the years, however, the 
engineering skill of Philco technicians has 
produced a refrigerator that gives the mod- 
ern housewife far more convenience and 
leisure than the 1939 shopper could ever 
imagine. The popularity of the 1954 Philco, 
with its 2-way door that opens from either 
side, left or right, is proof that continued 
product improvement is vital in maintain- 
ing the acceptance of the buying public. 
And so it is with America’s leading home 
appliance finish—Du Pont DULUX En- 
amel! Constant research over the years by 
Du Pont chemists has resulted in more rug- 
ged resistance to chipping, cracking, scratch- 
ing or staining . . . easier cleanability .. . 
longer-lasting whiteness than ever before. 
That’s why the DULUX of today meets 
the most exacting requirements of today’s 
topflight appliance manufacturers. E. I. 
du Pont de Nemours & Co. (Inc.), Finishes 
Division, Wilmington 98, Delaware. 





REG.U.S. PAT. OFF. 


“DULUX” ENAMEL 


SETTER THINGS FOR BETTER LIVING . . . THROUGH CHEMISTRY 













































New 2-way-door Philco opens from either side, left or right 


America’s leading home appliance finish 
... has helped sell over 36,000,000 refrigerators! 
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You can keep her from blowing her stack 


HE'S ALL BURNED UP—and can you blame her? . Thermostatic Control: (a) Dial provides for ten 6. Easy-to-clean Lint Trap. 





After lifting, lugging and hanging the week's degrees of dryness. (b) Automatic shut-off at 7. Lint Trap Safety By-pass prevents clogging if user 
wash, she has to do it all over again. And she's so desired dryness. 


fails to empty trap. 
tired, so very tired already. Just to hang a week's 


. Vacuum Drying System preheats air, has highest 8. Outdoor Humidity Vent is easily connected at rear. 


i te hourly drying rate, costs less to operate, reduces 9. Handy Clean-out Duct to remove sand, small 
of coal ten feet. Why not help keep millions of poor lint accumulation. ahiects 


gals from blowing their stacks and make life a little . New Extra-large Infrared Element has three times The Lovell Drying System is 
easy for them in the bargain? (You'll make yourself ay mag . . 

; f Sell } ie d more heating area, purifies clothes, dries them used in 15 leading makes of 
py i sak oat “ ner ~ taniee oo more gently. tumble-type dryers, both gas 
with the famous Love rying © ystem. wners te a and electric. Lovell Manufactur- 
us it'll save her up to 10 hours a week. You'll save . Easy-to-unload Door - large, opens all the ing Company, Erie, Pa. Also 
yourself a lot of time too, by pointing out the way. Gives full visibility. makers of famous Lovell Pres- 
Lovell Drying System features at right. . Air-cooled Cabinet allows easy access for cleaning. sure Cleansing Wringers. 


America’s newest household blessing Be 


wash takes as much energy as it does to lift a ton 











A Drying System 
y ELECTRIC and GAS 


ee ee a See ey ee inboet mith a mringer her and aut tic drver—and that the combination costs less than she thinks!) 



















G-E Steam-Travel Iron 


General Electric Co., 
Small Appliance Div., 
Bridgeport, 2, Conn. 
Device: G-E automatic steam-travel 
iron. 
Selling Features: Automatic; weighs 
27-0z., including bulb; large 19 
sq. in. soleplate; cast in Calrod 
heating unit rated at 650 watts, 
120 volts, a.c. or d.c.; can be used 
as a steam or dry iron; with indi- 
cator on steam setting, the bulb 
feeds water into iron one drop at a 
time which falls onto hot soleplate 
and flashes instantly to steam—no 
boiler; iron steams for 17-min. with 
a full bulb of water. 

lor dry ironing with bulb off the 
“dial-the-fabric” control provides 


right heat for each type fabric; han- 
dle folds down for easy packing in 
cloth carrying case. 

Price: $14.95. 




















MANITOWOC Freezers 


Manitowoc Equipment Works, 
Manitowoc, Wis. 

Device: Manitowoc 1954 upright 
freezers Deluxe 18-5 and Deluxe 14. 
Selling Features: Deluxe 18-5 has 
184 cu. ft. capacity in 30 x 36 m. 
floor area; radiant condenser at 
back of unit cuts down operation 
noise and eliminates cleaning; 
Cold-Hold inner doors protect pack- 
ages from frost-forming outside air 
double doors snap back for easy 
access to roomy compartments and 
stay closed at other times; cold-wall 
construction with coils on all 5 
freezer walls; quick freeze switch on 
instrument panel sends temper- 
atures inside unit to 20 degs. below 
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ELECTRICAL APPLIANCE NEWS 


NEW PRODUCTS 


zero; warning light burns continu- 
ously, goes off to warn of power 
failure or rising temperatures 
within freezer; frost-mint color in- 
teriors; streamlined with new name- 
plate, escutcheon and _plastic-cov- 
ered hinges. 

Prices: Deluxe 18-5, $579.95; No. 
14, $489.95. 





SCHICK Shaver 


Schick Inc., 

Stamford, Conn. 

Model: Schick “Custom”, com- 
panion model to Schick “20.” 


Selling Features: Thinner, smaller, 
lighter, more compact than previ- 
ous models; new superhoned shear- 
ing heads for closer shaving; new 
motor for  feather-touch close 
shaves; 2-tone color scheme; grid- 
pattern sides make finger-tip slip- 
proof grip possible; space-saver 
carry case of cordovan and gold. 
The Schick ‘‘20” and the Schick 
“Colonel” will continues in line. 
Prices: “Custom”, $28.75; “20” 
$26.50 and “Colonel”, $19.75. 





G-E Rug-Floor Tool 
General Electric Co., 

Small Appliance Dept., 

Bridgeport, Conn. 

Device: Newly designed ‘“two-in- 
one” rug and floor tool for G-E 
cleaner G-2. 

Selling Features: New tool is 2 
attachments in one permitting com- 
plete floor cleaning without chang- 
ing tools—one side is a soft bristle 
brush for cleaning floors, the other 
a rug tool with self adjusting sweep 
action brush for high or low rug 
nap; tool swivels 360 degs. 
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ROTO-BROIL Broiler- 


ROTISSERIE, 
Roto-Broil Corp. of America, 
New York, 
Model: Roto-Broil “Custom” No. 
400 with Bak-A-Tray. 
Selling Features: Bak-A-Tray makes 
it possible to bake as well as 
broil, grill and barbecue. It is a 
separate unit that can be plugged 
into Roto-Broil unit for use as a 
baker, or it can be plugged sep- 
arately into a wall outlet and used 
as a hot tray on table, as a serving 
tray without heat or as a hotplate 
or grill used apart from broiler: it 
is automatically and thermostati- 
cally controlled; turns itself off 
when baking is completed; Roto- 
Broil “Custom’”’ features pushbut- 
ton heat controls on front of unit; 
2 pilot lights—one for baker and 
one for broiler-rotisserie and a re- 
ceptacle which permits using broil- 
ers’ timing mechanism to turn off 
other appliances; rotisserie motor 
can be turned off when not in use. 
Price: $69.95 complete with 
Bak-A-Tray unit. 





BENDIX Gas Duomatic 


Bendix Home Appliances Div., 
Avco Mfg. Corp., 

1329 Arlington St., 
Cincinnati, 25, O. 


Device: New Bendix gas Duomatic 
No, CEV, has been added to line. 





ANNA A. NOONE 





Selling Features: Resembles _ its 
electric counterpart No. CCR, but 
its drying method is similar to that 
used in Bendix gas dryers, using 
low heat and high air flow—room 
air is drawn into unit, heated, 
passed through clothes and ex- 
hausted outdoors. 

New model washes, drys an aver- 
age 8-lb. mixed load in about an 
hour; operates by 2 simple controls 
and a water temperature selector 
which govern Magic Heater, Heater 
makes wash water hotter and oper- 
ates only during wash cycle, and at 
option of user. Washer control on 
left, drying timer dial at right. 
Dryer dial can be set for operation 
up to 90 min.; unit also can be 
used separately as an automatic 
washer or an automatic dryer. 

Uses Bendix tumble-action wash 
method—an automatic speed soap 
preceeding wash period is optional; 
wash period is followed by 3 rinse 
and spin dry cycles; after last spin 
the unit halts, then gently fluffs 
clothes for drying and after a brief 
pause the drying period starts auto- 
matically—gas burner is ignited by 
automatic ignition system, room 
air is drawn into unit, over burner 
where it is heated and forced into 
tumbling cylinder containing 
clothes; blower activates air at a 
75 mph velocity. 

Requires no more installation 
than a separate automatic washer 
and gas dryer; 36 in. wide and oc- 
cupies only 1 sq. yd. space; easy-to- 
clean lint trap accessible through 
hinged door in porcelain top panel. 


Price: $549.95. 





SETH THOMAS Clocks 


Seth Thomas Clocks Div., 

General Time Corp., 

Thomaston, Conn. 

Model: “Compass” alarm clock. 
Selling Features: Features a pleas- 
ant bell alarm; available in ma- 
hogany with ebony side trimor 
wheat blond with contrasting wal- 
nut; large open face has ribbed sil- 
ver-gray dial background with 
raised brown numerals and hour 
dots; suitable for bedroom desk, 
den or mantal. 

Price: $12 plus tax. 
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AMERICAN ANNOUNCES 
TWO NEW GENERAL 


5 





























STRENGTH 


VERSATILITY 


any moving need 





gs ght Weight - Easy-to-handle 
Designed for moving appliances easily, quickly, safely 



































Compare these new American Trucks 
with any other for: 


...@extruded Magnesium or Welded Steel Con- 
struction. Built to out-wear any other hand trucks made. 


... endless-belt stair-climber treads are stand- 
ard equipment — permit easier handling of appliances. 11 free- 
spinning rollers support each belt. Frame never touches or mars 
stairs. Trucks can be supplied without this feature if desired. 


SAFETY .- .- heavy web straps and patented, self-locking lev- 
erage buckle insure positive locking of load to truck. Rubber 
padded contact surfaces protect appliances. 


Two models to meet EXTRUDED MAGNESIUM Extra light 


weight for easy handling without sacri- 
fice of strength or rigidity. Ideal for 
hard day-in-day-out use. 


CHANNEL-SECTION STEEL Built for 
economy and rugged service. Practically 
indestructible. 


Write for full details and free copy of 
the new American Appliance Handling 
Catalog. 


CLIP THIS COUPON TODAY 


4234 Wissahickon Ave., Phila. 29, Pa. 


Please send catalog and full details on your new 
Appliance Trucks 


Name 





Company 





Address 
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MONITOR Dishwasher 


Monitor Equipment Corp., 
640 W. 249th St., 
New York, 71, N. Y. 
Device: Monitor 
matic dishwasher. 


portable auto- 


Selling Features: Specially designed 
to employ regular washing deter- 
gents; no pre-rinsing or scraping 
necessary; washes with “‘waves’’ of 
udsy water; filters out all soils; 
iberglas tub holds heat for dry- 
ing; universal adapter fits any sink 
faucet; has capacity for table setting 
for eight or 58 pieces and silver- 
ware; wash cycle consumes 34 gal. 
water; 2 rinse cycles 34 gal. each 
or a total of 10 gal.; provides a 5 
min. wash and two 3-min rinses; 
operates on 110-volt, 60 cycle a.c.; 
344 in. high, 24 in. deep, 21 in. 
wide; baked enamel top and cabi- 
net. 

Price: From $219.95 to $229.95 ac- 
cording to equipment. 





We 


DOMESTIC Sewing Machine 


Domestic Sewing Machine Co., Inc., 
11770 Berea Rd., 
Cleveland, 7, O. 
Model: Domestic 
sewing machines. 
Selling Features: Features “full 
power sewing” which enables user 
to start sewing with a full, constant 
flow of power regardless of cloth 
thickness and eliminates need for 
conventional handwheel; uses vi- 
brator current interrupter operat- 
ing on a.c. and d.c.; control is also 
shielded to prevent TV interfer- 
ence; tiny knob takes place of hand- 
wheel and acts as bobbin winder re- 
lease clutch, disengages machine to 
rewind bobbin without disturbing 
the threading of machine; “full 
power” will be standard at no ex- 
tra cost on all cabinet and console 
Domestic “Imperial” “Zig-Zag”, 
“Streamliner’ and “DeLuxe” 
models. 


“Streamliner”’ 


MAY, 
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TELECHRON Clock 


Telechron Inc., 
Ashland, Mass. 


Model: Dorm electric alarm. 
Selling Features: New brown case 
and luminous features on choco- 


late brown dial. 
Price: $4.98 plus tax. 


Re 


PENNWOOD Cloc 


Pennwood Numechron Co., 

7249 Frankstown Ave., 

Pittsburgh, 8, Penna. 

Model: Numechron clock No. 702 
TV Clock and lamp. 

Selling Features: Self-starting num- 
eral clock automatically calculates 
time at a glance; 53 in. high and 
wide; 3} in. deep; weighs 24 Ibs. 
available in walnut, mahogany, 
swedish blond or ebony. 

Price: $24.50. 
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HEETAIRE Wall Heater 


Markel Electric Pds. Inc., 

and La Salle Products, Inc., 

Buffalo, 3, N. Y. 

Device: Automatic bathroom ra- 
diant wall Heetaire. 

Selling Features: Automatic wall 
heater with built-in thermostat suit- 
able for bedrooms, bathrooms, util- 
ity rooms, motels, playrooms etc.; 
provides temperature as_ selected 
from 40 to 85 degs. F; set-and-for- 
get; goes on and off automatically; 
provides infrared heat with 1000- 
watt Neo-Glo element. 

Price: $18.95. 
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Top-O-the Blackstone Line 


Blackstone automatic washer and dryer. .. adver- 
tised in 15 of the nation’s leading magazines all 
through the selling season. 


Blackstone 


JAMESTOWN, NEW YORK 
America’s Oldest Manufacturer of Home Laundry Appliances 











Medium Priced 
Washers with Deluxe 
Wringer Features! 


Finest Automatic 
Washers in the world 
Today! 


Semi Automatic 
Washers at an amaz- 
ing Low Price. 


Quality Wringer 
Washers at a Promo- 
tional Price. 
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Sales-clinching features 


beat “Buyer’s-Market 
for Blackstone Dealers 


Automatic Dryers 
with the Features 
that Sell Themselves! 





These are just a few of the Blackstone 
features that sell hard-shopping prospects! 


Automatic Washer Features: 
eSTAINLESS STEEL TUB 
@MECHANICAL TIMER 
@AGITATOR ACTION 


Automatic Dryer Features: 
© TEMP-0O-TROL 
© HUMID-I-VENT 
® SELECTIVE TIMER 


Prospects are shopping more before they buy! They’re 
comparing quality! They’re comparing price! They’re look- 
ing for features that mean value! That’s why Blackstone 
sales are thriving! 


You can demonstrate the features that prove Blackstone 
your customer’s best buy! And Blackstone gives you a 
Washer-and-Dryer Duet that means a double sale for you! 
Your prospect can actually see there’s nothing finer than 
the rust-free Stainless Steel Tub...understand how 
Blackstone’s Mechanical Timer saves repair bills by elimi- 
nating failure-prone electrical circuits. Agitator Action 
assures freshest, whitest washes! You can quickly, easily 
demonstrate new Temp-O-Trol that safely dries any delicate 
fabric without heat! Demonstrate Humid-I-Vent...which 
gives directional control and maximum dispersion of exhaust 
air. You show how the Selective Timer sets for 0 to 90 min- 
utes and shuts off automatically! Both units compact to save 
space...and feature square corners to butt together. 


Blackstone protects your profits, too! No costly service 
calls...thanks to Blackstone’s superb construction! 








Automatic Cabinet 
Ironer with New 
Foldaway Cabinet. 


Blackstone’s World Famous Com- 
plete Home Laundry Units. 
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scratches. Ever-lus- 
trous colors 


atch any interior decorating scheme—gorgeous fashion- 
favored colors, plus spectacular leopard skin, leather and 
wood-grain effects! 


Se 


Fe | a 
“HAMMERLOID" FINISHES (7.5 = , 
won't burn or mar! Highly == ed, 
resistant to stains, 
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VASTLY INCREASES ‘@ 
YOUR TV MARKET! a —_ 0 
Price, size, performance, port re ee aes er 4 sd gs 
ability—all combine to make a — 
Raytheon’s Challenger the ideal 

2nd set in the home, at summer 


cottages, for travel. Multiplies is 
al tential many times! — 
ee ee wire or write TODAY to... 
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MRP RISEN! 


weeks ahead of schedule! 














ELECTRICAL MERCHANDISING—MAY, 


Raytheon makes a smashing bid for top sales 
volume, with the world’s smallest, most com- 
pact 17”s and 21”s at an amazing !ow $139.95 
and $169.95! It’s the year’s big news in TV 
and a revolutionary new style trend! 

The new Challenger series is expected to 
open up entire new markets—and make the 
“second set home’’ a bonanza reality for 
Raytheon dealers. As a “‘portable’’—an extra 
set for kitchen, bedroom, sun porch, summer 


17-INCH 


[39.95 


SUGGESTED RETAIL PRICES ph P 
















Compact, lightweight (only 47 Ibs.) —easily 
carried anywhere, to and from porc 


the Gold Standard of Values in Television 


RAYTHEON MANUFACTURING COMPANY, Television and Radio Division + 5921 W. 





Tube size is cabinet width! Slim, trim lines 
give the Challenger series a dazzling"'pr 
that revolutionizes TV styling. sail 






1954 























cottage—for apartments or rooms too small 
for old-fashioned “‘boxes’’—the new Chal- 
lengers are certain of attracting buyers in 
tremendous numbers. 

There is dramatic and powerful appeal in 
the host of other features, too (most of them 
exclusive). Decor colors, thin-line profile, 
lightest weight, exceptionally small cabinet 
size, top-tuning .. . all promise to mean happy, 
busy days ahead for Raytheon dealers. 


21-INCH 


$159.35 


BIGGER 
PROFITS! 


EASIER 
STEP-UPS! 


10-HOUR "SHAKE TEST” 
—A spectacular method of factory 
testing—proves Raytheon ruggedness! 





LOWER 
cosTs! 


Mar-resistant cabinets 
eliminate “touch-ups.” 
“Shake-tested’’ chassis 

stands up under ship- 

ment. Portability, 
light weight, reduce 
delivery costs. J 
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QUICKER DEALS! 
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Dickens Ave., Chicago 39, Ill. 





R & M Air Conditioners 
Robbins & Myers Co., 
Memphis, 2, Tenn. 
Models: R & M window type air 
conditioners. 
Selling Features: 3 sizes—4, 3 and 
]-ton capacities; cools dehumidifies, 
ventilates 3-ways, and filters; fea- 
tures Roto-Disc director air control 
grille that directs flow of air to 
any part of room; hermetically 
sealed motor compressor unit uses 
thermal and acoustical sound-dead- 
ening materials; large evaporator 
and condenser; extra deep chassis 
insures against dripping; easy to in- 
stall complete kit with newly de- 
signed brackets makes window 
mounting easy; modern designed 
cabinet has controls enclosed; 
baked on enamel finish. Double- 
shaft, 2-speed motor on all models; 
4 ton model has 6100 btu per hr. 
capacity; 3 ton model has 9100 btu 
capacity and i-ton model has 12,- 
000 btu capacity. 








KELVINATOR Air Conditioner 


Kelvinator Div., 

Nash-Kelvinator Corp., 

Detroit, 32, Mich. 

Device: Another 1 h.p. room air 
conditioner RAC-104s has been 
added to Kelvinator line. 

Selling Features: Has a 10,600 an 
hr. btu. rating; a moisture removal 
capacity of 3 pts. an hr.; cools a 
room of approximately 600 sq. ft.; 
a companion to deluxe | h.p. model 
No. RAC-104D. 

Price: $419.95. 


NO} MODEL I/2HP 
YVormade 








VORNADO Air Conditioner 


The O. A. Sutton Corp., 

Wichita, Kans. 

Model: a | 4 h.p. self-contained win- 
dow air conditioner No. 150 WAC 
has been added to Vornado 1954 
line. 

Selling Features: Uses Vortex cir- 
culation principles—air is directed 
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NEW PRODUCT 


into room at 1400 ft. per min. 
velocity through 3 air circulators 
which rotate 360 degs., tilt up or 
down; push button control system 
provides cooling, ventilating, _re- 
circulation, exhaust or dehumidifi- 
cation; exhaust and damper doors 
controlled by electric solonoids; re- 
moves up to 134 gal. water from 
air in 24 hr. period; air is filtered 
of dust, dirt or polen. 

Line includes 7 models from 4 
to 14 h.p. 


ais este, id 


FRIGID Window Ventilator 


Frigid Inc., 

128-168 32nd St., 

Brooklyn, 32, N. Y. 

Device: Frigid 1954 Reversible win- 
dow ventilator No. FR-12-N. 
Selling Features: Exhausts hot stale 
air or intakes cool outside air by 
changing lever position; adjustable 
from 26 to 38 in.; fully enclosed; 
easy to install; fits any window, 
will not interterfere with function- 
ing of window or screen; portable; 
4-pole heavy duty motor; white 
baked enamel with chrome trim. 





INTERNATIONAL Fans 


International Oil Burner Co., 

3800 Park Ave., 

St. Louis, 10, Mo. 

Models: 2 International 20-in. win 
dow fans No. LC-20 and RV-20. 
Selling Features: LC-20, 20-in. win- 
dow fan has ivory finish; 1/10 h.p. 
motor; 2 speeds: 3500 cfm high, 
2500 cfm low; 3 20-in. aluminum 
blades; baked on enamel cabinet 
24-in. wide, 22 in. high; expand- 
able metal wings fit windows up 
to 44 in. wide. RV-20, 2-speed cabi- 
net model 20-in. reversible fan; by 
turning small knob fan blades re 
verse making it possible to exhaust 
or circulate air; 1/10 h.p. motor; 
delivers 3500 cfm; 24 in. wide, 224 
in. high; expandable metal wings 
for windows up to 44 in.; ivory 
baked-on enamel finish. 
Price: LC-20, $49.95; 
$50.95. 


RV-20, 








Air Conditioners 
and Fans 





KISCO Window Fan 


Kisco Co., Inc., 
2400-40 De Kalb St., 
St. Louis, 4, Mo. 


Model: Kisco DD-20 Double-Duty 


20 window fan. 
Selling Features: Lightweight, port- 


able and reversible; 2-speeds provide 


controlled volume 2790 cfm high: 
2120 cfm low; deep pitched 20 in. 
Torrington varified blade; safety 
guards on both sides; seafoam green 
baked enamel finish; overall dimen- 
sions 24 x 24 in. with adjustable 
panels 24 x 38 in. 

Price: $49.95. 





BALDOR PowerAire Fan 


Baldor Electric Co., 

4351-67 Duncan Ave., 

St. Louis, 10, Mo. 

Model: Baldor PowerAire all-pur- 
pose fan Al6. 

Selling Features: Equipped with a 
16 in. blade which is guarded on 
front and back; fan is mounted in 
cradle allowing it to be turned 
through a 360 deg. arc; also suit- 
able for use as a window fan; will 
fit on window sill; 4 h.p. motor; 
quiet; runs at 2 low speeds, moves 
2530 or 1800 cfm air. Has no mag- 
netic hum; weighs 32 Ibs. 





KORD Fan 


Kord Mfg. Co. Inc., 

New York, 70, N. Y. 

Model: Kord “Safe-Tee-Gard” win- 
dow fan No. RG 12. 

Selling Features: Changes from ex- 
haust to intake at flip of lever; does 









not have to be removed from win- 
dow; Chromeplated circular guard; 
front and back; gray, baked enamel 
finish; 4-pole motor completely en- 
closed; adjustable from 26 to 38 in. 





CHICO Air Cooler 


Chico Air Cooler Distributors, 

Box 416, 

Chico, Calif. 

Device: Chico portable air cooler. 
Selling Features: Uses evaporative 
principle to cool and condition air; 
when conditioning of air is not re- 
quired it can be used as a circula- 
tion fan with pump off; features a 
1/30 h.p. motor; 24 gal. non-cor- 
rosive reservoir; aluminum frame 
and outer shell; grey-green Ham- 
mertone finish; double-action evap- 
orative filter; impeller pump; 12-in. 
diam. fan blade; completely port- 
able, no installation; weighs 15 
Ibs.. 

Price: $49.50. 





BURNHAM Air Conditioners 


Burnham Corp., 

Irvington, N. Y. 

Models: Duchess, Princess, Queen 
of Comfort window models and 
Westchester console in 2 sizes. 
Selling Features: Duchess, 4 h.p. 
unit for small rooms; Princess, 4 
h.p. for larger rooms and Queen 
of Comfort, ? h.p. for large room 
or a group of small rooms. Win- 
dow models are built on tubular 
plan—housing is installed first with- 
out chassis and chassis slides into 
place ready for operation; mist 
green furniture steel housing with 
plastic grilles of light green gray. 

Westchester console available in 
1 h.p. and 14 h.p.; are tested for 
tropical conditions; housed in im- 
ported mahogany cabinets, classic 
design. 

All units have automatic thermo- 
static control of cooling dehumid- 
ifving, ventilating and heating (op- 
tional); fingertip control dials; 
quiet operation. 
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VERNCO Fans 


Vernco Corp., 

Columbus, Ind. 

Model: Vernco 1954 vacuum fan. 
Selling Features: Line consists of 
24, 30, 36 and 42 in. fans for 
horizontal or vertical installation; 
orifice of venturi is turned in op- 
posite direction from flange; rub- 
ber mounting strip around ven- 
turi enables them to be installed 
easily in attic by placing them on 
attic floor. 

24 in. model has } h.p. motor; 
5320 cfm; 30-in. model available 
with } or 4 h.p. motor with 7360 
and 8050 cfm respectively. 





MéLARTY Fan 


McLarty Systems, 

Battle Creek, Mich. 

Model: New lightweight fan. 
Selling Features: Weighs 34 Ibs.; 
plastic coated metal grill guards fan 
from all sides; can be used in any 
position—on table, floor, wall, ceil- 
ing; disperses air in 60 deg. arc in 
front of blades. 

Price $15.95. 





WALTON Dehumidifier 


Walton Laboratories Inc., 

1186 Grove St., 

Irvington, N. J. 

Device: Walton Aqua-Sorber de- 
humidifier No. HO-20. 

Selling Features: Automatic control 
by means of humidistat mounted 
on cabinet; instrument is activated 
by moisture content in air which 





cll aati : 


sets dehumidifier into operation 
when needed; evaporates 50 per- 
cent more water from air with 
larger 1/5 h.p. compressor; hose 
connection readily accessible for 
hooking up to drain for completely 
automatic dehumidification; serves 
an area up to 15,000 cu. ft. 






























































RCA Dehumidifiers 


RCA Victor Div., 

Radio Corp. of America, 

Camden, N. J. 

Device: Newly designed dehumidi- 
fier. 

Selling Features: Removes up to 
14 qts. moisture from air every 24 
hrs.; give adequate humidity con- 
trol in rooms up to 12,000 cu. ft.; 
features a compressor 33 percent 
more powerful than last year’s 
model; weighs 64 Ibs.; modern cab- 
inet in alpine gray finish. 

Price: $139.50. 





VIKING Dehumidifier 
Viking Air Conditioning Div., 
The National Radiator Co., 
5601 Walworth Ave., 
Cleveland, 2, Ohio 
Device: Viking Arid-Zone de- 
humidifier No. 180. 
Selling Features: Features float con- 
trol valve that turns off compressor 
and turns on a red warning light 
when water catch-tray is filled; re- 
moves up to 3-gal. water every 
24-hrs. in areas up to 10,000 cu. ft; 
when water tray is full, automatic 
mechanism goes into operation 
switching off compressor and flash- 
ing on red safety light; automatic 
compressor shut-off prevents water 
tray from overflowing; suitcase-type 
water tray, closed on 5 sides can be 
carried vertically without spilling 
water may be fitted with perma- 
nent drain attachment that empties 
tray automatically; can be carried 
to any room; chrome handles; 
brown metallic baked enamel finish. 
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Dehumidifiers 


NEW PRODUCTS. . . Fans, Housewares 





OASIS Air Drier 


Ebco Mfg. Co., 
Columbus, O. 


Device: 1954 Oasis air drier. 
Selling Features: New design in- 
cludes larger steel cabinet with new 
horizontal louvres and rounded 
comers; tan baked wrinkle finish; 
new bigger compressor has vertical 
copper tube coils; 3-way moisture 
disposal feature; fiberglass moisture 
drawer; collected moisture can be 
caught in 10-qt. drainer, or drier 
can be placed over a drain and 
let water drip away or a garden 
hose can be attached to threaded 
fittings and run into nearest drain; 
polished metal glides for easy mov- 
ing; on-off switch; weighs 55 Ibs. 





CHROM-EVER Ventilator 


Chrom-Ever Co., 
Westbury, L. I. 


Device: Chrom-Ever “Reversible 
3,000” 20-in- window ventilator. 
Selling Features: Fits all standard 
windows from 24 to 40 in.; in- 
stantly reversable by hand while in 
the window “wind-tunnel” contains 
fully enclosed motor and fan that 
swings out, permitting unit to 
change direction without disturbing 
window screens and stops auto- 
matically in correct position 6-pole, 
2-speed, 1/15 h.p. motor; 20-in. 
aluminum, high-speed _ propeller- 
type blades. 

Price: $59.95. 


NATION “Plug-In” Strip 


National Electric Products Corp., 

2 Gateway Center, 

Pittsburgh, 22, Penna. 

Device. Packaged ‘“Plug-In’’ strip 
in 2 sizes. 

Selling Features: Available in strip 
6 ft. long with 4 outlets spaced 
every 18 in.; and in a strip 3-ft. 
long with 5 outlets spaced every 
6 in.; plugs into any outlet provid- 
ing additional outlets where wanted. 










EXPRESSO Coffeemaker 


Ameris Trading Co., 

41 Union Square, 

New York 3, N. Y. 

Sole Distributors-Ilmporters 

Device: Electric Expresso coffee 
machine, A-97. 

Selling Features: Makes 2 cups 
demitasse coffee in 60 seconds; 
beverage is automatically poured 
from double spout into 2 cups 
simultaneously and automatically 
when brewing is completed; oper- 
ates on a.c. or d.c.; chrome plated 
brass; can also be used to make tea 
using one bag only. 

Price: $26.50. 





HADDON Clock 


Haddon Products, Inc., 

2066 S. Canalport Ave., 

Chicago, 8, Ill. 

Model: Golden Visionette No. 80, 
illuminated clock. 

Selling Features: Crystal “see-thru” 
dial with 3-dimensional arabic nu- 
merals; 74 in. high, 64 in. diam.; 
4} in. deep. 

Price: $15.95. 





GLOLITE Lights 


Glolite Corp., 

Chicago, III. 

Device: Glolite Xmas tree light set 
No. 925. 


Selling Features: 25-lite Weather- 
proof multiple set has a 94 in 
termediate base with independently 
burning 120 volt multiple lamps; 
carries insulated washers for lamps; 
an add-on plug at one end and an 
extension connector at the other 
end. 
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@ Most people want to know 
all the facts about the house- 
hold refrigerator they buy. 
That is why we at Tecumseh 
Products feel that it is 
important for you to know 
all the outstanding features 
about Tecumseh Hermetics 
because it makes your selling 
job easier. 


@ It will pay you as a dealer 
to tell your customer about 
these Tecumseh facts: 


@ LOW INITIAL COST is 
passed on in lower. price 
refrigeration equipment or 
more “extras” at the same 
price. 


@ QUIET OPERATION as- 
sures customer satisfaction 
and builds up good will for 
you. 


@ COMPACT DESIGN allows 
more space for food storage, 
or smaller overall dimen- 
sions. Result .. . more refrig- 
eration for the money. 


| echanicaly Minded ? 
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e LOW OPERATING COST due 
to efficient design balancing com- 
pressor exactly to the installa- 
tion. This factor also minimizes 
the necessity for service calls un- 
der warranty, saving money for 
both the customer and yourself. 


For complete information about the Tecumseh 
Hermetics, write Dept. M-1 today. 


REMEMBER THERE ARE OVER 14 MILLION 
TECUMSEH UNITS IN USE TODAY! 





| TECUM 


TECUMSEH, 


SEH PRODUCTS 


MICH. 





| 





EXPORT DEPT.; 2111 WOODWARD AVE., 





DETROIT, MICH, 





NEW PRODUCTS: 





EKCO Cookware 


Ekco Products Co., 

1949 N. Cicero, 

Chicago, Ill. 

Device: New line of 16 triple layer 
vanadium stainless steel Flint-Ware. 
Selling Features: 4 items shown 
above include a 10-3 in. chicken 
fryer with Hi-Dome cover; an 8- 
cup percolator; a 2-qt. saucepan 
with cover; and a 7-in. open skillet. 
Prices: Fryer, $12.50; percolator, 
$10.95; saucepan, $6.50 and open 
skillet, $2.77. 





West Bend Aluminum offers a 
new coffee making kit for travelers 










Non-Electric 


consisting of an automatic 2-to-5 
cup electric percolator, 4+ unbreak- 
able plastic cups, 4 stainless steel 
spoons, sugar container, Polyethy- 
lene bag for coffee container and a 
flannel bag to protect coffeemaker 
while in transit. A compact Scotch 
plaid zipper bag 12x10x2 in., has 
reinforced fiber-board bottom and 


hinged separator keep contents in 
Kit, $19.95 complete. 


place. 





YOUNGSTOWN KITCHENS 
Cabinet 


Appliance Div., 
Mullins Mfg. Corp., 
Warren, O. 


Device: Special-purpose cabinet for 
storage and use of food mixer. 
Selling Features: Equipped with 
mechanism that makes it possible 
tc raise or lower mixer; cabinet is 
18-in. wide; heavy maple shelf, 
which may also be used as a cutting 
surface or as base upon which to 
clamp grinder, holds mixer; trigger 
release permits lowering mixer into 
cabinet; storage drawer. 





Correction 
Illustrations of the following two 
range items were inadvertently re- 
versed in our March issue. 





WELBILT Range 


Welbilt Stove Co., 
Maspeth, L. I., N. Y. 


Device: Welbilt electric range No. 


54160 with electric  rotisserie- 
broiler unit. 
Selling Features: Kleer-Vue glass 


windows on rotisseries broiler and 
oven; motorized revolving skewer 
can be removed from rotisserie pit 
to make room for additional broil- 
ing space; top-of-stove control cen- 
ter with a 4-hr. timer, clock and 
lamp outlet. 

Price: $249.95 with broiler. 








MAY, 








RCA ESTATE Ranges 


RCA Estate Appliance Corp., 
Hamilton, O. 


Models: “‘Space King” 30-in. ranges, 
5510, 5512 and custom 5516. 
Selling Features: Dial heat, inde- 
pendent broiler and Bar-B-Kewer 
in top of oven—3000-watt broiling, 
750-watt “charcoal broiling;” 2 
high-speed, 1450-watt and 2 giant 
2100-watt surface units; Tele-U- 
Lites on mantel back; automatic 
clock control of oven and appliance 
outlet; minute alarm; oven light 
and window; utensil drawer; con- 
trols on mantel in No. 5516. 
Prices: 5510, $179:95; 5512, 
$229.95; 5516, $259.95. 
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Cash-in on the 'do-it-y ursel ; trend! 
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KIT NO. ‘5 


























KIT NO. 6 KIT NO. 7 KIT NO. 8 KIT NO. 9 
Pre-packed for easy, over-the-counter sale. Liberal dealer discounts 
enable you to sell at “wholesale” prices yet earn big profits. All kits 


available with any one of four different mast mounts for mounting 


to slant or sloping roof, chimneys or side walls. thitnite lly Advertised in 
NOTE: Buy only genuine Admiral labeled kits. All salt- 


spray tested in Admiral Laboratories for 500 hours, equiva- POPULAR MECHA NICS 
lent to 5 years normal outdoor use. Accept no substitutes. 
SUGGESTED KIT NO. 1 $13.95 KIT NO. 4 $14.95 KIT NO. 7 $15.95 MECHANIX I LLUSTRATE D 
wanes KIT NO.2 16.75 KIT NO.5 13.95 KIT NO.8 15.95 Ye) Je Meld ie: 


KIT NO.3 19.50 KIT NO.6 21.95 KIT NO.9 21.95 


Admiral Corporation, Accessories and Equipment Division, Chicago 47, Illinois 
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CAPEHART TV Set 


Capehart-Farnsworth Co., 

3700 E. Pontiac, 

Ft. Wayne, 1, Ind. 

Model: Capehart “Overture” 21-in. 
table TV set. 

Selling Features: Employs Cape- 
hart CX-37 chassis with standard 
Niagara cascode tuner for VHF re- 
ception and the Capehart sym- 
phonic tone system; ebony Flora- 
tone finish 

Price: $199.95. 





PACKARD-BELL TV Set 


Packard-Bell Co., 

Los Angeles, Calif. 

Model: No. 1841 21-in. table 
mode] 

Selling Features: New low-priced 
set has been added to P-B’s 1954 
“Signature Series” TV line; avail- 
ible in mahogany or maple-blond 
wood cabinet 237 in. wide, 224 in 
high and 22 in. deep. 

Price: $199.95. 





DE WALD TV Sets 


DeWald Radio Mfg. Corp., 

35-15 37th Ave., 

Long Island City, 1, N. Y. 

Models: H-240 and H-2400 24-in. 
'V set. 


Selling Features: Has a Super pow- 
ered 22-tube circuit designed to 
bring good reception to extreme 
fringe areas and local difficult re- 
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ception areas; contains a 10-in. PM 
speaker and FM audio system; avail- 
able with built-in VHF-UHF all 
channel tuner (H-2400) both 
models available in hand rubbed 
mahogany veneer cabinet or blonde 
cabinet. 

Price: H-240, $379.95; H-2400, 
$439.95. Blond cabinet slightly 
higher. 











SYLVANIA TV Sets 


Sylvania Electric Products Inc., 

Radio & TV Div., 

254 Rano St., 

Buffalo, N. Y. 

Models: Sylvania Fremont and 

Kingsley table sets; Sherwood and 

Stewart consoles. 

Selling Features: Fremont, 21 in. 

table model available in mahogany 

wood cabinet with VHF only 

420M or with VHF-UHI 

420MU) or in blond Korina 

(420B) and (420BU) respectively. 
Kingsley 2l-in. table set with 

HaloLight is available in mahogany 

or blond Korina and with or with- 


out all-channel VHF-UHF. 








Sherwood 2l-in. console with 
HaloLight openfaced mahogany 
cabinet; equipped with all channel 
VHF-UHF tuning or just standard 
VHF. 

Stewart, 17-in. console with Halo- 

Light; open face mahogany cabinet; 
equipped with all-channel VHF- 
UHF tuning or with standard VHF 
only. 
Prices: Freemont $239.95, mahog- 
any; $249.95, blond. Kingsley, 
$229.95, mahogany; $309.95, blond. 
Sherwood, $329.95: Stewart, 
$229.95. VHF-UHF tuning for 
$20 to $40, higher than standard 
VHF price. 





NEW PRODUCTS .... TV and Radio 





LION TV Set 


Lion Mfg. Corp., 

2640 W. Belmont Ave., 

Chicago 18, Ill. 

Device: Lion remote control ‘TV 
set, No. 21-537. 

Selling Features: Remote control 
features selection of stations and 
adjustment of picture and sound 
from as far away as 100-ft.; 
equipped with 21]-in. rectangular 
non-glare tube with removable 
tilted safety glass; heavy duty 
chassis has 20 tubes including pic- 
ture tube; super sensitive Cascode 
tuner; built-in antenna; local, 
suburban and long distance switch, 
provision for UHF; full range tone 
control; dual speaker grilles; 6 in. 
PM Alnico V speaker; connection 
for auxiliary speakers; 117 volts, 
60 cycle a.c., 160-watt consump- 
tion mahogany or modern limed 
blond oak cabinet with consolette 
base available at extra cost. Remote 
control will change stations, regu- 
late volume, picture brightness and 
picture contrast. 

Price: Set, $369.95; consolette base, 


$29.95. 





MOTOROLA Clock Radio 


Motorola Inc., 

4545 W. Augusta Bivd., 

Chicago, 51, Ill. 

Model: Motorola clock radio No. 
63C. 

Selling Features: “New look for bet- 
ter sound” clock radio features a 
“sound up” design which tilts the 
speaker box for better tone; speaker 
has been mounted on top of set 
under lid that is slightly raised 
from body allowing 3-d sound to 
emerge from 360 degs and elimi- 
nates need for a s peaker grill; 5 x 7 
in. console-size inverted speaker; 
super-large Telechron clock; clock 
is independent of radio switch; 3 
hands are luminous for easy night 
reading; 6-tube radio with 3-gang 
condenser; tuned RF stage with 
tuning range from 535 to 1620 kc; 
automatic appliance outlet; Bakelite 
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plastic case in mahogany, sand and 
spruce. 
Price: $44.95 in mahogany; $46.95 
sand and spruce. 





SYLVANIA Radios 


Radio & TV Div., 

Sylvania Electric Products Inc., 

254 Rano St., 

Buffalo, N. Y. 

Models: Serenade table radio and 
Skylark personal portable radio. 
Selling Features: Serenade, No. 
568 has 6-tube performance with 
built-in antenna; full-tone speaker; 
available in ebony, red, green and 
ivory. 





Skylark, personal portable avail- 

able with leather carrying case with 
adjustable shoulder straps. 
Prices: Serenade, $19.95 in ebony; 
$21.95 for other colors. $34.95 for 
Skylark plus pair of sun-glasses and 
a plastic-squeeze bottle of Tartan 
suntan lotion. Batteries extra. 





CBS-COLUMBIA Clock-Radio 


CBS-Columbia, 

3400 47th Ave., 

Long Island City, 1, N. Y. 

Models: CBS-Columbia personal 
clock-radio No. 5330. 

Selling Features: Radio unit con- 
tains 5 tubes including a rectifier; 
Alnico 5 P.M. speaker and built-in 
antenna; easy-to-read clock operates 
continuously, independantly of ra- 
dio; wake-up-to-music feature op- 
erates automatically by a preset 
timer; housed in plastic case with 
side station selector and switch-vol- 
ume control knobs; available in 3 
colors—ebony, ivory and 2-toned 
grey. 

Price: $29.95 for ebony; $34.95 for 


other 2 colors. 
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"ENITH 


The New 








MODEL HF-15E. From the same 
exclusive radionic laboratories that 
established Zenith leadership in FM. 


Yi, MORE TO DEMONSTRATE 
eee MORE TO SELL every step of the way 


from turntable to multiple speakers! 
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Zenith Sponge Rubber 
Weighted Turntable! 


Prevents record slippage, pro- 
tects record from dirt and 
dust. Extra heavy turntable 
assures non-varying speed. 





Zenith Cobra® Tone Arm! 


Features new ultra-sensitive barium 
titanate pickup cartridge with man- 
ufactured sapphire tip. Automatic- 
ally compensates for LP records. 
Range of 25 to 20,000 CPS for truest 
High Fidelity reproduction. 


Zenith High Fidelity 
Amplifier! 


Essentially fiat response from 


Zenith Bass and 
Treble Controls! 


Separate controls, each infi- 
nitely variable to catch the 
most delicate tone shadings 
on high fidelity recordings. 


Fare new cent PAE 


Zenith Vented 
Speaker Enclosure! 


Exclusive Zenith design uses 
entire cabinet as a sound 
chamber. Speakers mounted 
to prevent cancellation of 
tones by reflected sound waves 
from back of cabinet. 








Zenith Wide-Angle 
Sound Dispersion! 


Sound comes to you direct 
from front! You hear actual 
“highs”, not just their re- 
flection. Vastly increases 
“presence” of sound. 













IT...HEAR IT! Zeniths mien 


Cushion-sealed lid 
with Sound Lock! 


Provides effective acoustical 
seal. Prevents sound distor- 
tion normally caused by 2- 
piece cabinet construction. 





Dual-Speaker System 
Woofer and Tweeter! 


7%-inch“woofer-speaker” with 
powerful Alnico-5 magnet 
gives vastly more effective 
power out-put with low range 
to 40 CPS. Super sensitive, 
3%-inch “tweeter” with range 
to 15,000 CPS. 


FROM THE LEADERSHIP LABORATORIES OF ZENITH— SPECIALISTS 
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New High Fidelity Phonograph... 
7TH 


® 


UPER-PHONIC 


eF 
Se Ld re ONE DEMONSTRATION SELLS IT! 


Any comparison proves Zenith Superiority! 


ENITH Ws 


The royalty of television and RADIO 







THE NEAREST APPROACH TO PERFECT SOUND REPRODUCTION EVER 
ACHIEVED BY A TABLE PHONOGRAPH... 
is brought to you and your customers by the new Zenith Super-phonic. It’s 


the latest... and one of the finest products of the engineering laboratories 
that have specialized in radionics for the past 35 years. 






The Zenith Super-phonic you see below is completely new. Every feature, 
from weighted, speed-controlled turntable to wide-angle sound dispersion, was 





Zenith-developed and Zenith-engineered for true High Fidelity performance. Backed by 35 years of Experience in Radionics Exclusively 
The result is realism of sound, tonal brilliance never before thought possible in Zenith Radio Corporation, Chicago 39, Illinois 
a table phonograph. The handsome cabinet itself is engineered to improve the 

’ quality of the sound. If ever there was a case of “to demonstrate is to sell” Use, the great Zenith Friendship Franchise— 
this is it! Call your ZENITH WHOLESALE MAN NOW! 








Y 4 Fully Variable Speed Regulator ps Stroboscope Speedometer 





Zenith’s unique Cobra-Matic Record Zenith’s amazing Stroboscope is your in- ing Z 

Player can play at any and all speeds from fallible turntable speedometer. When the COB a A-M ATICc® 

10 to 85 RPM...including 78, 33%, 45 moving light becomes a dot, the record is 

and 16% RPM, the new talking book speed. being played at exact recorded speed, . 

The variable speed regulator lets you necessary for perfect pitch and tempo. No Record Player with Fully 

make any needed adjustment in record phonograph without such micrometric Variable Speed Regulator and 
speed, takes the “chance” out of High measurement of turntable speed can give : 4, 
Fidelity. It’s as necessary to perfect speed High Fidelity, except by chance. Stroboscope Speedometer 

as the regulator on a fine watch. xm 


IN RADIONICS— BACKED BY 35 YEARS OF KNOW-HOW 
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EXxcLusiveE / 
2- SPEED 
CONTROL 











Canister 
Model 888 
with complete 4 
Set of attach. 
ments in Sturdy 
Kari-Kit 
Retails 


$79.95 


; 
3 
; 








It pays to push Cadillac 
—the cleaner that pulls in sales! 


Actually, nobody pushes a Cadillac Quik-Vak—neither 
‘you nor the lady whose household cleaning jobs it handles 
with such amazing efficiency. You display it... 
demonstrate it ... and SHE BUYS, because this 
dirt-hungry Cadillac canister offers every feature she 
wants for fast, thorough cleaning. Namely: 


@ SWIVEL TOP 

@ BEAUTIFUL 2-TONE GREEN FINISH 

© DISPOSABLE DUST BAG 

@ “FLOATING BRUSH” FLOOR NOZZLE ,. no.LEAK 

@ OVERSIZE MOTOR—POWERFUL PICKUP FILTER SYSTEM 
* E-Z ROLL DOLLY (Optional Equipment) 


e MOTOR MOUNTED 
IN RUBBER 
Reduces vibration 
and noise 


PLACE ORDERS 
NOW ! 


Get set to meet the demand 
created by national ad- 
vertising in leading 


consumer magazines 





For more than 44 years, sold 


Cc LEME NTS MFG. Cc O°. only by reliable dealers and 


Dept. A., 6650 S. Narragansett Ave., Chicago 38, Ill. distributors, 
a el 
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RAYTHEON TV Sets 


Raytheon TV & Radio Corp., 
5921 W. Dickens Ave., 
Chicago, 39, Ill. 
Models: Raytheon 
series portable ‘T'V sets. 
Selling Features: Equipped with 17- 
or 2l-in. black face, rectangular, 
pre-focused __ electrostatic picture 
tube with special anastigmatic yoke 
for edge-to-edge focus; cabinet is as 
narrow as tube and finished with 
triple coat infra-red baked on 
enamel hammerloid in charcoal, 
brown, sea mist green, or gold, ham- 
merloid, or in mahogany, gray, 
black or leopard-skin leatherette; 
17-in. models weigh 51 Ibs.; perma- 
nent magnet Alnico speaker with 
3.5 watt output; vertical chassis de- 
sign with 23 tubes including pic- 
ture tube, 2 rectifiers and 2 diodes; 
all channel VHF-UHF coverage— 
(UHF reception provision with 
changes of snap-on strips on preci 
sion tuner) 3 IF stages; built- in an- 
tenna or provisions for easy attach- 
ment of 300 ohm external; Pentode 
tuner; automatic built-in focus; con- 
trol knobs located on top of cabinet; 
hi-fi interlace; automatic gain con- 
trol; moulded capacitors; contour 
form safety-glass; automatic syn- 
chro-lock frequency control; video 
amplifier; intercarrier sound system; 
full range FM sound. 

Prices: 17-in models start at 
$139.95; 21l-in. models at $169.95. 
Legs available at slight extra cost. 


Challenger 





ADMIRAL Radio 


Admiral Corp., 

3800 Cortland St., 

Chicago, 47, Ill. 

Models: 3 new AC-DC-battery port- 

able radios, 4B, 4Z and 5K series. 

Selling Features: Tuning dial on 

3-way models have CD frequencies 

640 and 1240 kc; improved super- 

het circuit; battery-saver circuit. 
6-tube super deluxe portable 

5K32 has 6 x 4 in. speaker; self- 

winding power cord; detachable 


MAY, 


NEW PRODUCTS ..« TV and Radio 


3-way aeroscope antenna—3 aerials 
in one, which can be used in 3 posi- 
tions—flush against cabinet for play- 
ing while carrying, tilted out from 
cabinet for increased signal-pulling 
power, or as an “outside” antenna 
in autos, trains, etc. Rod-type iron 
core design of antenna; 3-gang 
condenser; portable with “contour- 
grip” carrying handle; available in 
maroon, beige, green or light grey. 

Built-in Ferro-Scope antenna in 
deluxe 3-way No. 4Z12; new 8-in. 
rod-type iron core antenna; 5-tubes; 
maroon, beige, green or grey finish. 

‘Personal’, 4B21 features built-in 
Ferro-Scope antenna in a book size 
cabinet with a retractable carrying 
handle; can be tucked away; 5- 
tubes; available in ebony, maroon, 
beige, green or grey. 


Prices: From $29.95 to $49.95. 










CAPEHART Phono-Radio 


Capehart-Farnsworth Co., 

3700 E. Pontiac, 

Ft. Wayne, 1, Ind. 

Model: Contemporary Extended 
Range phono radio No. PR-254. 
Selling Features: Provides increased 
tonal range; multiple speaker sys- 
tem features coaxial mounting and 
a “cross-over” network to channel 
sounds to proper speaker; radio em 
ploys Capehart 8-tube AM-FM 
chassis and automatic record 
changer handles all types, speeds 
and sizes records; full doors; ma- 
hogany finish cabinet. 

Price: $239.95. 





SENTINEL Radio 


Sentinel Radio Corp., 

Evanston, Ill. 

Model: 3-way portable No. 355-P. 
Selling Features: 5-tube radio fea- 
tures full 5-in. speaker; improved 
bass boost circuit; iron core rod an- 
tenna; modern plastic cabinet; side- 
location controls; 6-colors: rust, red, 
green, tan, ivory, mahogany; weighs 
64 Ibs.; measures 93 x 6} x 43 in. 
Price: $34.95. 
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Now you can show your customers how they can have the finest made 
home dishwasher— Kitchen Aid—with the very minimum installation 
costs, yet with all the exclusive features that have made KitchenAid 
the favorite of America’s housewives. 


Show your customers the new Hobart “Easy-Quick” installation 
models with new ‘“pump-out” feature. No need to tear up floor... 
break through walls. Dishwasher drain is simply connected to exist- 
ing sink drain. Special motor-pump empties wash and rinse water 
completely. Can be installed on either side of sink. 


For new construction, of course, you'll want to show them the 
KitchenAid Standard Models: KD-10 under-counter, KD-20 free- 
standing or KD-30 deluxe dishwasher-sink combination. Completely 
“plumbed-in” when utilities are installed. The standard models need 
no extra pump and motor for draining. But, where installation prob- 
lems are unusual, the KitchenAid “Easy-Quick” models are ideal. 
And for your customers who rent, the KitchenAid KD-25 is just right. 
It plugs into standard wall socket. Two hoses handle water inlet and 
draining through existing facilities. 

There is a KitchenAid that is just right for any kitchen. And every 
model has the exclusive Hobart power washing action that cuts 
through grease and dried-on foods...double power rinse. ..inde- 
pendently sliding plastisol-coated racks for easiest loading, greatest 
capacity...separate motor and blower fan for spotless drying. 

Hobart “Easy-Quick” installation and pump-out system provide 


the answer your home dishwasher prospects have been waiting for. 
Use these and the other KitchenAid features to boost your sales. 





TRADE @MARK 


The Finest Made... by ae 


World’s Largest Manufacturer of Food, Kitchen and Dishwashing Machines 


KitchenAid Electric Housewares Division, 

The Hobart Mfg. Co., Troy, Ohio. 

In Chicago’s Merchandise Mart visit 

KitchenAid’s merchandise display headquarters, Room 1145. 
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a4 now KitchenAid. 


reduces “‘installation costs’’ 


to a minimum 


RENTING 


For the rented 
home—KitchenAid 
KD-25. Designed 
for use on either side 
of sink. Has all the 
exclusive features of 
the standard models. 
Casters with attach- 
ment assemblies 
available if daily 
portability is desired. 





REMODELING 


For the remodeled 
home—KD-30P- 
“Easy-Quick” instal- 
lation model with 
Hobart pump-out 
system. Dishwasher 
and sink drain lines 
are pre-assembled. 
Pump-out also avail- 
able in under- 
counter and free- 
standing models. 





BUILDING 


For new construc- 
tion—KitchenAid 
KD-10, under- 
counter model. Also 
available in free- 
standing and deluxe 
dishwasher-sink 
combination models. 
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SERVEL EXCLUSIVE | 
close sales for 


* SERVEL'S 3 AIR CONDITIONERS GIVE 
DEALERS A BIG SELLING EDGE! 


te Best Buy on the Market! 


A FULL ¥% H.P. unit at a price of $299.50* is the biggest value 
your air conditioner prospects will find anywhere! Yet you make 
full profit on each and every sale! Your greatest opportunity ever 
to get fast turnover without sacrificing a penny of your profits! 























VENTRATES * Suggested retail price. 


Deeeeeeeeeeeseeeeeeeeeeeseeseeeeeeseeeseeeee es 


* Fits Casement Windows! 
COOLS AND 


VENTILATES Pm Here’s an air conditioner that fits casement windows without in- 

he stallation extras or window remodeling! Creates thousands of new 
prospects for you! And Servel’s 3 and 2 H.P. models are priced 
to give you real volume in this wonderful new market! 


eeeseeoeoe eee eeeeeeeeeeeeeeeeeeeeeeeeeeeeeee 


=| | 3K Quietest, Handsomest Unit Made! 


Servel dealers are ready for the millions of prospects who want 
a Deluxe air conditioner at a popular price! These 34 and 1 H.P. 
Servel beauties have all the features that excite the imagination 
of air conditioning prospects! Available in models that heat as 
well as cool to further add to your number of prospects! 











SINGLE DIAL 
CONTROL 









Available in models 
> that heat or cool! 










ee as an 
7 S_—7—_" 


** GREATEST ADVANCE IN 25 YEARS! 


Here’s the most spectacu- 
lar new appliance in the 
refrigeration field in 25 
years! Servel Electric 
Wonderbar® opens a huge 
new market! Wonderbars 
are being bought for of- 
fices, summer homes, nurs- 
eries, patios and boats... 
as well as for use in every 


~  *FREEZER PROFITS! 


You can get a bigger 
share of that growing 
es freezer market with 
Servel .. . because 
only Servel mini- 
mizes running costs 
for your custom- 
ers with Exclu- 


WATER HEATER NEWS! =, 


There are no walkaways when you 
sell Servel! Because Servel offers 
an automatic water heater for 
every size family . — aoe) 
... for every size : 
budget! A choice 
of gas or electric 
models! Counter 



















room in the house! sive Cold-Seal and upright styles. 
AC or DC current. Construction! 20 to 80 gallon 
The big selling Upright and capacities. 


chest type mod- 


stl Sate els, 9 to 22 cu. ft 


up soon! Be ready! 


*Reg. U. S. Pat. Off. 
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“FEATURES 
you! 
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* DEMONSTRATION 


OF ONLY REFRIGERATOR THAT MAKES 
ICE “CUBES” WITHOUT TRAYS, AND 
PUTS EM IN A BASKET AUTOMATI- 
CALLY, IS MOST POWERFUL SALES- 
CLOSER IN THE INDUSTRY! 








Dealers everywhere agree! Servel’s “No Messy 
Ice Trays” Demonstration is the most dramatic 
in the industry! And Servel’s huge 80 Ib. freezer 
compartment and completely automatic defrost 
head a list of the most wanted features ever 
, offered to the consuming public! That’s why 
closing sales 7S easier with Servel! And remem- 
ber a Servel in a home of a satisfied customer 
can lead to many more sales! It builds desire- 
to-buy in all who see it in action! 





DEPT. EM5 


| 1, T00, WANT TO CASH IN ON THE LINE WITH THE SENSA- 
TIONAL SELLING FEATURES! HAVE THE NEAREST SERVEL 
DISTRIBUTOR CONTACT ME IMMEDIATELY! 


The name to watch for great advances in 


REFRIGERATION and AIR CONDITIONING 


PPETITITITITiTiriritit titi tit 


Servel Inc., Evansville 20, Indiana 


In Canada, Servel (Canada) Ltd., 548 King St. W., Toronto, Ontario 






















































up © 


Series motor parts engineered 
for floor polisher; adaptable 
to food mixers and other 
household appliances. 





Lightweight universal motor 
for portable devices requiring 
a self-ventilated, high-speed 
motor. 


= = 


Compactly designed turbine 
provides dependable opera- 
tion for canister-type vacuum 
cleaner. 
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when the eppliance. 
is equipped with a= 


SPECIAL APPLICATION | 
FRACTIONAL HORSEPOWER 










SPECIAL APPLICATION 
FRACTIONAL “2 











When it's a Lamb Electric motored 
appliance you can tell about 
excellent performance, about de- 
pendability, quiet operation and 
outstanding appearance. 

because the motor is specially 
designed for the product. These 
are some of the features which 
characterize all appliances 
equipped with Lamb Electric 
Motors, and are among the rea- 
sons why leading dealers the 
country over like to handle them. 


The Lamb Electric Company 
Kent, Ohio 


In Canada: lamb Electric—Division of 
Sangamo Company Ltd. —Leaside, Ontario 
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DE WALD Radios 

DeWald Radio Mfg. Corp., 
35-15 37th Ave., 
Long Island City, 1, N. Y. 
Models: No. H-527 “Buddy” 3-way 
portable and H-533 “Slumbermate” 
clock-radio. 
Selling Features: No. H-527 
“Buddy” has shatterproof case; new 
type permanent magnet speaker; re- 
quires no warm up period; 84 in. 
wide, 64 in. high, 24 in. deep; avail- 
able in maroon and grey or hunter 
green and grey. (The same set 
G-408 “Robin” personal portable 
available in maroon and _ ivory, 
ebony and ivory or solid ivory. 

H-533 “Slumbermate”’ clock-ra- 
dio has 5-tube superhet; new type 
gain-a-matic circuit; 3-button Ses- 
sion movement that wakes to 
music; walnut or ivory cabinet. 
Price: H-527, $35.95; G-408, 
$26.95; H-533, $29.95. 





— 


TRAV-LER Hi-Fi Phonos 


Trav-Ler Radio Corp., 

571 W. Jackson Bivd., 

Chicago, Ill. 

Models: ‘Trav-Ler 1954 Hi-Fi 
phono line includes No. 9053 radio- 
phono; No. 9050 portable; No. 
9052 Deluxe automatic 3-speed 
phono; No. 9060 and 9061 conso- 
lette and No. 9062 Deluxe console 
Super Hi-Fi. 

Selling Features: No 9053M Hi-Fi, 
5-tube radio and automatic 3-speed 
phono; mahogany or blond wood. 

No. 9050, portable model auto- 
matic 3-speed Hi-Fi with 3 tubes 
and single speaker in luggage case. 

No. 9052 Deluxe automatic 3- 
speed Hi-Fi phono in mahogany 
or blond wood table cabinet with 
4 tubes, rectifier and 3 speakers. 

No. 9060 Consolette Hi-Fi with 
automatic 3-speed phono, amplifier 
has 4 tubes plus rectifier and 3 
speakers; mahogany or blond. 

No. 9061 Console Hi-Fi with 
automatic 3-speed phono, 4 tubes 
plus rectifier and 3 speakers; ma- 
hogany cabinet with border base 
style; also available in blond. 
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~NEW PRODUCTS. . Radio and Phonos 


No. 9062, Deluxe console Super 
HiFi with automatic 3-speed 
phono, 7 tubes plus 2 rectifiers; 4 
speakers with 20-watts output; ma- 
hogany cabinet with legs or blond. 
Prices: From $69.95 for No. 9050 
portable to $199.95 for blond No. 
9062 Console. 





RCA Tape Recorder-Speaker 


RCA Victor Div., 
Radio Corp. of America, 
Camden, N. J. 


Device: Newly-designed extension 
loud-speaker housed in cabinet 
which converts RCA’s portable 


pushbutton consumer tape recorder 
into a furniture-styled console. 
Selling Features: Compartment re- 
vealed by raising hinged top lid; 
bottom section contains “accord- 
ion” edge extended range speaker 
and matching baffle; speaker cabinet 
is 29 in. high, 21 in. wide, 16-in. 
deep, with beveled, picture-frame 
edging around front which is cov- 
ered with brown grille cloth in gold 
criss-cross pattern. 

Prices: Speaker unit, No. SL-7, 
$69.96; recorder, $189.95. 





PRIVAT-EAR Portable Radio 
Privat-Ear Corp., 

Blacksburg, Va. 

Device: Privat-Ear pocket portable 
radio. 

Selling Features: Only the user 
hears broadcast; sub-miniature elec- 
tronic tubes with diode crystal de- 
tector in an unique circuit; red or 
maroon plastic case; complete with 
chromeplated telescopic antenna 
for easy carrying, weighs 8 oz. with 
batteries and built-in antenna; suit- 
able for spectators at sports events, 
convalescents, hard-of-hearing; over- 
all dimensions are 2} in. wide, 53 
in. long and @ in. thick. 

Price: $25.95 complete with tubes 
and batteries. 
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"Why dort you call me up eomelime 7” 


WHAT A BREAK FOR THE GAS RANGE DEALER! 
She’s the 1 in 3 homemakers who would fall 
for the right sales approach—she’s the 10,000,- 
000 homemakers in America cooking with gas 
ranges 12 years old or older. 


“KK, 








She’s your biggest, most profitable, easiest- 
to-sell replacement market ready to fall for 
your telephone call. And boy-oh-boy, how she 
would go for you if she knew gas ranges like 
you know gas ranges. Why don’t you invite 
her down to your store right now? 




















SELL THE DIFFERENCE 


ments that 


big 
nstrate the yo 
sane Gas Ranges offer over old rang 
e 
ae now in use. 


MORE SALES 
OMATIC GAS RANGES 


improve 


MAKE OF TOP-PROFIT 
you’LL 


MODERN AUT 


FOR FULL INFORMATION CONSULT YOUR GAS COMPANY, YOUR GAS RANGE MANUFACTURERS’ SALESMEN OR WRITE US 





Tie in with your Gas Company’s big traffic-building 
“Spring Showing of MATCHLESS Automatic Gas 
Ranges.” Ask your Gas Company! 


| Use “Quickie Demos” Booklet — 15 

e! seu dramatic ways to demonstrate Gas 

AUTOMATIC |f Ranges and make shoppers stop, 

= | look, listen and buy. Write for your 
FREE copy today. 


Bring your sales force up to a new 
high in selling efficiency with this 
tested sales-training film, “How to 
Sell More Modern Gas Ranges.” 
Write us today. 


GAS APPLIANCE MANUFACTURERS ASSOCIATION, INC. 


60 East 42nd Street, New York 17, New York 
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SELLS LIKE 


be say a tla aceite ano 


= 


most bh ooutitul , 


cleaner ; Vat) Ee 


NO DUST BAG 
TO EMPTY 
(of course!) 


20% 
MORE 
SUCTION 


















Exclusive 


ATTACH-0O-MATIC Easy-Roll 
Clip-on Tools ROTO-DOLLY— 
optional at small 

extra cost 





You sell ALL that’s modern 
with EUREKA Roto-Matic! 


@20% MORE SUCTION — truly ©1954 “‘3-D” RUG NOZZLE— 


super-powered! Super-suction all around—front, 
rear and both ends—plus brush-and- 
@ SPARKLING NEW BEAUTY— comb design! 


rich red and silver gray. 
®PURR-R QUIET, FEATHER 
@ EASY ACTION SWIVEL-TOP LIGHT—No whine or roar! Weighs 


—saves steps, ends tugging. 2 to 4 Ibs. less than others. 


@ ATTACH-O-MATIC CLIP-ON eNO DUST BAG TO EMPTY 
TOOLS—always right at hand! (of course!) 


*20 to*30 less than comparable cleaners 
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OTCAKES 


TERRIFIC 
NATIONAL ADVERTISING! 


in Life, Saturday Evening Post, Good Housekeeping! 





Spectacular ads in gorgeous color tell the story of the sparkling new 1954 
Roto-Matic cleaner to millions, month after month. Not only do these terrific ads 
produce customer-inquiries in dealer stores everywhere, but cause dealer local 
advertising with big promotion ads to produce unbelievable retail sales—and quick! 


DEALERS EVERYWHERE REPORT SENSATIONAL 
SALES FROM THEIR LOCAL PROMOTION ADS! 


Special promotions that are REALLY special, plus “hotter than a pistol” 
Newspaper Ads get Roto-Matic results like these! 


———, 














introductory offer this week on! 


“102 sold from one ad,”’’ “35 sold from one ad,’”’ 
reports Rogers Jewelry Co., reports Hammond-Brown-Jennings, 
‘ Boston, Mass. Spartanburg, S. C. 
“‘S8 sold from one ad,’’ “21 sold from one ad,”’ 
reports Jordan Marsh Co., reports Bekin’s Furniture Co., 
Boston, Mass. Sioux City, Ia. 
“SS sold from one ad,’’ “20 sold from one ad,”’ 
reports Consolidated Gas & Electric Co., reports Barretts, Inc., 
Baltimore, Md. Joliet, Ill. 
“S3 sold from one ad,”’ “18 sold from one ad,’’ 
reports Barrett’s Hardware, reports Cox’s Department Store, 
Indianapolis, Ind. Bluefield, W. Va. 


Yes, we give Eureka dealers promotions AND newspaper ads that sell—but 
quick! And there’s no reason why you can’t enjoy same traffic-building, 
profit-building results. Phone, wire or write Eureka—today. 








Phone, Wire or Write TODAY for profit-proved promotions 


EUREKA™'=- 


SWIVEL-TOP CLEANER | 
Eureka Williams Company 


DIVISION OF HENNEY MOTOR COMPANY, INC. }, 
Bloomington, Illinois 
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FALCON Antennas 
Falcon Electronics Co., 
Quincy, Ill. 

Models: Falcon “98” UHF*UHF, 
a 6-element dual-driven broadband 
yagi, No. 713-6; and 10-element 
yagi No. 713-10. 

Selling Features: Falcon “98” (il- 
lustrated) combines 2 broadband 
types in compact high gain 82 
channel antenna; UHF' section 
takes advantage of rhombic; VHF 
section is a conical type fed by 
single lead-in; no filters or couplers 
used; preassembled. 

No. 713-6, 6-element dual-driven 
broadband yagi for channels 7 to 
13 uses 2 active folded dipoles and 
multiple parasitic elements, pro- 
viding flat gain over wide frequency 
range; seamless, hard drawn alumi- 
num tubing. = 

No. 713-10, 10-element, dual- 
driven broadband yagi for channels 
7-13, receives all high VHF chan- 
nels in areas where extra gain is 
necessary; seamless aluminum tub- 
ing; preassembled; all models avail- 
able in single bay or double stack. 





JFD Antennas 


JFD Mfg. Co. Inc., 

6101 16th Ave., 

Brooklyn, 4, N. Y. 

Models: Bowtie-Flector No. UHF- 
615 and 3 series of yagi-conical an- 
tennas. 

Selling Features: Bowtie-Flector 
features a rigid wire grid reflector 
and aluminum bowtie dipole; re- 
flector is plated with cadmium has 
an average gain of 6.5 db across 
UHF spectrum; completely pre- 
assembled *for clamping to mast 
after removal from the box 3 Yagi- 
Conicals include the high priced 
Superjets for medium price market 
and the Big Gun for the low price 
market; Pip-Jets have a round alumi- 








num cross-arm instead of a square 
one and yagi-type folded dipole in- 
stead of the double-tube dipole in 
the Superjet arry. Big Gun has 2 
rear reflectors like Superjet but 
substitutes wood dowels in conical 
elements for aluminum dowels; has 
a round cross-arm and the conical 
elements plug into the dipole 
bracket as opposed to Superjet 
which has pre-attached umbrella- 
action conica] assembly. 

Prices: | Bowtie-Flector, $3.95; 
Superjets $18.75 for single Jet 213 
and $38.35 for 2-bay Jet 213S with 
jumpers. Pip-Jets, single 513 
$12.65; 2-bay array 513S with 


jumpers $25.95; Big Gun single 
(P213) $11.75; 2-bay (P213S) with 
jumpers $24.50. 





MALLORY UHF Converter 


P. R. Mallory & Co., Inc., 
Indianapolis, Ind. 

Device: Concealed UHF converter 
that fits inside any TV set. 

Selling Features: Entire mechan- 
ism is mounted out of sight in 
cabinet interior; except for a clear 
plastic tuning dial and switch; no 
special tools needed for installation. 





CHANNEL MASTER Antennas 


Channel Master Corp., 

Ellenville, N. Y 

Models: Tenna-Tie filter; Ulti- 
Bow UHF antenna and Econo-Vee 
antenna. 

Selling Features: Tenna-Tie, No. 
9033-A imter-action filter joins 
high and low bend VHF antennas 
for use with single transmission 
line; has a cut-off frequency of ap- 
proximately 125 mc. 

Multi-Bow No. 410-4, a 4-bay 
bow-tie and screen, fringe area 
UHF antenna. 4 Ties are joined 
together with special constant-phase 
connecting harness which provides 
uniform current and phase distri- 
bution by locating feed points at 
an equal distance from each pair 
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of antenna terminals, giving single- 
lobe performance over entire UHF 
band; aluminum sheet dipoles. 
Completely preassembled. 
Econo-Vee No. 411, pre-assem- 
bled antenna designed to operate 
in secondary and fringe UHF areas 
as well as‘primary VHF areas. €an 
be stacked where greater sensitivity 
is required; mid-element bracing re- 
duces vibration, helps provide 
steady picture on UHF. Plastic 
dielectric insulators. 
Prices: Tenna-Tie, $3.50; Econo- 
Vee, $4.17 for single-bay, $8.75 for 
stacked antenna. 





ITI Sound Level Meter 


Industrial Television, Inc., 

Clifton, N. J. 

Device: IT-140M sound level meter. 
Selling Features: Portable, light- 
weight, pocket size sound level 
meter provides accuracy; can be 
used to check frequency response 
and dynamic range of Hi-Fi sound 
systems and proves an aid to sound 
installers and Hi-Fi enthusiasts; 
other applications include checking 
individual loudspeakers, record play- 
ers, recorders etc. 

Price: $79.95 complete with carry- 
ing case, batteries and microphone. 
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ROHN Roof Mounts & Bases 


Rohn Mfg. Co., 
116 Limestone, 
Bellevue, Peoria, III. 


Device: Rohn (deluxe) No. TMB 
ETMB (standard) roof mounts and 
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drive-in type ground mount base 
GTMB. 


Selling Features: Will accommo- 
date all masts from 1 in. to 24 in. 
diam., including Rohn ETM and 
TM telescoping mast series. Both 
deluxe and standard models can be 
installed on peak roofs, flat roofs 
or surfaces, side walls or any hori- 
zontal surface. 

GTMB drive-in ground mount 
base is suitable for use on 30-40-50 
ft. masts, and is driven into ground 
and mast affixed to protruding por- 
tion. 
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CONTROLA-TONE 


Controla-Tone Co., 
111 N. Tacoma Ave., 
Tacoma 2, Wash. 


Device: Controla-Tone remote vol- 
ume control for use on television 
and radio sets. 

Selling Features: Rheostatic vol- 
ume control connects onto one of 
the speaker wires of any radio or 
TV set, makes it possible by a flick 
of the thumb to control volume 
from a shout to a whisper from an 
easy chair, once installed it doesn’t 
interfere with TV or radio receiver. 
Price: $5.95. 


Briefs 





A new lightning arrestor, UL-5 
is announced by RMS, 2016 
Bronxdale Ave., N. Y., 62, N. Y. 
Designed to accommodate UHF or 
VHF transmission lines; features 
self-tapping screws; easily adapted 
into any mounting area. 





Pe 
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A complete service entrance mast 
assembly for ranch type buildings 
is now available from Blackhawk 
Industries, Dubuque, Iowa. In a 
7-ft. length of 2-in. galvanized pipe 
the mast comes in a single package 
complete with fittings. 
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The first practical fan designed especially for case- 
ment windows! Twin 12” fans force stuffy air out, 
pull cool air in. Reverses electrically to circulate 
fresh air. Two speeds, intake and exhaust. Easily 
installed in standard 3-light casement window. Panel 
available to fit 4-light. Guaranteed 5 years. $78.05 
retail. Sales-catching display lets customer oper- 
ate fan displayed. Sturdy wooden panel; colorful 
Masonite signs. Ht. 63%". Order R-W1253. 


ee 





Complete home cooling at low cost 


An R & M “package” attic fan brings years of cool 
summer comfort for less than the cost of a week’s 
vacation! Quietly pulls cool night air through every 
room. Easy to install—fits low attics and all standard 
hallways. Four sizes with air deliveries from 5000 to 
16000 CFM. From $137.60, retail, including auto- 
matic ¢eiling’shutter. 

Walk-under display duplicates installation as actually 
made in home. (Keeps showrooms comfortable too). 
Kiln-dried wood. Ht. 8’ 5”, 42” wide x 47” deep. Cord, 
switch. Order R-D30. 
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Reversible action pushes sales! 


R & M 18” and 22” electrically reversible window fans 
are designed to breeze-cool small homes and apart- 
ments. They exhaust stale air and pull in cooling 
breezes; reverse electrically to circulate fresh air. Two 
speeds. Install with a screwdriver. Guaranteed 5 years. 
18”, $63.40; 22”, $82.90, retail. Eye-catching display 
holds either fan, invites customers to sample breezes. 
Polished aluminum tubing, 76%” high, 38%” wide, 
25” deep. Order R-D25/34. 
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fans! 


No-draft whole-room cooling! 


Cools the whole room quickly and quietly. 
Lifts cool air from the floor, giving complete 
360° circulation. Supersafe grille protects 
small fingers. Three speeds. Mahogany plas- 
tic; chrome guard and grille. Doubles as seat 
or low table. Compact, easily portable. $53.55, 
retail. Silk kerchief display. Sticks to top 
center of fan and spins, showing 360° circu- 
lation when fan is on. 1 square yard, with 
logo and sales message imprinted. 





Robbins & Myers, Inc., Fan Division, 
387 So. Front St., Memphis 2, Tenn. 
Prices and specifications subject to change without notive. 
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wit G-E ZextOGEe “tops IN A 


WIDE VARIETY OF COLORS AND PATTERNS! 


Your customers are familiar with G-E Textolite 

surfacing’s beauty and durability . . . but see for 

yourself how much easier it is to sell individual 

counter tops—and complete kitchens—when you 

show them the wider range of handsome new pat- 

terns and decorator colors they can choose from! 

¢ G-E Textolite tops’ wide assortment of colors 
and patterns means you can satisfy the tastes of 
more prospects! 

¢ G-E Textolite plastics surfacing has a fine finish 
that resists heat, stains and scratches—gives years 
of wear . . . with minutes of care! 

© G-E Textolite tops are nationally advertised with 
full-page, fuil-color ads in Better Homes and 
Gardens, House Beautiful, Sunset and other 
leading consumer publications! 

© The General Electric name works for you! 


Goo COR ful your confulence um 
GENERAL ELECTRIC 


NEW! G-E pressure contact adhesive simplifies 
kitchen installation of Textolite plastics surfacing. 
It makes angnstant bond—eliminates clamping and 
weighting—lowers labor costs to a minimum! 


— 
——— a 


ic Company 
| — ah Cheateal Division 
Ohio 
Siena our new full-color booklet showing 
—_— o E Textolite colors, patterns 
} the complete line of G- 
| and name of local distributor. 
\ ES Aer eames TF 
1 Firm __——_ 
Stree 
i __Zone—State_——_—— 
| City 


ee 
———— 
— 


MAY, 


*Reg. U.S. Pat. Off. 
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NEW PRODUCTS... 


TV Accessories 





ADMIRAL Antenna Kits 


Admiral Corp., 

3800 Cortland St., 

Chicago 47, Ill. 

Models: 9 different outdoor TV an- 
tenna kits has been added to Ad- 
miral accessories line. 


Selling Features: Each kit provides 
a choice of 4 different mounts cov- 
ering all types of TV _ reception 
UHF, VHF and combined UHF- 
VHF; designed for color as well as 
black and white, each outfit con- 
tains everything the set owner 
needs for outdoor antenna installa- 
tion, antenna, mast, mast mount, 
guy wires, insulators and lead-in, 
plus a step-by-step instruction book. 


TV Briefs 





Tele-Matic announces a retrace 
eraser to eliminate retrace lines that 
interfere with TV reception. ‘This 
plug-in electronic network, No. 
CR-59 permits set owner to turn 
up brightness and contrast controls 
and enjoy good reception without 
annoying lines. Plugs into back of 
cathode ray tube with one lead 
connecting to yoke. Tele-Matic In- 
dustries, Inc., 1 Joralemon St., 
Brooklyn, N. Y. Price, $3.50. 

A “Silver Bee” tower mast holder 
is announced by D. Hale Darnold 
Co., 914 Kentucky St., Racine, 
Wis. Tower stands only 3 ft. high, 
but holds a 10 ft. mast with such 
rigidity that no guy wires are neces- 
sary. SB5 series towers come with 
1} or 14 in. openings. 

Guy Hobbs, Inc., announces a 
new Hi-Fi stand No. 200. It is 19 
in. high and has a top surface 18x18 
in.; wrought iron base finished in 
black lacquer, leathertone top. 

Universal Co., High Point, N. C. 
has a new deluxe wrought iron KD 
television table that employs a pat- 
ented principle to enable anyone to 
assemble table without nuts, screws 
or tools. 20 in. off floor, 4 legs are 
hinged to frame, snap into position 
ready to support set. Swivels 360 
deg. 10 in. off the floor is a shelf 
for holding books also included. 
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bleans anywhere easier... cells easier, too! 





Hoover gives you the biggest sales feature 
in tank cleaners today — the only hose that 
allows complete freedom of movement. 
There’s no kinking, ever, and no awkward 
reaching. This hose is lightweight . . . flex- 
ible as a rubber band. And it stretches— 
so the user can clean anywhere easier 
without moving or damaging furniture. 

And that’s just one of Hoover’s demon- 
strable features. Hoover’s patented wide- 
suction nozzle cleans % faster, too—no 


Exclusive Veriflex hose opens —and closes —the sale! 


overlapping required. And this new Model 
55 cleans 40% better than the average of 
9 other prominent tanks and canisters— 
no “scrubbing” at the rug. Suction ad- 
justs to the job. No dust bag to empty! 

Demonstrate the new Hoover Aero- 
Dyne to every tank cleaner prospect. Or, 
better still, let her try the Yer ex hose. 
She’ll see why cleaning is easier with a 
Hoover. And you’ll see why Hoover is 
easier to sell! 


You'll be happier with Hoover! 
The Hoover Company, North Canton, Ohio 
. 


1954 
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In Chicago, it takes 2— 


to get your 
story across 


No single daily newspaper reaches 
even half your Chicago-area pros- 
pects. It takes Two. For greatest 
unduplicated coverage, one must 


be the... 


CHICAGO 





READERSHIP CONCENTRATED WHERE MOST OF THE BUYING IS DONE! 


REPRESENTED BY: SAWYER-FERGUSON-WALKER CO., 
LOS ANGELES, SAN FRANCISCO, PHILADELPHIA, DETROIT, ATLANT.\ 


HAL WINTER CO., MIAMI BEACH 








| NEW PRODUCTS 
| 


SUN-TIMES | 


211 W. Wacker Dr., Chicago * 250 Park Ave., New York 








FOR THE DEALER’S BUSINESS 





EZY-UP Appliance Mover 


The American Pulley Co., 

4200 Wissahickon Ave., 
Philadelphia, 29, Pa. 

Device: Ezy-Up model “A” mag- 
nesium appliance mover. 

Selling Features: Light, magnesium 
appliance-handling truck with “end- 
less-belt stair-climber” treads; treads 
consist of 13 free-rolling rollers with 
an endless belt located to prevent 
truck frame from contacting or mar- 
ring steps; a web strap and self- 
tightening leverage buckle welded 
to truck frame gives quick locking 
of appliance to truck. Also available 
without stair-climber. 





EALTV calculator 


oo 


BLONDER TONGUE TV 
Calculator 
Blonder-Tongue Labs. Inc. 
526-536 N. Ave. 
Westfield, N. J. 


Device: TV Calculator. 


Selling Features: Contains a scale 
for instant conversion of decibels to 
voltage gain, charts and diagram 
describing various strengths of at- 
tenuator pads; convenient channel- 
mc scale and a table to compute 
TV transmission line losses at VHF 
and UHF channel frequencies. 








NCR Accounting Machine 
The National Cash Register Co., 
Dayton, 9, Ohio 
Device: NCR “Class 34” account- 
ing machine. 

Selling Features: For use in small 
or medium sized offices; applica- 
tions include accounts receivable, 
and payable; payroll, inventory, 











general ledger and any other book- 
keeping procedure; hydraulically 
operated carriage; automatic con- 
trol through detachable “form 
bars” at front of machine; a “re- 
verse” key permits immediate cor- 
rection of any error made, and the 
ability to clear all totals automati- 
cally; carriage functions include 
dating, tabulation, vertical spacing, 
opening, closing and return are 
fully automatic; new machine has 5 
totals. 


0 
TV 
TUBE TESTER 


AN 


ELECTRIC 
CONTINUITY 


INDICATOR 





TV Tube Tester 


Kapner Hardware, Inc., 

2248 Second Ave., 

New York, 29, N. Y. 

Device: All-electric continuity 
tester, No. 170-A. 

Selling Features: Eliminates need 
for zero adjustments and battery 
replacement; self-contained, ready 
for instant use as a bench or port- 
able tester; indicates resistance 
from a fraction of an ohm to 5 
megohms; safeguard resistor limits 
output to 1 milliampere. Also 
suited for checking filaments of all 
radio and TV tubes; low output 
makes it impossible to damage bat- 
tery or hearing-aid tubes. 

Price: $4.95 complete with test 
leads. 





Island Display Unit 


Great Lakes Store Fixture Co., 
1910 W. Maypole Ave., 

Chicago, 12, Ill. 

Device: New type self service 
merchandising display unit. 
Selling Features: 7 basic parts: 3 
structural members, 4 shelves; grad- 
uated in size from 30x60 in., for 
bottom one to 18x60 for top; dis- 
play area provided is 40 sq. ft.; 
height 54 in.; of 3 in. plywood with 
Plextone finish. 
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Colorful Display Sells 
Drink Mixer to Kids 





















A new display recently made 
available shows two youngsters 
enjoying a fountain drink made 
on their Hamilton Beach Home 
Drink Mixer. Gaily colored straws 
dip right into the container in 
which the drink is supposedly 
being mixed. 

The soda-fountain-in-your- 
home appeal is catching on rap- 
idly according to reports from 
the field. “When one of these 
professional drink mixers gets 
into a home all the other kids in 
the neighborhood set up a holler 
for one,” was the comment of a 
Southern Illinois dealer. 

This colorful display unit may 
be secured by writing Advertis- 
ing Department, Hamilton Beach 
Co., Racine, Wis. 


Year-Round Ad 
Campaign Reaches 
Most Brides 


Brides approach the altar the 
year around, with weddings oc- 
curring with surprising uni- 
formity through the year. 

That is why the Hamilton 
Beach advertising campaign to 
brides-to-be runs on a year-round 
schedule. Every issue of MOD- 
ERN BRIDE, BRIDE’S MAGA- 
ZINE and GUIDE FOR THE 
BRIDE carries a full-page ad on 
the four Hamilton Beach mixers. 

This means a total circulation 
of 1,330,808 exclusively among 
prospective brides during the 
year. 

Retailers who tie-in with this 
bride promotion are securing 
extra business. 
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Increase your May and June sales... 


Tie in with this HAMILTON BEACH 
Bridal Gift Promotion! 


18 powerful ads will help sell your prospects for GO days straight! 

























S MIXETTE 


ce 


This complete mixer department 
invites customers to sell them- 
selves. It offers a selection that 
calls for a decision to buy— 
doesn’t leave room for a NO 


HAMILTON BEACH 


mixing center 


pay! 


* 





answer! Has its own flasher unit. 
Finished in knotty pine design. 
Only 23%” high. Fits small 33” 
x 14” counter space. 50 6-page 
folders included. 


HAMILTON BEACH 


Hamilton Beach Co., Div. of Scovill Mfg. Co., Racine, Wis. 


Druggist Sells Mixers 
For Electrical Dealer 


Dwight Bilbee (left), owner of the 
Brownsburg (Ind.) Appliance Com- 
pany says that Russell Webb, neigh- 
boring druggist, is one of his best 
salesmen for Hamilton Beach Food 
Mixers. 


1954 








“Folks are interested in long life 
and trouble-free service,” says Bilbee. 
“The best demonstration I can give 
them is to take them over to the drug 
store and have Russell tell them about 
the Hamilton Beach drink mixers be- 
hind his soda fountain. 

“These mixers have been in constant 
use for ten and fifteen years, turning 
out from 50 to 100 mixed drinks a day. 
They are still giving perfect service. 
This, of course, is many, many times 


(Advertisement) 


Here’s sales support you'll feel! Through- 
out May and June, over 34 million adver- 
tising messages will push Hamilton Beach 
mixers as wedding and anniversary gifts. 
Many of your prospects will be pre-sold. 
Follow through with your own promotions 
and they'll buy from you! Write for the 
sales aids you'll need to focus attention 
on your store. Order a Mixing Center to 
spotlight your mixers. Make this program 









Take Your Choice! 
1. Order 
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the service any housewife would re- 
quire from a mixer. When we tell peo- 
ple the motors in both drink mixer and 
food mixer are basically the same, 
made by the same people, we score a 
sales point for quality and service.” 
The vast majority of drink mixers 
behind the soda fountains of America 
are Hamilton Beach units. They give 
daily testimony of the built-in extra 
years of service that Hamilton Beach 
appliances offer to consumers. —_ 
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Everybody cou afford. 


HUNTER home cooling 


























Attic fan sales increase 4th straight year 


Ave you getting your share? 
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HUNTER FEATURES: 


Easiest to install of all attic fans 


Fits low attics and narrow hallways 
Heavy-duty motor, cushion mounted 
Operates for a few cents a day 

Fan unit guaranteed 5 years; 

motor and shutter | year. 


Backed by Hunter’s 67-year experience 


HUNTER 


Hunter makes a complete line of fans and room air conditioners 








Everybody is talking about cool com- 


fort today . . . and more attic fans 


are being sold than ever before to 


people who want to cool their entire 
house at low cost. Many are buying 
Hunter Attic Fans for “whole house” 
nighttime cooling and room condi- 
tioners for daytime spot cooling. 


Let your Hunter distributor tell you 
how to get your share of profitable 
attic fan business. Hunter dealers 
get the benefit of sales-making dis- 
plays, cooperative advertising, color- 
ful literature, newspaper mats, TV 
films . . . everything you need to 
build volume sales. 


Hunter National Advertising Makes Sales Easy 


Hunter Attic Fans are advertised reg- 
ularly in Better Homes & Gardens, 
American Home, House Beautiful, 
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Small Homes Guide, Popular Me- 
chanics, American Builder, Architec- 
tural Record and NAHB Correlator. 


Contact your Hunter distributor today, or write 


HUNTER FAN AND VENTILATING CO. 
398 S. Front St., Memphis 2, Tenn. 


& 


Attic Fans 
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ELECTRICAL APPLIANCE 


Air Conditioners 


Another Record Year in Sight, But... 


“We're going to sell a heck of a 
lot of air conditioners this year. It 
looks like a record unless we have 
snow in July.” 

So said a New York air conditioning 
distributor, when queried by ELec- 
rRICAL MERCHANDISING last month 
about the prospects for the forthcom- 
ing summer season, already predicted 
to be the greatest in the industry’s 
history. ; 

Other distributors in other cities 
agreed with this optimistic New 
Yorker, but a lot of them qualified 
their enthusiasm by adding the word 
; but...” 

What were some of the “buts’’? 
Here are a few of the reasons why dis- 
tributors were predicting 1954 would 
bring a few headaches to an industry 
that heretofore was mainly worried 
about keeping up with peak season 
demand: 

1. Competition will be a lot stiffer 
this summer, because there are a great 
many more manufacturers in the field 
(an estimated 30 or 40 more than the 
70 that were in it last year). 

2. There was some carry-over from 
the 1953 season. Only scattered in- 
stances of inventory were reported, 
but it amounts to more than at the 
beginning of last year’s season. 

3. Price-cutting, a product of stif- 
fer competition, has already appeared 
in evidence once or twice, and the 
industry expects to see a lot of it later 
in the year. 


Varying Accounts. Distributors in 
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NEWS 


TRADE REPORT 





® With some 30 or 40 new manufac- 
turers in the fold, the business grows 
more competitive day by day 


® Most dealers and distributors agree 
that price-cutting is going to be an 
important factor this summer 


some 15 major cities gave ELECTRICAI 
MERCHANDISING varying accounts of 
how their sales to dealers were going 
as of April 1. They ranged from an 
enthusiastic New York distributor’s 
report of 260 percent above the same 
time last year, to a disgruntled Pitts- 
burgh distributor who said dealers were 
“reluctant” to buy and sales were 
lower than last year. 

The majority of distributors con- 
tacted, however, said sales to dealers 
were higher than last year. 

As reported in the February issue of 
ELECTRICAL MERCHANDISING, manu- 
facturers’ shipments started toward a 
record rate early in the year. While 
no association figures were available 
for the first three months of 1954, 
they were unofficially reported to be 
better than double the figure in 1953. 

A few utilities’ reported a definite 
increase, with 6,946 units sold as of 





April 1 this year against 5,216 units 
for the same time in 1953. 

As for early season sales at the 
dealer level, only a few encouraging 
reports were received. In Cleveland, 
a large department store sold 10 air 
conditioners in March—right in the 
midst of a 23-inch snowstorm. 

But such reports were oddities. One 
New York distributor said he did 
not expect much in the way of early 
season sales, because the public was 
aware of many new brands being ad- 
vertised this year and would not have 
to rush to buy a room unit in fear 
that they would not be able to get any 
at all if they didn’t buy early. 

Heavy Inventory. One of the larg- 
est manufacturers, who reported dis- 
tributors sales to dealers were slow, 
said there was an extremely heavy 
carryover of air conditioners (for the 
industry in general). He said a check 








TED WEBER, JR. 








of advertising linage for the first three 
months of 1954 showed 158,000 lines 
of ads were run on air conditioning, 
about two-thirds of which was for 
cut-price deals trying to get rid of 
last year’s inventory. 

But, he said, there would be a sellers 
market if “we had three hot. days in 
May.” 

At the same time, other manufactur- 
ers took a more optimistic viewpoint. 
G-E reports its “best first quarter on 
record,” with orders for most air 
conditioning lines up 100 percent over 
last year. 

“The words ‘slump’ and ‘recession’ 
are unknown in the industry today,” 
said G-E’s air conditioning manager 
F. J. Van Poppelen. “Seasonal changes 
too are being minimized by new mer- 
chandizing techniques. In our own 
case, we sold more packaged air con- 
ditioners in December and January 
this year than in last July and August.” 

Frigidaire announced it is doubling 
its air conditioning advertising this 
year and expects to double its produc- 
tion of room units also. 

Many early-season mail and adver- 
tising promotions were reported to 
ELECTRICAL MERCHANDISING corres- 
pondents, along with frequent explana- 
tions that “its going to be a much 
more competitive season this year, so 
we have put our promotion plans into 
effect early as a result.” 

With reports from utilities showing 
the months of May, June, July, and 
August, account for a large part of 


AIR CONDITIONING PROSPECTS 
“another record unless it snows in July...” 
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TEST NO. 22: TEST FOR TORQUE. 


Here thermostats are tested to see that the dial movement is free | 
and easy. Controls are tested both at room temperature and 
at a level well above any possible installation temperature, to 
assure correct movement at all times. Salvatore Maddalena— 
| 16 years with Wilcolator—checks the smooth turning of the ©) | 
dial on an instrument which measures inch-pounds of pressure. | | | 
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In oven thermostats, you can’t afford to guess about relia- 
bility . . . you have to know. That’s why Wilcolator takes ; 
great pains to insure the performance of every Wilcolator |) 
thermostat you'll ever sell. 


Years ago Wilcolator introduced the liquid-expansion type | | 
oven thermostat now used throughout the industry. We are far (| 
from content to coast on the reputation for leadership this 
gave us. Today we strive constantly to make each Wilcolator 
thermostat as good as quality materials, skilled workmen, and 
rigorous control can make it. 


> ae ee emo! 4 


For this is how we build the word-of-mouth enthusiasm for | 
Wilcolator controls which makes your selling job not only i 
easier but more satisfying. = 

; 


| | 
. ; 
& \Vilcolalor 
ae Pr. A iy 
ae \y COMPANY a 








1001 NEWARK AVENUE, ELIZABETH, NEW JERSEY 


15,000,000 units ago Wilcolator first helped the cook out of the kitchen 
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U1 AUR COnDITIONERG 


ALL NEW... (Jme 





EARLY APRIL display of room air conditioners draws the attention of a top- 
coated passerby. Numerous reports of heavier-than-usual early season buying 
at the consumer level have been reported by air conditioning firms this year. 


the year’s business, distributors were 
asked if they expected any shortages 
if a heat wave were to strike. Almost 
without exception (The South), they 
answered in the negative. 

Southern Upsurge. In the South, 
where selling begins early, a Florida 
utility estimated sales of air condition- 
ing at the dealer level to be 4,013 units 
in its district for the months of Janu- 
ary, February, and March, as against 
2,817 units for the same period last 
year. Considerable early season buy- 
ing was reported in many small south- 
ern towns, which heretofore has been 
a relatively untapped market. 

Considerable “wheeling and deal- 
ing’”’ was reported in Chicago, with one 
distributor complaining the air condi- 
tioning business was “‘just a little dis- 
organized.” He said all kinds of offers 
were being made to dealers to get the 
business, including discounts, kick- 
backs, consignments, trips and guar- 
anteed sales. 

In both Milwaukee and Chicago 
there was early season talk of consign- 
ment and trade acceptance or payment 
plans with the privilege of returning 
all unopened factory sealed cartons to 
distributors for merchandise credit by 
September 1. 

One Midwest distributor said that 
while the carryover units, increased 
competition and deals among distribu- 
tors and dealers had got the year off 
to a bad start, things would straighten 
out in May when the first warm 
weather hits. 

“The cork is going to be pulled 
shortly,” he said. 


New Catalog 


The spring and summer edition of 
the 1954 Appliance, Television and 
Gift Catalog has been published by 
Appliance Publication of America, 
Inc., it has been announced. 

The catalogs are used for distribu- 
tion to consumers by retail dealers 
and distributors. Individual covers 
with the dealers’ and distributors’ 
names may be ordered. 
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SCHEDULED MEETINGS 


ROCKY MOUNTAIN ELECTRICAL 
LEAGUE 
(Spring Conference) 
Shirley-Savoy Hotel, Denver, Colo 
May 2-4 


PORCELAIN ENAMEL INSTITUTE 
(Mid-Year Division Meeting) 
Edgewater Beach Hotel, Chicago, Ill. 

May 12-14 


ELECTRICAL WOMEN’S ROUND 
TABLE 


(National Conference 
Sheraton Hotel, St. Louis, Mo. 
May 14-15 


PACIFIC COAST ELECTRICAL 
ASSOCIATION 
(Annual Convention) 
Hotel Del Coronado, Coronado, Calif. 
May 19-21 


APPLIANCE PARTS JOBBERS 
ASSOCIATION 
(Spring Convention) 
Detroit-Leland Hotel, Detroit, Mich. 
May 20-21 


EDISON ELECTRIC INSTITUTE 


Convention Hall, Atlantic City, N. J. 
June 1-3 


NATIONAL ASSOCIATION OF 
ELECTRICAL DISTRIBUTORS 
Convention Hall, Atlantic City, N. J. 

June 6-11 


RADIO-ELECTRONICS-TELEVISION 
MANUFACTURERS ASSOCIATION 


Palmer House, Chicago, Ill. 
June 15-17 


CHICAGO MARKETS 
Furniture and Merchandise Marts, 
Chicago, Ill. 
June 21-July 2 


NATIONAL ASSOCIATION OF 
MUSIC MERCHANTS 
Chicago, Ill. 
July 12-15 


NATIONAL HOUSEWARES AND 
HOME APPLIANCES EXHIBIT 
Auditorium, Atlantic City, N. J. 
July 12-16 


WESTERN SUMMER RADIO-TELE- 
VISION & APPLIANCE MARKET 
Western Merchandise Mart, San 


Francisco, Calif. 
July 19-23 


















Here’s a closeup of the new Emerson-Electric DeLuxe Room Air Condi- 
tioner... the unit you can sell with confidence, without reservations. 

The well-known dependability and long-lived quality of Emerson-Electric 
fans have been translated into this superbly designed and engineered 
room conditioner... presenting a great new selling opportunity for you! 
For complete information on the complete line of Emerson-Electric DeLuxe 
Room Air Conditioners, write for Brochure No. RC61. 





Biggest national advertising campaign in Emerson-Electric history 
will back these units, plus sales helps like these: 
® Consumer folders — colorful, packed with selling information, for use as mailing 
pieces, bill inserts, etc. 
® Attractive floor display — to sell them on the spot! 


® Newspaper mats, radio and TV scripts — to do the big /ocal selling job, the one 
that means profits for you! 


THE EMERSON ELECTRIC MFG. CO. 


St. Lovis 21, Missouri 


Da 
at ect 
EMERSON 25 ELECTRIC 


ROOM AIR CONDITIONER 
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Send for Free Brochure describing 
these and many other features 


e \/., ¥- and 1-ton sizes with BTU ratings 
of 6,000, 8,600 and 11,500 pér hour. 

e@ Twin-cylinder compressor (except 1/2-ton 
unit which has single cylinder). Ultra- 
quiet, efficient, two-speed blower motor. 

@ Comfort-Control Dial gives easily under- 
stood directions for any of 8 services. 
Thermostat equipped. 


@ Perfected uniform air distribution lou- 
ver, distinctly new, with 13 possible 
combinations of directional flow, finger- 
tip control, 

© Beautifully designed all-steel cabinet fin- 
ished in Antique Ivory and Fawn Enamel 
which blends with all furnishings. 
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the BROILGU/K 


ROBOT CHEF 


BARBECUES 
ROASTS 
TOASTS 
BROILS 
GRILLS 
FRIES 

e BOILS 

e DEFROSTS 
e WARMS 


e and BAKES! 





aoe J 
I = 


~~ 


WES ) RETAILS AT 
eel Tn 75.95 








WINNER 
Fashion 
Academy 
Award 

for Design. 








Sensational New BAKE-O-MATIC Electric tray Makes 
Baking quick and simple with BROIL-QUIK. Serves as warming 
tray or hot plate...unlimited heat control! 





* WORLD’S ONLY COMPLETE LINE 
OF BROILER-ROTISSERIES! 












~ BROIL-QUIK 


BROIL-QUIK 
<<” = —_FRYER-COOKER 


SUPER-CHEF 


 BROIL-QUIK 
ROBOT CHEF 
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IS FIRST! 


) FIRST IN PROFITS FOR THE DEALER? 


)} FIRST IN SALES. .. ALL OVER AMERICA! 























P FIRST IN FEATURES... MOST DESIRED BY YOUR CUSTOMERS! 





b FIRST IN ADVERTISING ... $2,300,000 AD BLAST REACHING 
3 OF EVERY 4 PROSPECTS IN YOUR AREA! 








» FIRST WITH COAST-TO-COAST TV...IMPORTANT SHOWS YOUR PROSPECTS WATCH!. 





} FIRST IN CUSTOMER PREFERENCE... MOST ASKED-FOR BY NAME! 
























Completely Automatic Infra-Red Cooking System 


e Revolutionary TUBULAR Thermo-Rod for e Robotemp Heat Control. Unlimited heats for 
Quik-Sear Cooking! (no exposed wire coils!) unlimited varieties of foods. 

e Robotimer—automatic timer! e Set it and forget it! 

Plus These Outstanding BROILQU/A ROBOT CHEF Features 

e Giant Capacity...as much as a 12-Ib. roast! e Easy to Clean...Big Restaurant-type grill! 

e Removable shelves! e Slide-Away full-view glass spatter shield! 

e Additional grill spit! e Concealed Motor—1-year guarantee! 





BROILQUIK 


if your local distributor cannot supply you, write or wire us for name of nearest distributor or representative. 


Product of PEERLESS ELECTRIC INC. 615 W. 131st Street, New York 27, N. Y. 
WORLD’S LARGEST MANUFACTURER OF INFRA-RED APPLIANCES 
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“7 WITH DEALERS FOR Profits! 
.. WITH CUSTOMERS FOR Satisfaction ! 



































RETAILS FOR 
$19.95 


Federal Tax 
included 





mon ore Ty: 
” Guaranteed ‘*, % 
Good Housekeeping 
















“0, my 
45 apvearisto 


ENTERPRISE 
home acl 
ICE CREAM FREEZER 





NO SALT! 
NO ICE! 
NO MESS! 


In Any Electric Refrigerator! 


You positively OWE it to yourself and your customers to sell this 
new marvel. It's the hottest selling sensation on the market today! 


NOW AVAILABLE!) 
HARD -SELLING, SPACE-SAVING COUNTER MERCHANDISER 


To help you keep this exciting new appli- 
once before your customers at all times, 
Enterprise now has a colorful, hard-selling 
counter displayer available for your use. 
For more information toward greater 
sales and profits call your distributor or 
write us for full information without delay! 


The ENTERPRISE MFG. CO. of PA. : 


PAGE 


ENTERPRISE 





‘CE CReam 
FREEZER 


3rd & Dauphin Sts 
Philadelphia 33, Pa 
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Makes Delicious Ice Cream Automatically | 

























} Taxed at 10% Television : 
Air Conditioning 

Items Reduced Refrigerators Freezers 

to 5% Excise lroners Electric Blankets 

Tax Toasters Dryers 
Ranges Water Heaters | 
Fans Flat irons 
Dishwashers — Garbage Disposals 
Power Mowers Floor Polishers 
Broilers Dehumidifiers 
Air Heaters Mixers 
Juicers Food Choppers | 
Door Chimes Pants Pressers 
Ice Cream Freezers Choppers 
Hedge Trimmers Movie Projectors 

Items Vacuum Cleaners 

Not Taxed Washing Machines 
Heating Pads 
Sewing Machines 








Excise Taxes Cut to 5% 


The appliance industry wins a partial victory as 
Congress reduces manufacturers excise taxes by half 
on a wide variety of products, but not TV or radio 


With the long-awaited excise tax 
relief finally becoming a reality—at 
least _partially—appliance manufac- 
turers last month were reducing prices 
an average of $5 to $25 and “hoping 
for a buying spurt to bolster lagging 
sales. 

Excise taxes were reduced by half— 
from ten percent to five percent—on a 
wide variety of appliances. The meas- 
ure was pushed through in the Senate, 
accepted by the House, and signed 
reluctantly by President Eisenhower 
just before the April 1 expiration date. 

Congressional action amounted to 
at least a partial victory for the Amer- 
ican Home Laundry Manufacturers 
Association in particular. The most 
voluble complaints against the tax were 
registered by AHLMA representatives, 
who said the tax had crippled some of 
its members. 

Included in the products which ob- 
tained the fifty percent tax cut were 
refrigerators, freezers, ironers, toasters, 
water heaters, dishwashers, broilers, 
mixers, electric blankets, garbage dis- 
posers, ranges, dryers, fans, and a list 
of miscellaneous items. 

No Help for TV. A move to reduce 
the tax on radios and television sets 
failed and that tax remains at 10 per- 
cent. In addition, air conditioners 
were inadvertently omitted, but it may 
be possible to include air conditioners 
when all the new tax cuts are written 
into the revision bill by the Senate at 
a later date. Senator Capehart said he 
had assumed that air conditioning had 
been included, but Senator Douglas 
had not written them into his bill. 

Vacuum cleaners, washing ma- 
chines, heating pads and sewing ma- 
chines presently are not taxed. Vac- 
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uum cleaners were exempted in 1943, 
heating pads in 1951, and there never 
had been a tax on washing machines 
and sewing machines. 

On installment purchase, the In- 
ternal Revenue Service ruled that re- 
tailers and wholesalers were entitled to 
refunds on floor stocks held as of April 
1 but that no refunds were due to 
customers on installment purchases 
contracted prior to April 1. 

Almost all manufacturers affected 
by the tax relief immediately an- 
nounced a revised price structure, but 
some of them pointed out that the tax 
was on the manufacturers, and not on 
the retail sales price. 

Prices Reduced. Generally on prod- 
ucts running up to $150 at retail, the 
list price was reduced $5; over $200, 
reduced $10; over $300, reduced $20; 
over $400, reduced $30; and so on. 
For electric housewares, the list prices 
were generally reduced $2 or $3. 

There were no reports of exception- 
ally heavy buying on items which were 
reduced in price, although advance 
publicity of a possible tax cut was be- 
lieved to have caused a sales drop prior 
to April 1. 

At least one manufacturer said the 
excise tax would not prove a “cure- 
all” for the current problems of the 
appliance dealer. Parker Ericksen, vice 
president of Avco, told the Edison 
Electric Institute that first quarter re- 
tail results show that more expensive 
appliances with work-saving devices 
were outselling the lower priced lines 
with ordinary features. 

In Canada, excise taxes were re- 
pealed entirely on a wide variety of 
appliances, but not on television or 
radio. 
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SUPERFLAME HAS 
THE SENSATIONAL 


wperfar 


The basis for the most successful home 
heater promotions ever staged. Gives 
you a “year-around” selling weapon. 
Eliminates trade-in problems. Only Su- 
perflame gives you such a complete 
*“‘supercharged”’ sales program! 
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“FUEL-SAVER” 
_ HOE BEAIERS 








DEALERS’ RECORDS PROVE SUPERFLAME 
SELLS IN VOLUME, EASIER, FASTER! 


Superflame’s power packed promotions build traffic, boom business! They 
give you the most help where it does you the most good... at the local level! 
POWERFUL ADVERTISING HELPS, SALES PRODUCING MERCHANDISING PLANS, 
Eve CaTcHING Displays, COLORFUL SALES LITERATURE, PLUS—THE Most 
LIBERAL Co-op AD PLAN IN THE INDUSTRY! 

All this plus the greatest array of ‘“‘quick-sale” features ever seen! Exclu- 
sive ‘“‘Fuel-Saver” saves up to 50% on fuel! New beauty! Proven dependability 
that prevents service headaches! Models for every need, and every pocket- 
book! A Superflame franchise is your most valuable heating appliance franchise! 





GET FULL DETAILS 
OF THIS POWER 
PACKED PROGRAM! 
WRITE TODAY! 
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TELEVISION 








LOCATING NEW MARKETS for Westinghouse color television sets are (left to 
right) S. F. Myers, general manager of advertising and sales promotion for the 
Westinghouse TV division; T. J. Newcomb, manager of the division; and J. F. 
Walsh, division manager of marketing. 


Westinghouse Zeroes in 


... on the color television market of the future 
and the black-and-white business of today by being the 
first to get color sets on the dealers’ floor 


Westinghouse television officials 
this spring are moving carloads of prac- 
tically “‘unsaleable” color TV sets into 
new market areas as fast as they are 
hooked up to receive a color signal. 

The color sets, which have small 
screens and big price tags, were on 
sale a full month before any other 
manufacturer had color sets on a deal- 
er’s floor. Sales have been negligible, 
but Westinghouse admits it does not 
aim to sell many color sets. 

“When we first advertised color sets 
for sale, early in March, we found out 
that the public wasn’t interested in 
buying them, and we weren't disap- 
pointed,” T. J. Newcomb, manager of 
the Westinghouse television and radio 
division, told Erecrricat MERcHAN- 
DISING last month. 

The philosophy behind the decision 
to put color sets on the market, at a 
time when no other manufacturer 
thought it would be worth while, boils 
down to this: 

1. To get the jump on the rest of 
the industry, merchandising and pro 
duction-wise, so that Westinghouse 
will be in a better position to exploit 
the future color market than any other 
manufacturer. 

2. To stimulate sales of black-and- 
white TV by using color to sell against 
monochrome and to help the public 
associate the name Westinghouse with 
television. 

“We tried to get dealers to make an 
honest effort to sell color sets and we 
still do,” Newcomb said, “but our ex- 
perience in New York has taught us 
that dealers want to sell color against 
black-and-white.” 

Westinghouse has estimated it gets 
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about five and a half percent of the 
present monochrome market, which it 
does not believe is enough for such 
a giant company. Company officials re- 
port color has been a “tremendous lift” 
to monochrome sales so far. 

How Color Started. The first moves 
that enabled Westinghouse to score 
a color beat on the industry were made 
about a year ago. At that time, New- 
comb said, “it began to look like the 
pressure was on the FCC to do some- 
thing about color, we decided 
we'd get set mam ingwise.”’ 


After making a al plea 
to Westinghouse top = Newcomb 
got backing in his plam to make sure 
Westinghouse would not have to eat 
the rest of the industry’s dust with 
color, as it did several years ago with 
black-and-white. 

“We were the first company to or- 
der our equipment from RCA,” New- 
comb said. “We got approval for 
$750,000 worth of equipment in Pitts- 
burgh, and had all of our test equip- 
ment by December 1, 1953. Then 
we began to move.” 

By early spring of this year, West- 
inghouse had its first color sets rolling 
off the production line at its new plant 
in Metuchen, N. J.; and on about the 
first of March placed sets with more 
than 50 dealers in the New York-New 
Jersey metropolitan area. The sets 
made use of the 15-inch picture tube, 
which gives the equivalent of a 124 
inch picture. The suggested list price 
was $1,295. 

A few weeks after opening in New 
York, Westinghouse moved into Phil- 
adelphia, Boston, Chicago, and Cleve- 
land; and plans to open up in Minne- 





apolis, Milwaukee, Los Angeles, San 
Francisco, Denver, Atlanta, the Can- 
ton-Akron, O., area, Youngstown, and 
other cities, as soon as they are set up 
to receive color. 

“We're learning a lot about mer- 
chandising, and we're learning it first,” 
Newcomb said. 

Setting up Markets. When West- 
inghouse decides to move into a new 
area, it contacts the Westinghouse dis- 
tributor there, said J. F. Walsh, mar- 
keting manager. Promotional material 
to be shown to the dealers is arranged; 
distributor service men come to Me- 
tuchen to take a one-week color serv- 
ice school, and the color sets are put in 
the boxcars for shipment to distribu- 
tors and dealers. 

“All in all, it takes us about a month 
to set up a market for color,” Walsh 
says. “Each dealer gets one color set 
to put on his floor. If he sells it, he 
gets another.” Dealer discount is 
one-third of suggested list price. 

“It takes a little longer to set up a 
color set in a home, than a black and 
white set,” Walsh says, “but once it’s 
installed it gives us more trouble than 
black and white.” Installation and a 
one-year warranty costs the consumer 
around $150. 

Training service men to handle color 
TV is under the supervision of A. H. 
Kuttruff, TV service manager of Me- 
tuchen. The Westinghouse color set 
has almost twice as many parts as the 
standard monochrome receiver, and is 
correspondingly more complicated to 
service. 

“A good, smart serviceman can learn 
how to do it if he concentrates at our 
one-week training program,” Kutruff 
says. “He doesn’t have to be a genius. 
But at the same time, if he’s not too 
bright, and doesn’t care, it may take a 
long time.” 

Kutruff said Westinghouse had been 
pleasantly surprised to find that of the 
25 or 30 sets sold during the first 
month in New York, there had been 
practically no trouble. 





The Problems. No sooner had West- 
inghouse got its feet wet in the color 
television business than it went around 
to its New York dealers and did a sur- 
vey on dealer and consumer reaction. 
The survey, which is described else- 
where in this section, proved that lack 
of color programming is the biggest 
obstacle to color sales at this time; 
that picture size is second; and price 
is third. 

“Nobody who has seen color tele- 
vision in action would want to be with- 
out it,” Newcomb said. “But with 
only a very few programs on every 
week, and little notice about them, 
you can’t expect people to buy color 
TV sets. If there were two or three 
color programs on every night, color 
TV would take off like it was jet-pro- 
pelled.” 

Westinghouse admits that when 
color sets with 19-inch picture tubes 
arrive on the scene later this year, the 
15-inch set will be worthless. But 
Westinghouse is all set to change over 
its production line and will begin mak- 
ing bigger sets as soon as tubes come 
along. Retail price for the 19-inch 
set is expected to be around $1,400 or 
$1,500. 

Westinghouse does not expect any 
price war to develop in color though 
it recently lopped $195 off its full- 
color console model after RCA came 
out with a $1,000 open-face model. 

“You can’t put a color television set 
together in your spare time with a 
screwdriver,” Walsh said. “The days 
of the television production line on the 
dining room table are over. This color 
is too big a business.” 

Already one jump ahead of the rest 
of the industry, Westinghouse officials 
indicate they have some more surprises 
coming up—but will not talk about 
them. 

“We started out ahead—and we in- 
tend to stay that way,” they say. Mean- 
time, they want to sell a lot of black- 
and-white television sets, and they 
think they have found the formula. 


Why Isn't Color Selling? 


Lack of programming is a bigger obstacle to sales 
of color television at this time than price or picture tube 
size, a Westinghouse survey indicates 


The biggest stumbling block in the 
path of color television sales at this 
time is not high price or small picture 
tube—it is lack yc te programs. 

That is the highlight of an informal 
survey Westinghouse Corp. personnel 
conducted recently among their own 
dealers selling color television sets in 
the New York-New Jersey metropoli- 
tan area. 

Westinghouse color sets, with 15- 
inch tubes and a suggested list price 
of $1,295, hit the floors of 51 metro- 
politan area dealers about March 1. 
They were the first color sets actually 
on sale to anybody who wanted to buy 
them. 

About two weeks later, Westing- 
house sent out eight representatives of 
its New York sales office to talk to the 
dealers who had handled color for a 
short time and find out how the pub- 
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lic—and the dealer—had reacted. The 
survey was not a formal, comprehen- 
sive report, but a series of interviews 
and informal chats among dealers, 
Westinghouse personnel, and distribu- 
tor personnel. 

For this reason, and because of the 
short time that color had been avail- 
able, Westinghouse stressed that the 
survey could be taken only as an initial 
glimpse of some of the problems in- 
volved—not as a forecast or as an in- 
dication of any long term trends in 
color television. 

What Conclusions? Of the conclu- 
sions that could be drawn from the 
survey, Westinghouse believes that 
the most important are the reasons 
prospective buyers gave dealers for not 
buying color TV at this time. The 
man who discussed this with dealers 
said these were the reasons given, in 
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Amana s expanded plant facilities are 
setting new production records every day. How- 
ever, public acceptance of our quality products. .. 
backed by a century-old tradition of fine crafts- 
manship . . . is so great, that our production has 


never equalled the demand. 


Along with highest quality workmanship, Amana 
offers more of the features consumers want, plus 
the finest advertising and merchandising in the 
field. It is no wonder, then, that Amana has, re- 
gardless of general market conditions, continued 
to increase its sales, and its percentage of industry 


sales, year after year. 


Why not investigate the valuable Amana franchise 
... sell the products more people want... and 


more and more people are buying. It’s a trend that 


can bring you profits. 





Gear Round “stor-mor’ 
ROOM AIR CONDITIONERS CONTACT YOUR AMANA DISTRIBUTOR, Teole)om 11494445 


OR WRITE 
AMANA REFRIGERATION, INC., AMANA, IOWA 








ELECTRICAL MERCHANDISING—MAY, 1954 PAGE 145 


An ODCHMISION store front 


---an open door to better business! 


‘ 7’ 

Sux what we sell...” says the 
appliance store with a Pittsburgh 
Open-Vision Store Front. Well- 
arranged merchandise, clearly 
seen through a Polished Plate 
Glass Front like the one shown 
here, has turned many a casual 
window shopper into a paying 
customer .. . has helped increase 
the store’s revenues. 

Many merchants — in all kinds 
of businesses, in every section of 


the country — report bigger sales, 





-_ 
Store Fronts 


and Interiors 
by Pittsburgh 
J 











PAINTS GLASS - Cc 


TTSBURGH 





IN CANADA: 
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CANADIAN PITTSBURGH 














IN THIS EYE-CATCHING electrical appliance store, E. E. Hubbard & Son, Monticello, 
Illinois, extensive use was made of Twindow Plate Glass Insulating Window Units; 
Pittco Store Front Metal; and gleaming, beautiful Carrara Structural Glass. The en- 


trance features a Pittsburgh Doorway with a Herculite Glass door and a Tubelite 


frame. 


better business, more customers 
after they modernized their stores 
with a beautiful and customer 
appealing Pittsburgh Open- 
Vision Store Front. 

And you can do the same for 
your business. If you're planning 
to open a new store, move to an- 
other location or modernize your 


present place of business, why not 


HEMICALS BRUSHES 


PLATE GLASS 





PLASTICS 


look into the advantages of a 
Pittsburgh Store Front? You'll be 
glad you did! 

For more information, send for 
our free, illustrated booklet which 
gives examples of Pittsburgh 
Store Fronts and contains com- 
plete details on Pittsburgh Prod- 
ucts. Just return the coupon. 


There is no obligation. 


Pittsburgh Plate Glass Company 
Room 4218, 632 Fort Duquesne Blvd., Pittsburgh 22, Pa. 
Without obligation on my part, please send me a FREE copy 


of your modernization booklet, “How To Give Your Store 
The Look That Sells.”’ 
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FIBER GLASS 


COMPANY 


INDUSTRIES LIMITED 
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order of their relative importance: 
. Lack of color programming. 
. Small picture tube. 
. High price. 

“He was very strongly convinced 
that lack of programming was the big- 


WN 


gest obstacle,’ a Westinghouse 
spokesman said. “More than half of 
the dealers gave this as the No. 1 
problem.” 

Westinghouse officials pointed out 
that this was supported by the fact 
that only about 25 color TV sets had 
been sold a month after they hit the 
market—“and in a place like New 
York, there are plenty of people who 
would be glad to pay a lot more than 
a thousand dollars to see color televi- 
sion programs, if available.” 

Survey Highlights. Among 
other survey highlights were: 

—The presence of color TV on a 
dealer’s floor did not act as a deterrent 
to black and white sales. To the con- 
trary, 19 dealers said they felt it acted 
as a stimulus to monochrome sales (13 
said they did not think it acted as a 
stimulus, and 13 others were unde- 
cided). 

—While better than half of the 
dealers said they were really trying to 
sell color, they would switch to black- 
and-white if the prospect was reluctant 
(Westinghouse originally attempted 
to get only dealers who they thought 
would make an honest attempt to sell 
color). 

--Most people who came into the 
dealers’ stores were just there out of 
curiosity, said 30 out of 46 dealers. 

—Only about half the dealers felt 
they had increased store traffic notice- 
ably by having color TV on their 
floors (sets had only been there about 
two weeks at that time). ; 

—Only 20 out of 45 dealers said 
they had arranged special promotions 
to push color TV—or had floor displays 
and streamers for this purpose. 

—One-third of the dealers were ad- 
vertising sets for delivery. Four were 
mailing out cards, four others said they 
planned to. 

—Thirty-one dealers said they were 
open for night-time demonstrations of 
color broadcasts from NBC-TV. 

—Very few dealers would hazard a 
guess as to how color TV would sell 
in the next few months. However, 
three of the big chain stores estimated 
they would sell one to five sets a 
month through June. 


the 


Clean-up Time 






TELEVISION chassis gets a cleaning by 
serviceman who uses a Lewyt vacuum 
cleaner to blow out dirt and dust parti- 
cles. Gross Distributors, Inc., of New 
York takes cleaner on service calls. 
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A. What's Fedders Fever ? 
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¥%, ton* Deluxe 


New ‘* ton Capacity 
Model 49 


Model 44 





1ton* and 1%4* ton Consoles 











New ‘4* ton Deluxe * All Fedders Units are 1 ton* Deluxe 
Model 46 full rated Model 411 


off for you is right at your Demon- 
n’t your contest display 
Bill Chase, Ad Manager, 


Buffalo 7, N.Y. 


The Fedders Fever pay 
stration Center. And if you have 
kit, call your distributor, or write 
Fedders-Quigan Corp-» Dept. EM-5, 
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Maybe you deserve another title, too. 
You handle a lot of money. 
What do you do with it? 


You’re not just a manager of advertising: you’re a manager of money, 
too. Maybe you deserve to be titled “Appropriations Manager.” 


How do you spend your firm’s money when you are offered several pub- 
lications, one of which gives you more outlets — including nearly all of 
the bellwethers? You don’t just allocate some money to all of the pub- 
lications. 


Maybe some advertising agencies would advise you to build a “list,” 
to “keep your name before the trade,” (whatever that means). 


But you expect your agency to recommend dominance, getting your firm 
full representation in the leading publication. 


In the field of retailing electric appliances and radio-TV sets, that 
“leader” is the only ABC paid-circulation magazine. 


In this field, you know how important the important retailers are. In 
this publication, you can make them realize how important your product, 
your line, your brand is. 


They buy the magazine solely to get selling ideas on radios, TV sets, 
electric housewares and major appliances. You can sell them your ideas 
on its pages. 


You want a report and a recommendation from your agency? Tell us 
who is your account executive, your media man—we'll give him the 
data. 


BSISE SOT Tui @ alone 
MERCHANDISING “" 


cover the market alene 











A McGRAW-HILL PUBLICATION, 330 WEST 42ND STREET, NEW YORK 36, WV. Y. 
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NO STINKERS in the Wilson line... 


You’ ve nary a stinker to worry about when you sell the Wilson line. 





Wilson specializes in Freezers. And a Wilson franchise covers 
freezers only. There are no riders, no tag-along products what- 
soever. 

And what freezers Wilson “‘Wife-Savers”’ are! The most beautiful, 
the most practical, the most saleable freezers you ever saw! De- 
signed from the “customer angle’, they have every feature a 
freezer can have—there are uprights and chests—in sizes for every 
size family. And at a price that’s strictly competitive. 

Look into Wilson Freezers—and a Wilson franchise. You’ll be 
glad you did. 


WILSON 1954 
‘WIFE-SAVER"' FREEZERS 


America's Most Beautiful Freezers 





REFRIGERATION, INC. 


Div. Tyler Refrigeration Corporation 
Smyrna, Delaware 


MAIL COUPON FOR COMPLETE DETAILS 


WILSON REFRIGERATION, INC. 
102 Glenwood Ave., Smyrna, Del. 
Please send me complete information 
and details on Wilson Freezers and 
Franchise availabilities. | am inter- 
ested in: 

[_] Wilson Dealer Franchise 

[-] Wilson Distributor Franchise 





Nome 





Company 





Address 
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Big Time for Midgets 


Last month there was no business like antenna business for 
midget Charles Bolender (shown above in Gimbel’s window in 


New York). 


And for the trade in many metropolitan areas there was no 
antenna business like midget antenna business. 


In the matter of three months midget antennas had, if you 
believe their producers, racked up tremendous sales totals in 
department stores from coast to coast. They had also drawn a 
cautioning letter from the New York Better Business Bureau 
which thought that some of the claims (outperforms many outdoor 


and all indoor antennas) might be going a bit too far. 
Where the business was going to end was anybody’s guess. 


By mid-April the furor had quieted down somewhat. 


But you 


couldn’t ignore the sales totals achieved in the boom days of 
March. One firm reported that in the first week its unit had been 
on the market it had sold well over 100,000 antennas. 


Color Prices Set 


Vestiges of a price structure for in- 
troductory color TV sets began to take 
shape last month as Westinghouse, 
RCA, Admiral, and General Electric 
announced suggested retail prices for 
their 124-inch picture tube receivers 
now on the market. 

RCA said its initial open-face con- 
sole model would carry a suggested list 
price of $1,000. This same figure was 
set by General Electric and Admiral 
for a similar receiver. 

Westinghouse announced a price re- 
duction of $195 shortly after the RCA 
price was announced. Previously listed 
for $1,295, the Westinghouse price 
was changed to $1,100. 

Westinghouse officials explained 
that their set retails for an additional 
$100 because it is a fulldoor model 
rather than an open-face console model 
as are other makes. 
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Low-end TV Shown 


Sylvania has announced a new line 
of low-priced monochrome television 
receivers, known as the “Challenger” 
series. Price-leader is a 17-inch table 
model at $139.95. In the 21-inch 
series, the lowest priced model is 
$169.95. 

Henry Argento, vice president, said 
the 17-inch line represented “the 
world’s smallest” 17-inch sets, and he 
described the series of receivers as “an 
entirely new approach to the primary 
and secondary markets.” 

A variety of cabinet finishes are of- 
fered, and controls are located on top 
of the cabinet. 

Argento said the Challenger series 
made their bow fully six weeks ahead 
of the scheduled June showing of the 
complete 1955 Raytheon TV line, “to 
enable distribution of the Challengers 
to get off to a fast start.” 


1954—ELECTRICAL MERCHANDISING 


Syne 2l-Sulgl 


1954- 


WHO?—WHERE? are the Leaders? 
You ll Find Them HERE! 


For 30 years leading manufacturers, distributors 
and merchants in the home furnishings indus- 
try have met at the American Furniture Mart’s 
markets. 
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At the beginning, stoves and ranges; then ice 
boxes; and for the past 20 years—major appli- 
ances, and for the post-war decade—television- 
radio and air-conditioning activity has centered 
here. 


Name the leaders—in production—in retail sales. 
You'll find them here. See the merchandise, con- 
sult top management, pick up display, advertising 
and selling ideas. Nowhere else can you do it so 
economically, and so effectively. You can buy 
success here. 


oo 
. 
. 
: 


WRITE FOR ADMITTANCE PASSES, MAKE 
HOTEL, TRANSPORTATION PLANS TODAY 


THE 
- AMERICAN 
FURNITURE 
MART 


666 Lake Shore Drive, Chicago 11, Illinois. 
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\ MALL appliance service may not be your 
biggest problem, but it can be one of your 
most annoying ones. 





Well, the problem of handling repairs is one 
baby we’ve really tackled. And we think we’ve 
come up with a plan that’ll help keep you from 
“slipping.” 

When it comes to servicing small appliances, 
this plan lets you know exactly where you 
stand ... and you won’t be thrown off balance! 
Here’s how it works. 





G.E.’s new “Rapid Service 
Plan” saves time! 


First of all there’s the time element. Many 
dealers feel repairs take too long. Well, there’s 
no longer any reason that the time problem 
should upset you. 

General Electric now has more than 100 
authorized service outlets throughout the U. S. 
Your store is no more than 48 mail hours from 
one of these. 


But here’s the big news: Most appliances are 


For full information on G.E.’s new “Rapid -occc?c?c3???esescr-"- 


Service Plan’ (including complete list of 


service outlets), send in this coupon today. Write to me: 


Bob Evans 


Small Appliance Division (Dept. P.S.5) 
General Electric Company, Bridgeport 2, Conn. 


| 

| 

| 

| 

| 

| 

If you have your own small appliance 
repair department, you are to be con- j Service Plan.’ 

| 

| 

| 

| 

| 

| 

| 

| 


> 


gratulated. Ordinarily you won’t need 


our “Rapid Service Plan.’’ However, if ES A ee eee 
you should ever require extra repair 
help... in a hurry . . . please use our a Pees poets 
facilities for as long as you need them. 

ivan cdidie Paet-ocn pares 
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small appliance service 
throw you off balance ! 


Please send me your free booklet, G.E.’s New ‘‘Rapid 


ey 





New “Rapid Service Plan” 
for small appliance dealers 


repaired and on their way back to you within 3 
days after receipt at service center! Rarely 
takes more than a week. 


No excessive charges! 


Second, there’s that problem of the charge. 


Under G.E.’s new policy, repair charges will 
be kept to a minimum. Average cost of repairs 
on a toaster, for example, is only about $3.00! 


How you benefit! 


Both of the announcements above are good 
news for customers, but what do they do for you? 


] They build customer good will! Happy 
* customers become steady customers—re- 
turn to you for other appliances in the future. 


2 Dependable service is your best answer 

* to the cut price, too-busy-to-bother boys. 
Handle service on small appliances quickly and 
efficiently and the average customer would 
rather deal with you! 


a 
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IN CONSTRUCTION 
Rohn Towers are built of heavy duty 
tubular steel electrically welded 
throughout by skilled workmen exact- 
ly to specifications. Proof of Rohn con- 
struction lies in the fact that thousands 

towers have been sold in the past 
several years and have successfully 
withstood the rigors of time in all 
climates and under the severest of 
conditions! 


iM PERFORMANCE 
Rohn Towers assure you of trouble- 
free performance and once installed 
give unquestioned satisfaction year in 
and year out! You are free of com- 
geinw because over the years Rohn 
owers have proved themselves from 
the serviceman, dealer and customer 
point of view! 


iN SALES 

Sales acceptance has been phenomenal 
— thousands have been sold coast-to- 
coast — and the design has been one 
which has withstood every test 
known! Why “experiment” with an 
unproved tower design when you can 


sell Rohn? 





So we ask you, ““‘Why take chances 
with an untried tower’ Be sure — sell 
Rohn — the only tower of its kind to 
withstand every test! 











Le a ee “ —— onan - = 
Rohn Fold-Over Tower - a 
only one of its kind 
exclusive with | 
Rohn — | 
patent \ 


Rohn Telescoping | 
Mast — complete \ 
line in a proven 
structural 7 
design in 20° 

—3'—40'—  / 
50’ models. / 


/ 
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3 Self Supporting Rohn Towers 
To Fit Your Every Need 


The No. 5 — The self-supporting tower for 
use up to 40’, or guyed to 80". An economical, 
yet sturdy, permanent tower! 

The No. 10 — The standard 12” design that 
is self-supporting to 50’ and can be installed 
to 120’ when guyed! 

The No. 20 — The heavy duty Rohn Tower, 
ideal for communication and where great 
height is required — self-supporting to 60’, 
or guyed to 150’! 

All Rohn Towers are in 10’ sections — easily 
erected, transported and stored! 











A COMPLETE LINE OF TOWER 
ACCESSORIES AND HARDWARE 


A full line of Superior Design Tower acces- 
sories is available including guying brackets, 
house brackets, wall mounts for towers and 
masts, special tower bases such as peak and 
flat roof mounts, etc. 














BE SURE TO SEE US AT THE 


PARTS SHOW 
Booth 14 


DISPLAY ROOM -6I6A 
CONRAD HILTON MAY 17-20 








FEATURING: 


your profits. 
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V New products and additions to the quality line of 
Rohn Towers, Masts and Accessories. Some items 
featured include a new line of tower and mast bases 
and a new, improved line of Rohn Masts. 


New promotion material and ideas for increasing 


1 New Rohn Revised Catalog—giving the latest cata- 
log sheets and sales ammunition. 


Contact your Rohn authorized rep- 
resentative or your distributor for 


FREE CATALOG or write... 


MANUFACTURING CO. 


DEPT.EM 116 LIMESTONE BELLEVUE 


PEORIA, ILL. 





| 
| 
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TV on Hot Seat 


The television industry is in a dilem- 
ma because it has told the public that 
color TV is here but it doesn’t have 
the technological ability to deliver the 
services the public demands. 

That is the view of Dr. W. R. G. 
Baker, general manager of G-E’s elec- 
tronics division, who spoke recently to 
the Electric Club of Los Angeles. 

“The nub of the problem is the 
picture tube to which no one, as of this 
date, has a satisfactory and conclusive 
answer,” Dr. Baker said, adding that 
the tube problem will be resolved 
eventually, “although color television 
in its final fruition may take a little 
longer than the optimists in the indus- 
try predicted.” 

Dr. Baker pointed out that the in- 
dustry is “irrevocably committed to the 
task of solving this problem in the pub- 
lic interest, in the shortest possible 
time, and through those means his- 
torically associated with our competi- 
tive enterprise system.” 

Proponents of color television since 
1946 apparently have been deluded by 
the need for “immediacy” and the be- 
lief the public would accept color in 
any form or size, at practically any 
price, he said. 


Emerson Expands 


Emerson Radio and Phonograph 
Corp. has taken steps for further in- 
ternational expansion by announcing 
organization of Emerson Radio of 
Canada, Ltd., and licensing of a 
manufacturer in Italy. 

The Canadian firm will manufacture 
and merchandise the complete line of 
Emerson products in Canada, accord- 
ing to Ben Abrams, president of 
Emerson. Headquarters will be in the 
town of Mount Royal, Quebec 

At the same time, Abrams an- 
nounced the licensing of $.I.C.A.R.T., 
of Florence, Italy, to manufacture 
Emerson products under the Emerson 
name and distribute them to consum- 
ers in Italy. 

Abrams also revealed Emerson has 
developed a new radio, described as 
the world’s smallest. It is one-third 
the weight of Emerson’s pocket port- 
able radio and fits in the palm of the 
hand, Abrams said. 


RETMA sets Curbs 


RETMA has proposed that all TV 
manufacturers cooperate in a volun- 
tary program of self regulation de- 
signed to minimize the interference 
of television and FM radio receivers 
caused by radiation and spurious emis- 
sions. 

A plan submitted to the industry by 
RETMA calls for adherence to the 
recommended intermediate frequency 
of 41.25 megacycles for TV receivers, 
to proposed radiation limits for TV 
and FM sets, and voluntary submis- 
sion of sets for testing and certifica- 
tion to an independent laboratory to 
be selected by a special committee. 

Dr. W. R. G. Baker, as chairman of 
the RETMA special committee, 
warned that failure of manufacturers 
to adopt this plan would lead to 
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Lots of Light 


ALUMINIZING process of 27-inch TV 
picture tube at General Electric’s Syracuse 
plant results in “‘lightbulb’’ effect as high 
current vaporizes aluminum in tube. Pro- 
cess throws off light strong enough to 
read by, which a G-E secretary does here. 


regulatory action by the FCC in the 
public interest. 

Rosel Hyde, chairman of the FCC, 
said the RETMA plan was substanti- 
ally in agreement with proposed rule 
changes now being considered by the 
FCC. 

Hyde, in a telegram, previously 
urged RETMA to police its own in- 
dustry in regard to radiation and spuri- 
ous emissions (see ELectricaL MEr- 
CHANDISING, April, p. 223). The action 
came after some manufacturers 
brought out low cost sets with 21- 
megacycle IF, causing interference 
problems. 


New Color Test 


RCA has announced development 
of a new test instrument which will 
enable color set owners to determine 
if their receivers are adjusted to receive 
color programs while no color pro- 
grams are actually on the air. 

It is the “color stripe generator,” a 
test piece valued at about $500, to be 
placed in TV broadcasting stations. 
Use of the generator is expected to 
expedite introduction of color TV in 
the home. 

The generator enables the broad- 
casting station to transmit a greenish- 
yellow color signal in the form of a 
thin stripe at the extreme right side 
of the picture tube while a black and 
white program or test signal is in prog- 
ress. The stripe probably will be viewed 
only for a few minutes at a time, which 
will enable the color set owner to make 
sure his set is adjusted so that he will 
be able to view a color program at a 
later time. 

The color stripe does not appear 
on black and white sets except as an 
almost invisible gray stripe. In test 
demonstrations, there have as yet been 
no protests or inquiries from mono- 
chrome set owners who did not know 
the signal was being transmitted, RCA 
said. 

The FCC and RETMA both have 
indicated approval of the color stripe 
generator, according to RCA. The new 
equipment is expected to be in use 
shortly, RCA officials say. 
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How small-town dealer 






does BIG-TIME business 






William S. Wellons, President, Wellons’ 
Mercantile, Inc.; North Carolina State 


Chairman of NARDA. 


Mr. Wellons writes for the tenth edi- 
tion of ‘Ladies’ Home Journal Appliance 


Store Success Bulletin.”’ 


This bulletin is mailed on request to a 


group of appliance dealers and is con- 
densed in this space for the benefit of all 


appliance retailers. 


WILLIE WELLONS, OF DUNN, N. C. (POP. 6316) MAKES BIG IDEAS PAY OFF IN PROFITS 


On discount selling... 


“Discount selling is the great enemy of the 
appliance business. The demand is filled, the 
prospect removed, and no money has been 
made. A new prospect has to be created. It 
is better to make more money with less sales.” 


On financing your own business... 


“In 1952 I maintained separate finance- 
charge records in my office and found that I 
made as much profit on financing my own 
accounts as I did on the sale of merchandise.” 


On filling the customer’s needs... 


“I have found it very profitable to carry 
many different lines of merchandise of fast- 
moving items. If my customers desire to 
trade entirely in one store, I can supply at 
least 80% of all their needs for home and car. 
The additional items can be carried at no 
additional expense except inventory, but 


Nearly half—47% —of your women customers plan from, 
and shop from, the pages of 


“JOURML & 
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they can go a long way toward paying over- 
head and bringing operating cost to a 
minimum.” 


On free service... 


“Free service is one of our most valuable 
forms of advertising and means more profit 
for the organization. The service department 
is the difference between selling merchandise 
at retail level or discounting for wholesale. 
When a customer suggests a discount, we 
inform him that we service the appliance 
free for one year and this service could some- 
times cost more than the price of the mer- 
chandise.” 


On buying right... 


““*Tf you buy right, you can sell right’ is cer- 
tainly a good principle on which to operate. 
I feel that carload buying is advisable in 
certain seasons, but if it is necessary to bor- 
row money to buy in carload lots and if you 


1954 


are too small to turn your inventory quickly, 
you will cripple yourself. I have made a good 
profit in buying close-out items and old 
models at a discount. Buy light on models 
which move slow, and sell old models before 
the new models are displayed. Discuss the 
merchandise you are thinking of buying with 
the employees who will sell it.” 


On advertising and promotion... 


“Good advertising and promotions are a 
great asset to the success of a business. 


“Once we offered a free electric range to the 
person submitting the longest list of people 
who did not have electric ranges. One en- 
trant surveyed one-third of the entire terri- 
tory and listed 2600. I wrote to each of the 
names submitted, offering a free pressure 
cooker with the purchase of a new electric 
range. This promotion paid off greatly in 
sales, customers gained, and publicity.” 
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A Giant for Westinghouse 


The firm shows its new 45-million-dollar plant for 
making appliances and keeps an eye on the dealer to 


make sure it can sell them 


Westinghouse recently opened for 
the trade press its 45-million dollar 
plant at Columbus, O. At the present 
time, the two-million square feet of 
working area is not fully used, but 
when Westinghouse starts using the 
four assembly lines (only one is oper 
ating now), the plant will turn out 
4,000 major appliances—primarily re 
frigerators and freezers—a day. 

With such formidable capacity, 
Westinghouse is making certain there 
will be a great effort made to sell the 
appliances that will be built. This 
vear, more than ever, the theme “dem 
onstrate to sell” will be used. 

\sid the regional meeting 
which Westinghouse holds cach year 
to introduce the new line, the firm 
held a special meeting during April, 
bringing in “kev” dealers and dis- 
tributors to the new auditorium (ca- 
pacity for 1,000) for two day meetings. 

Kept Both. As the Columbus plant 
is currently producing only small re- 
frigerator models, the other refriger- 
ation production will be maintained 
in Mansfield, O. Eventually it will be 
moved to Columbus and production 
will double. Although the units are 
being made at different plants, both 
plants ship mixed carloads direct to 
dealers 

No plans have been made for pro 
duction of appliances other than re- 
frigeration, but John H. Ashbaugh, 
vice president, electric appliance divi 
sion, stated that they could easily be 
geared to produce them in the plant 
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hat includes appliances now on the 
market, or any that may come in the 
future. For instance, Ashbaugh 
pointed out that if a product should 
have a rapid growth, it could easily 
be moved from its present plant to 
the Columbus facilities where produc- 
tion could be speeded up. 

Westinghouse has what G-E started 
a couple of years ago, an appliance 
headquarters in easy reach of sup 
pliers and transportation. Westing- 
house officials when planning the 
plant took out a map and drew lines 
on a triangle from every supplier of 
steel, as well as railroad connections. 
The meeting point of all these tri- 
angles was a point only 40 miles east 
of the current plant. 

Able to Expand. Looking inside the 
new plant, one is not surprised at its 
capacity. The plant covers 37 acres 
of a 315-acre site. Thus, Westing- 
house can easily expand if the occa- 
sion arises. But with facilities for 
49 freight cars (six miles of railroad 
siding enter the plant at eight points), 
the plant can easily handle 60 cars of 
raw materials and produce 90 cars of 
ippliances a day. 

Speaking briefly about business con- 
ditions, Richard Sargent, manager of 
major appliances, who just completed 
1 tour on the eastern sector of the 
country, described the dealer’s outlook 
as good. 

Said Sargent: “Some 10 percent 
will say their sales are behind those for 
this time last.vear, another 10 percent 






FIRST STEPS in the fabrication of steel for Westinghouse refrigerators are made 
in the manufacturing area of the Columbus plant, pictured above. Machines in 


foreground shear steel to various sizes. 
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(left to right): George Meilinger, general sales manager; John Ashbaugh 
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ON HAND for press-showing of the new Westinghouse plant in Columbus, O., are 


me Nae 


vice 


president; and Dick Sargent, manager of appliances. 


will say they are ahead. But the ma- 
jority feel they are about the same.” 

However, Ashbaugh, in outlining 
the progress of the company for Janu- 
ary and February, said that sales were 
up five percent. Ashbaugh pointed 
out that carload shipments directly to 
retailers had increased 20 to 25 per- 
cent over the same period of 1953. 
The sales are made through the dis- 
tributors, but the shipment is direct. 
Thus, the sales may lag a little from 
the actual shipments, or in other 
words, not give a true reading of the 
current condition. 

Increase Expected—Reporting on 
the sales conditions for the whole year, 
and Westinghouse’s share, Ashbaugh 
felt they would be 15 greater than 
1953, which had been the best in the 
Westinghouse history. 

J. R. Clemens, advertising and sales 
promotion manager, believes that the 





ie 
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most important thing to do with ap 
pliance advertising is get the dealer to 
help more with the advertising that 
manufacturers set up. This year, he 
pointed out, they have put aside far 
more (about one-third for cooperative 
advertising) from their budget. 

Aside from the dealer advertising 
which will help increase his profits, 
Westinghouse will use fewer con- 
sumer publications. Greater use of 
only five consumer magazines and TV 
will be made. And the bulk of this 
advertising will be done during May, 
June, and July. 

Clemens pointed out that 44 per- 
cent of the total refrigeration sales 
are made during this period, and about 
one-third of appliances sales. Hence, 
Westinghouse wants real support from 
the dealer so that both will benefit 
from the timing and strength of their 
ads, whether TV or magazine ad 


eX 


CAPACITY TO STORE 100,000 major household appliances is available in the 
warehouse area of the Westinghouse appliance plant in Columbus, O. Freight 
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cars can be loaded quickly from either side. 
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ALUMINUM 
SELF-STORING 
COMBINATION 
WINDOWS ALUMINUM 
PICTURE-WINDOW 
COMBINATION Painted ALUMINUM 
SCREEN & STORM DOOR ADJUSTABLE 
VENETIAN 
AWNINGS 


Ta ERMOSEAL gives you a complete package... 


to wrap up profitable home modernizing business | 









~<Se® Ses 
SS-—i_ Exclusive, Protected Franchise “EL Nationally Advertised 
» A Complete Line of Window, ee Protected Profits 
‘= { Door and Weather-Protection 

— Peaducte ea Co-operative Advertising 
<3, Products of Proved Merit. Sa Expert Selling Help 
SET )6Hundreds of thousands of instal- 


lations...approved over the years. 


THERMOSEAL 


SEND 
r FOR | 
Aluminum wi 
COMBINATION WINDOWS & DOORS DETAI 
PORCH ENCLOSURES sets 
ALUMINUM & FIBER-LITE AWNINGS NOW 





] Gentlemen: 





Fie 

































THERMOSEAL DIVISION 
The F. C. Russell Company 
Dept. 3-E54, Cambridge, Ohio 


Please send me further details on Thermoseal 
Awnings, Combination Windows, Doors, and Porch 
Enclosures and the exclusive Thermoseal Franchise. 
Nene———_____ 
Company 7 
Address 














Zone 











City State— 





Type of Busi 








The Greatest Franchise Opportunity of 1954 sig 
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_ CAN'T BE WRONG! 











THAT'S THE NUMBER OF 

REDMOND MICROMOTORS 

IN USE OVER THE PAST 
25 YEARS 


A CUSTOMER ACCEPTANCE RECORD BASED 
ON LONG, DEPENDABLE PERFORMANCE! 





Compactness and simplicity of design have made 
















these MicroMotors the most popular low-priced 
power packages in the field of shaded pole motors. 
Features include selectively fitted self-aligning 
porous bronze bearings, plus impregnated wind- 
ings highly resistant to oil and moisture. An ex- 
cellent choice where open ventilation is suitable 
and light weight desirable. Call on Redmond’s 
“Customer Engineering Service” when you 
select the motor for your particular appli- 


cation. Just drop us a line. 
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COMPANY, INC. 






OWOSSO, MICHIGAN 
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Admiral Charts Expansion 


Ross Siragusa informs Admiral stockholders the 
firm will embark on an expansion program late this 
year, mainly in television and some appliances 


Admiral Corp. fast month an- 
nounced it will put into effect the 
largest expansion program in history 
late this year. 

President Ross Siragusa told stock- 
holders in Chicago he could not reveal 
details of the expansion program at 
this time, but that it probably would 
be mainly in television and some ap 
pliances. The program is scheduled 
for completion around 1956. 

Siragusa said Admiral sales for the 
first quarter of 1954 were expected to 
be down somewhat, but that “this is 
not indicative of the remainder of the 
year’s operation.” 

“We have been undergoing a period 
of readjustment, due mainly to the 
sharp decline in television sales—our 
largest volume product—that began in 
the final quarter of 1953 and carried 
over into 1954,” he said. 

“Admiral, along with other com- 
panies, cut back production to balance 
field inventories,’ Siragusa said. With 
inventories in excellent condition to- 
day, he said Admiral anticipates more 
normal sales and profits during the 
rest of the year. 

Siragusa also said: 

He has downgraded his estimates 
of color television production for 1954, 
both for Admiral and the industry as 
a whole. Admiral expects to make 
10,000-12.000 color sets this vear. 

He feels prices in black and white 
will be stable this year; neither go 
up or go down. 

He expects the 21-inch color TV 
tube to be in use in about two years, 
and that the public will not buy the 
present small-screen sets. 

He expects Admiral will make two 


White’s New Line 


and one-half times as many air condi 
tioners this year as last, and sell all 
of them. 

—Admiral’s first quarter sales of ap 
pliances was ahead of 1953, but 
tapered off in March as dealers and 
consumers anticipated the 50 percent 
government excise tax cut. 


Electronic Stove 


Tappan Stove Co. is testing a new 
electronic cooking range developed in 
conjunction with the Raytheon Manu 
facturing Co. and designed to “open 
in entirely new concept of meal prep 
iration.” 

Experimental electronic —_ rang 
have been placed in kitchens of fam 
ily homes where they are now ope! 
iting, according to Alan P. ‘Tappan 
president of the stove firm. Quantity 
production is expected to begin som 
time in 1955, with a limited number 
of units being turned out. 

By the electronic cooking method 
food is warmed from within, and the 
cooking container itself is not heated 
Bacon can be broiled on a_ paper 
plate, with a paper napkin crumpled 
underneath to absorb the grease, ‘lap 
pan said. Vegetables can be cooked 
directly in the china dishes in which 
they are served. 

A big factor in electronic cooking 
is the saving in time, it was pointed 
out. Cheese will melt in five seconds, 
1 potato can be baked in five min 
utes, and a 16-pound stuffed turkey 
would need only an hour and fifteen 
minutes of cooking 





UNVEILING of new line of White Products Corp. water heaters is occasion for 
get-together of top brass, including, left to right: Edward Lamb, president of 


Lamb Enterprises (White parent organization); 


A. D. Vining, executive vice 


president and manager of White Products; and J. Howard McGrath, vice president 
of Lamb. Firm showed a new series of water heaters to divisional managers 
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FIRST 
SEWING MACH 
EVER 


N ECC od I the world’s 


BACKED BY THE BIGGEST ADVERTISING AND PROMO- 
TIONAL PROGRAM ... in the sewing machine industry, 
the ‘‘HOME"’ Show on WNBT—TV Network, covering 43 
key markets .. . and such leading national publications 
as Ladies’ Home Journal, McCall's, Good Housekeeping, 
Better Homes and Gardens, Woman's Day, and other 


publications of equal importance .. . and newspaper 


You are INVITED TO SEE—INVITED TO BE A NECCHI-ELNA sewing machine dealer. 
Write today for complete information on how you, too, can be a part of the greatest 
independent dealer organization in the sewing machine industry. 


NECCHI SEWING MACHINE SALES CORP. 164 West 25th Street, New York 1, N. Y. 
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most advanced CABINET 


—=ELNA— the world’s 
most advanced PORTABLE 


coverage in 65 newspapers in key marketing areas—is 
the media that will be telling and selling consumers 
around the country why NECCHI and ELNA are the best 
buys in sewing machines today. Add to this a nation- 
wide publicity program . 


. . a hard-selling, hard-hitting 
promotional program and you have the reasons why 
you owe it to yourself to see these machines first. 


(weceni\ 





SEWING CIRCLE 
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Small Motor Specialist 
Praises Burnout Protection 


of KLIXON Protectors 


WEST NEW YORK, N. J.: John Limonta of the United 
Electric Company, specialists in small motor repair, speaks 
from his years of experience on the benefits of KLIXON 
Inherent Overheat Protectors. 


“As a service man I see the need of protection in motors. 
In fact, I know of one motor manufacturer who built a good 
motor, but went out of business because he did not have 
protection in his motors. I believe he would still be in 
business, if he had used Klixon protectors. We do far less 
rewinding of motors which have Klixon motor protectors 
in them.” 


Klixon Protectors Reduce 
Service Calls and Repairs by 
Preventing Motor Burnouts 


The Klixon Protectors illustrated keep 





motors in electrical appliances and other 


_ motor-driven equipment from overheating 
and burning out. Look for equipment with 
Klixon-Protected motors for trouble-free 
7 —— he motor operation. 









SPENCER THERMOSTAT 
Division of Metals & Controls Corporation 
2505 FOREST ST., ATTLEBORO, MASS. 
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Whirlpool Milestone 


COMMEMORATING the 5,000,000th post-war home 
duced by Whirlpool are (left to right) 
Andrew Ehrhardt, quality control manager; P. E. Geldhof, vice president; and 
John M. Crouse, sales manager. The model, a 1954 Imperial automatic washer, 
rolled off the assembly line on March 19th. 


Seeks Reo Purchase 


Henney Motor Co., Inc., which re- 
cently purchased Eureka-Williams, last 
month announced its intentions to buy 
Reo Motors for $16,500,000. 

Terms of the agreement were an- 
nounced jointly by Joseph S. Sherer, 
Jr., president of Reo Motors, and C. 
Russell Feldmann, president and 
principal stockholder of Henney. 

Reo’s board of directors accepted 
the offer, which will be placed before 
Reo stockholders for their approval at 
a later date. If approval is given, the 
sale is expected to be effective about 
August 31. 

“Our intention is to continue 
operation of the business, and we 
hope, with the cooperation of Reo 
management and personnel, to expand 
operations,” Feldmann said. 


Mealtime Instructions 


Mises #. 









of the FEST 
LETS: MAME 











laundry appliance pro- 


: Donald W. Alexander, vice president; 


Manufacturers Briefs 


@ Permutit Co. has formally dedi- 
cated a new $750,000 metal working 
plant in Lancaster, Pa. It marked the 
preliminary step to the eventual cre- 
ation in Lancaster of a complete in- 
dustrial center for the manufacture of 
several of the company’s products. 


@ Borg-Wamer Corp. and _ Borg 
Warner International Corp. of the 
United States have entered the Aus- 
tralian domestic market for domestic 
appliances. 


@ John Oster Manufacturing Co. has 
announced purchase of the Cummins- 
Chicago Corp. portable power tool 
division. No changes in the Cum- 
mins sales organizations are con 
templated. 


NOVEL USE of refrigerator door is this washable plastic blackboard which fits on 
front of all models of the new line of International Harvester refrigerators. |-H 
home economist Paget Burke shows how messages can be written in chalk on the 


board for the benefit of the family. 
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IT’S HERE! IT'S REVOLUTIONARY! 


The Newest Sensation in the Appliance Field — 
The Sales Sensation of the Year! 


THE NEW 2-"-1 COOLERATOR 


FIRST TRUE SPACE-SAVER COMBINATION —ONLY 312" WIDE! 





Full size REFRIGERATOR in the top! 


® More usable fresh food space than standard 
8 cu. ft. refrigerator! 








@ Extra shelves in the door 
@ Big 18-qt. Crisp-O-Lator for vegetables 
7 e Adjustable convenience-level shelves 





@ Handy butter saver 
@ Perfected automatic defrost 
®@ Positive thermostat control 





Full size FREEZER in the bottom! 


@ Stores 220 Ibs. of frozen food! 


@ Roomy Kold-Hold shelves for 
fast freezing 





@ Extra shelves in the door 





@ Separate ice cube shelf 
@ Adjustable middle shelf 
@ Giant roll-out bin for bulky items 





NEVER BEFORE a sales opportunity like this! 
Coolerator’s startlingly new ‘‘Freezerator’’ makes 
present refrigerators obsolete! It opens up an en- 
tirely new market. Any home can have both freezer 
and refrigerator in the space now occupied by re- 
frigerator alone! 


MARVELOUS in its space-saving convenience! 
Takes up no more space than the usual refrigera- 
tor! Only 312 inches wide. Twice as good — for 
sales, for customers — because it’s 2-in-1. 

EYE-APPEAL is buy-appeal! The Coolerator 
RDC-66 is a gleaming beauty ...a proud addition 
to any kitchen! Lustrous, long-lasting finish, easy 
to wipe clean. Rounded, beautifully builc cabinet, 








COOLERATO 


See your Coolerator distributor or write for complete details today. sparkling porcelain interior that stays snowy white. 


COOLERATOR COMPANY, Duluth 1, Minnesota This freezer-refrigerator combination is bound to 
A Division of International Telephone and Telegraph Corporation cause a big stir in kitchens all over America! 


Suggested national list price, $479.95, 
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FROM BOLIN: A look into a Crystal Ball. 


FROM HANFORD: No more mashed potatoes. 


FROM CHOYCE: Secrets about Sears Roebuck. 






EEl Updates the Market 


In its 18th annual sales conference, the utility association learns the latest 
techniques for promoting, demonstrating, and selling in a changing market 


[Three speakers emerged at the 
['wentieth Annual Edison Electric In- 


stitute, held in Chicago April 5 to 8, 
with messages of particular interest to 
the appliance business 

One was C. C. (Dick) Choyce, na 


etail sales manager, Sears, Roe 
who described in hitherto 


tional r 


buck & C¢ 


unknown details the giant mail order 
chain: another was Roger Bolin, ad 
vertising manager, Westinghouse Elec- 
tric Corp., who made a tour de force 
with triple stereoptican statistics; third 
was Mrs. Florence P. Hanford, home 


economist, Philadelphia Electric Co., 

who expanded on the possibilities of 

home demonstrations by television. 
Curious Parallel. A curious parallel 


exists between the utilities and the 
mass merchandisers, pointed out 
Chovee Private utilities have seen 
their revenue increase from $3 billion 


to $5.9 billion in 10 years, an increase 
of 97 percent. Kilowatt hours used 
bv the residential customers grew from 
1.070 to 2,355, a 126 percent increase 
Sears in the same period jumped its 
business from $1 billion in 1943 to 
$3 billion in 1953, a 200 percent gain. 

Sears increased its sale of electric 


4 


equipment from $100 million in 10 
years to $500 million in 1953. 

Sears is the largest retailer of light- 
ing in the United States, moving 3 
million fixtures, 


10 million incandes- 
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cent bulbs in 1953 

Sears is interested in adequate wit 
ing, realizing many sales of room cool- 
ers were lost last year because of 
this. 

[he company is equally interested 
in customer satisfaction, maintaining 

»,000 service men to take care of the 
12 million major appliances it has sold 
since the war, which with prewar sales 
makes a total of 25 million. In its ad- 
vertising, it has used 17,647,000 
column inches of newspaper advertis- 
ing, of which million promoted 
electrical products in 1953. 

There are today 1,845 Sears people 
enrolled in a home study course in 
adequate wiring. The firm does a job 
of product training, encourages its 
employees to take the E. E. I. 
courses. 

More Contests. Choyce believes in 
sales contests, and says that incentives 
at store levels show up in profits. He 
favors demonstrations, and encourages 
power company people to do this for 
Sears. In conclusion he uttered a hope 
that all utilities get into merchandis 
ing, and keep coming up with new 
gimmicks. 

Roger Bolin of Westinghouse, 
whose crystal ball was a three barrelled 


sales 


steroptican, foresaw 428 million ap- 


pliances sold in the next five years. 
[he factories, he said, which 








have 


jumped from 54 million square feet 
of floor space in 1949 to 89 million in 
1953, are capable of producing them. 
\dequate wiring to operate them can 
be sold on the installment basis, as 
proved in Cincinnati. 

There is need for mass demonstra- 
tions, as took place in the 1920s, to 
do two things: 1. Sell the product, 
2. Sell full use of the product. A 
survey showed that 50 percent of the 
owners do not employ the automatic 
features of the electric range. 

[here are many ways in which the 
electric load can be made to grow. 
Home entertainment, which takes 10 
billion kilowatt hours today will rise 
to 24 billion by 1963. A black and 
white TV receiver uses 200 watts an 
hour. Color will pump this to 300. 

New Appliances. In 1930 there 
were 19 types of appliances on the 
market. By 1940 there were 36, and 
by 1953 there were 54. Bolin thinks 
the home will have six more appliances 
by 1963. Air conditioning promises 
a spectacular growth. 

Economically, he said, old age pen 
sion and unemployment insurance in- 
spire people to make long range com- 
mittments. The shortage of domestic 
help reflects itself in appliance pur- 
chases, and women workers, with their 
own paychecks, are a double stimulant 
to appliance sales. 
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Homes consumed an average of 547 
kilowatt hours in 1930, 934 in 1940, 
1643 in 1949, 2330 today, and they 
will be using 5,000 in 1963. 

In the intensely lighted television 
studios of 1947 mashed potatoes had 
to be used as a facsimile for ice cream, 
cheese dressing took the place of 
cream, because of the heat, Florence 
P. Hanford, pioneer TV home econo 
mist of the Philadelphia Electric Com 
pany told the home service group. 

Techniques Change. Studios are 
cooler today and regular foods may be 
employed, she said. Meanwhile tech- 
niques have grown up, and television 
differs greatly from platform work. 

On television you use a wooden 
spoon in order to avoid noise. Trays 
are lifted, not slid. Aprons are not 
worn because they make a girl look 
fat. The presentation is very intimate 
and the 15 to 75 thousand viewers 
can see peas in a pot, can look into 
the bottom of a pan. Burning some 
thing is unforgiveable, and the home 
economist must personally take the 
blame if an appliance fails. 

TV home economists do not talk 
all the time, but let their audiences 
watch. Too many repeated words, 
such as “here” or “now” are not liked. 
Fundamentally the viewer tunes in 
for information. 

Mrs. Hanford chooses menus which 
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GREETING VISITORS are two representatives of McCall's magazine, Camille 


Davied and Elizabeth Sweeney Herbert. 


TIME OUT from industry 


ire not too common. Pot roast and 
apple pie are not popular, and steak 
is too expensive. Her audiences do 
not like to have her spill things on 
the floor, because they see it happen 
on their living room rugs. 

Ad Libs Program. Mrs. Hanford 
does not read recipes over the air, but 
encourages viewers to write in. She 
id libs her program, working from a 
cue sheet and being sure the equip- 
ment is ready in advance and the 
recipes have been tested. Exact timing 
is most important, as she has only 29 
minutes for her presentation, and this 
nervous tension. Contrast in 
colors of food is important, and she 
costumes herself in dresses that are 
aqua, toast or rose color, feeling the 
print dresses are “too busy.” 

One hundred thirty-one utilities will 
act together in 1954 to promote ap- 
pliances, said H. H. Brenan, Penn- 
sylvania Power & Light Co. The 
theme, “It’s modern—it’s electric” will 
permit wrap around of the slogan with 
water heaters, freezers or almost any 
product. An eskimo character called 
“Freezer Freddie” will make his bow 
in the freezer campaign, and display 
material for almost any product is be 
ing drawn up. Seventeen-thousand dis- 
play kits have been sold to utilities for 
their co-operative operations. 

Dan A. Packard, general sales man 


Causes 
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matters allows Lucille Bush, Johnson’s Wax, and 
Admiral’s Vivian Overand to compare latest fashions in hats. 





ager of Kelvinator division of Nash 
Kelvinator, speaking for NEMA, re- 
ported on campaigns to reach owners 
and speculative builders of homes, 
schools, architects and builders, school 
management and other groups. He 
told of the NEMA putting up $15,000 
for competitive tests by the U. S. 
Bureau of Home Economics com 
paring the effectiveness of bottle gas 
vs. electricity on ranges and refrigera- 
tors. A 2-to-1 superiority was awarded 
electricity on ranges, and it won on 
refrigerators by 11 to 1. 

Fifth Year. The electric housewares 
group is going into its fifth year of 
co-operative action, and the 5,000 
dealers who entered the first year have 
grown into 50,000. Window trims are 
again being produced for 1954, with 
streamers for Mother’s day, weddings 
and showers, and one good for any 
time. 

NEMA is aware that 86 children 
have been suffocated in old refrigera- 
tors, said Packard, and knew that legis- 
lation is pending in 17 states com- 
pelling inside safety latches to be built 
in new refrigerators. This will not 
help with ready built refrigerators, and 
the association is promoting a cam- 
paign to teach the public how to make 
old refrigerators harmless. 

What may become the most sig- 
nificant lamp campaign since the IES 


1954 






DISCUSSION at EEI finds Ruth Shank, Union Electric, St. 
Julia Burd, Frigidaire, Chicago, and Chairman Harriet G. West, Indianapolis. 





Louis, chatting with 


TWO MEN who reported on plans and progress to the EE! were Dan Packard 





idea was promoted, was related by 
D. E.. Bootes of the Dayton Power & 
Light Company. The idea is the 
“Beauty—plus” which will permit tag- 
ging of lamps that reach certain 
standards of efficiency and beauty of 
design. Six-hundred lamp manufac- 
turers are going along with the plan, 
and it is estimated that dealer sales 
may reach 1,156,000 the first year. 
W. H. Robinson, lamp sales manager 
for General Electric Co. endorsed the 
operation. 

M. E. Skinner of Union Electric 
Co., St. Louis discussed weather and 
its effect on loads and load building. 
George T. Bogard, General Electric 
Co., Louisville, had a paper on “Add- 
ing something to electric water heater 
sales,” and George E. Whitwell, Phila- 
delphia Electric Co., had as his sub- 
ject matter “Specialty selling—a lost 
art?” 

On the program was Miss Laura Jim 
Alkire, manager, Consumer’s Institute, 
General Electric Co., Mrs. Adelaide 
Fellows, Philco Corp., Miss Eleanor 
Jones, Nash-Kelvinator, and Miss 
Willie Mae Rogers, Good Housekeep- 
ing magazines. 

Award Winners. Winner of the 
oldest award offered by the Edison 
Electric Institute, the Thomas W. 
Martin rural electrification plaque, 
went to the Georgia Power Company. 






of Kelvinator, and H. H. Brenan, Pennsylvania Power & Light Co 


Ihe George A. Hughes award on 
electric range promotion went to the 
Cleveland Electric Illuminating Com 
pany, another on electric water heate1 
promotion going to Florida Power 
Corporation. Commercial _ electric 
cooking prizes were given to Ohio 
Edison Company and Atlantic City 
Electric Company. 

Laura McCall winners of prizes 
given by McCalls Magazine were Mrs 
Amy Thompson, Florida Power Corp.., 
Miss Ethel F. Lord, Jersey Central 
Power & Light Company, and Miss 
Ethel Hansen, Utah Power & Light 
Company, Miss Maurine A. Parker, 
Ohio Power Company, and Miss Ruth 
Shank, Union Electric Company of 
Missouri. 

Frank E.. Watts awards went to 
the Texas Power & Light Company, 
Dayton Power & Light Company, 
and to the Atlantic City Electric Com- 


pany. 
George Westinghouse prize winners 
were automatic. electric washers, 


Georgia Power Company, Cincinnati 
Gas & Electric Company, Automatic 
Electric Clothes Dryers: Cleveland 
Electric Muminating Company, Ohio 
Power Company. 

More Power to America awards 
were made to Philadelphia Electric 
Company and Arizona Public Service 


Company. MORE -» 





LEANING ON TRUNK, which contained winning exhibits, is H. M. Parsons, CONGENIAL THREESOME finds Mary Dougherty of Thor exchanging views with 
Tuttle & Kift, while he talks to E. N. Pope, Carolina Public Service. women editors Bernice Strawn and Margaret Huck of Women’s Home Companion 


Fide. 


REPRESENTATIVES of Frigidaire, talking company matters, are Lee Clark PRIZE WINNERS attract the attention of Milton H. Prince, Minnesota Power 
Eleanor Ahearn, and Verna Miller & Light, and W. H. Bon Durant, of General Electric 








GLAD HAND was extended by Miss Laura Jim NEW WIDE RANGE projector used at EE! meeting is LYMAN H. HAMMOND, of the New York State Elec 
Alkire, manager, Consumers’ Institute, General Elec demonstrated here by Shel Bascom, Union Electric, St tric Co., takes time to pose for cameramen with E. W. 
tric Company Louis, chairman of the dealer coordination committee Burns of Easy Washing Machine Co. 
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You'll do a Bigger Business 
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Emerson Gilt ft. 
e Smartest Styling 
e Finest Performance 






$ 
The Perfect Wedding eng saat Mes | Q?° 
' fee betteres 
py aw hegh, 


Lim CISON 


Pe eatherweight Portable 
Bae ys 10 times longer thar 
Mary Personal Perikan:’ 


Pounds wi . 
with special long-life I . 
+ small as ratlerios, 


e Lowest Prices 
e Widest Selection 


Se light! Weighs only 3% 


. 2 i 
Only 2 inches slim oe 
— I ok 
Ge i 
* “vets all stations clearly 
* e 


e Fastest Turnover 
e Powerful National Ads 


° 
Handso verywhere 


me cabinet in Decorator colors. 


MODEL 754—3-WAY PORTABLE 
e@ Plays on AC, DC or Bat- 


teries 


MODEL 806—3-SPEED 
PORTABLE PHONOGRAPH 


e Plays all size records 
—33%, 45 and 78 rpm 


e Feather-weight 


tone arm 22° 
e@ Compact, light 


MODEL 747*— POCKET RADIO 
@ World’s Smallest personal 
portable 
e Tucks in purse or pocket 
@ Weighs less than 
& Prches wide 4QO 


(with batteries) 


Proof again... Emerson is the Line With the Dealer in Mind! 


e Greater Sensitivity and 
Range 
38 6@ Compact, leather- 


ette finished cab- 4995" 


inet 





Prices slightly higher 


Emerson Over 14,000,000 Satisfied Owners... America’s Best Buy! 


Reg. U.S. Pat. Off. Radio & Phonograph Corp., New York 11, W. Y. 
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This Catalog 


will show you why 
LYON STEEL KITCHENS 
are EASIER TO SELL 











LYON METAL PRODUCTS, INC. 
521 Monroe Ave., Aurora, Illinois 


I'd like a copy of the LYON KITCHEN CATALOG... and proof 
of bigger profit. 






COMPANY___ — 





ee 





CITY STATE 





BY. 





: YON METAL PRODUCTS, INCORPORATED 


General Offices: 521 Monroe Avenue, Aurora, Illinois 
A PARTIAL LIST OF LYON STANDARD PRODUCTS 





Factories: AURORA, ILLINOIS * YORK, PENNSYLVANIA 
Sold Nationally through Direct Factory Dealers 
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Sales Gains Shown in '53 


Thirteen out of fourteen appliance -radio- TV 
makers report increased sales in 1953, but four had 
lower profits; lronrite drops in both sales and earnings 


Year-end financial statements to 
stockholders by 14 appliance-radio- 
['V manufacturing companies reveal 
nine had higher sales and higher 
profits in 1953, four had higher sales 
but lower profits, and one showed a 
decline in both sales and earnings. 

The one firm to show a drop in 
profits and sales was Ironrite, Inc. 
President W. R. Dabney pointed out 
that the ironer industry in general 
showed a decline in 1953. 

Most of the presidents reporting an- 
ticipated high sales for 1954, although 
several pointed out there would be 
increased competition. 

Here are the individual financial re 
ports: 

Admiral. Total sales in 1953 rose 
to $250,931,605, a record high for 
Admiral. In 1952 total sales were $191,- 
224,356. However, profits dropped 
from $8,711,133 in 1952 to $8,213,- 
165 in 1953. Drop in earnings was 
ittributed to many causes. 

CBS-Columbia. Gross sales in 1953 
amounted to $313,908,800, the largest 
in the firm’s history and 24.8 percent 
higher than for 1952. Consolidated 
net income was $8,894,642, also the 
company’s highest. Net income in 
1952 was $6,445,506. 

Coleman Co. Net sales in 1953 
imounted to $44,111,570, a new rec- 
ord. However, earnings dropped from 
$2,231,333 in 1952 to $1,764,441 in 
1953. President Sheldon Coleman said 
the decline was due mainly to the nar- 
row margin of profit on military con- 
tracts. 

Cory. Sales for 1953 were $16,214,- 
739, the largest in the company’s 
history. Sales for 1952 were $9,951,- 
407. Net income amounted to $521,- 


776, as compared to $243,680 in 
1952. 
DuMont. Company reported a 


gross income of $91,828,982, highest 
in history. This compares with a 
gross income for 1952 of $76,366,782. 
Net earnings amounted to $1,544,- 
362, as compared with $1,424,603 in 
1952. However, the TV receiver and 
broadcasting operation lost money, 
which was blamed on a second quarter 
surge in color TV publicity. 

Ironrite. Total sales in 1953 
amounted to $8,059,835, as compared 
to the previous year’s total of $10,- 
020,142. Net earnings dipped from 
$475,222 in 1952 to $66,243 in 1953. 

Hoover. Net sales in 1953 were a 
record $51,712,774, as compared with 
$51,607,918 in 1952. However, earn- 
ings were down from $2,518,523 in 
1952 to $1,693,537 in 1953. The 
management attributed the drop in 
profits primarily to increases in man- 
ufacturing and merchandising costs. 

Nesco. Net sales for 1953 were 
placed at $34,994,753, as compared 
with $32,580,844 in 1952. Net earn- 
ings amounted to $922,065, as com- 
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pared with $625,915 in 1952. 

Perfection Stove. ‘Total sales for 
1953 reached an all-time high of 
$32,126,205, an increase of $1,865,- 
485 over 1952. Profits on 1953 op- 
erations was $986,851, as compared 
with $741,303 in 1952. 

Schick. Another record year, with 
sales reported at $20,619,639, as com 
pared with $16,052,833 in 1952. Net 
income for 1953 was $1,518,734, as 
against $1,186,483 in 1952. 

Silex. Total sales of the Silex Co 
ind the Chicago Electric Manufactur 
ing Co., which Silex acquired in 1953, 
amounted to $8,565,000 and a net 
profit before taxes of $240,765. Total 
sales for Silex alone were $6,090,567, 
is compared with $3,880,964 in 1952 
Net profit after taxes was $143,987 for 
both operations, $59,209 for Silex 
(he firm had showed a loss of $393,- 
330 in 1952. The Chicago Electric 
Manufacturing Co. was acquired by 
Silex on June 30, 1953. 

Speed Queen. Gross profits from 
sales totaled $5,217,063 in 1953, as 
compared with $4,656,547 in 1952 
Net earnings were $949,634, an in 
crease of 3.7 percent over the 1952 
figure of $915,395. 

Webster-Chicago. Record sales ot 
$27,757,899 were reported for 1953, 
as compared with $19,580,686 in 
1952. Profit after taxes amounted to 
$927,162, as compared with a loss ot 
$408,951 in 1952. 

Zenith. Total sales in 1953 
amounted to $166,733,276, or 21 per 
cent higher than the $137,637,697 
figure set in 1952. However, due to a 
flood at the company’s Wincharger 
plant at Sioux City, Iowa, last year, 
profits dropped off from $5,845,933 in 
1952 to $5,631,701 in 1953. 


Italians Expand 


Production of refrigerators for 
domestic and foreign consumption ap 
pears to be on the increase in Italy, 
the McGraw-Hill World News Bureau 
reports. 

The Italian press states that a new 
factory of the Societa Monteverde of 
Genoa, associated with the General 
International Co. of New York, was 
opened last month at Genoa for large 
scale production of refrigerators. 

The firm plans production of a 205 
litre model of which 50 percent will 
be on sale on the Italian market and 
50 percent under contracts already 
signed for export to Turkey, Egypt, 
Persia, and South Africa where they 
will compete in quality and price with 
other European refrigerators. 

At the same time, it is believed 
the great Fiat company of Italy is 
preparing to introduce a new type re- 
frigerator at the coming Milan fair 
It will be for general use. 
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“Is it necessary ? . 


Her answer is in McCall’s . . . 


¥ 


in articles telling why she 

needs new appliances . . . in advertising 
pages telling what each brand has to 
offer. In 4,557,000 copies a month, 


12 months a year . . . McCall’s says yes! 


VMcCalls 


* 
e 
2 
6 
e 
7 
7 
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iabhehhad did 
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MARKETING 








“BABY FREEZER’—four cubic foot model which can be placed on a counter 


top——is demonstrated at Ben-Hur distributors meeting 


Bechaud, Ben-Hur vice president 


in Milwaukee by A. B 


Ben-Hur Adds Refrigerators 


The firm’s new line includes four refrigerators 
with full width freezer compartments and seven freezer 
models, distributors are told in Milwaukee 


Four newly-designed _ refrigerators 
were presented at the annual distrib- 
utor meeting of the Ben-Hur Manu 
facturing Co. in Milwaukee recently. 

Sizes of the new refrigerators vary 
from 7.2 cubic feet to 9.6 cubic feet, 
and all have full width freezer com 
partments. Prices on the refrigerators 
run from $199.95 to $279.95 

In the freezer line, a new 18-cubic 
foot upright and a 16.8 cubic foot 
model idded, giving the 
firm seven sizes and types. The 4.2 

Handy Four” is designed to sit on 
1 counter, and in the other models a 
special frozen pie rack has been added 
to the design 
Prices on 


chest were 


the freezers run from 





$197.50 to $579.50, Ben-Hur officials 
mnounced at the meeting. 

One of the highlights of the meet- 
ing was a demonstration of how it is 
impossible for children to lock them- 
selves accidentally in a Ben-Hur 
freezer. This feature is being pro- 
moted hard by Ben-Hur 

Appearance of the refrigerator line 
caused General Sales Manager R. C 
Graves to state that distributors of 
the present freezer line may elect 
whether or not to carry them. 

Also participating in the program 
were A. B. Bechaud, Ben-Hur vice 
president, who demonstrated the four- 
cubic-foot “baby” freezer; and Martha 
Kimball, Ben-Hur’s home economist. 





“UP AND OVER’—~young children are used to demonstrate the fact that it Is 
impossible for youngsters to lock themselves in Ben-Hur freezers, a feature that 
is being promoted hard 
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TV Tops Linage 


I'clevision was the most widely ad 
vertised electrical appliance in daily 
newspapers last year, according to fig- 
ures released by the Advertising 
Checking Bureau, Inc. Column 
inches totaled 6,351,421 in 108 prin- 
cipal cities 

Among white goods, refrigerators 
were the most widely advertised, with 
2,447,439 column inches in 110 cities. 
Che figure represented a fractional in 
crease over 1952. 

Freezer advertising was down from 
542,742 column inches in 1952 to 
534,636 in 1953. Electric ranges 
jumped from 350,300 in 1952 to 399,- 
993 in 1953. Daily newspaper space 
devoted to conventional washer ad- 
vertising was up from 412,332 to 433,- 
812 in 1953, while automatic washers 
increased from 864,917 to 1,200,857. 
Electric dryers increased from 163,- 
868 to 261,701. 

Che report shows the city of Boston 
ranked very high in all types of retail 
appliance advertising, and was tops 
in space devoted to automatic wash- 
ers. Los Angeles was the top city in 
newspaper linage on_ refrigerators, 
while Detroit was No. 1 in dryer ad- 
vertising. Cities where advertising of 
electric ranges was heavier than aver- 
age included Asheville, N. C.; Boston, 
Mass.; Charlotte, N. C.; Miami, Fla.; 
Nashville, Tenn.; and Salt Lake City, 
Utah. 


Proctor TV Drive 


Proctor Electric Co. has embarked 
on a comprehensive TV-advertising 
program in New York City with a 
dealer tie-in offering free cruises for 
contest winners. 

Basic strategy of the campaign is 
based on 21 “demonstration commer- 
cials” which will be given over various 
television stations, each week of the 
two-month campaign, which opened 
right after Easter. 

In addition to the TV demonstra- 
tion, which includes the Proctor De- 
Luxe ironing table, the Zedalon pad 


ind cover set, the Proctor Cord- 
minder, and the Proctor DeLuxe 
toaster, the commercials offer three 


ill expense paid Caribbean luxury 
cruises for two people, one each 
month. Ballot boxes will be placed in 
to attract traffic. 


tores 


Spring Sales Drive 


A three-month spring promotion 
aimed at increasing sales of Cooler- 
itor refrigerators and air conditioners 
got underway last month following 
organization of a new IT&T finance 
plan. 

Included in the promotional cam- 
paign are dealer incentives, consumer 
incentives and special promotions on 
individual Coolerator refrigerator 
models. Highlight of the program is a 
free tour for dealers to Bermuda in 
\ugust. 

The IT&T finance program, under 
the direction of Robert M. Finch, 
operates through local banks and in- 
cludes a fully guaranteed dealer in- 
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ventory plan plus completely endorsed 
recourse and non-recourse consumer 
credit plans. 

Orders placed for the refrigerators 
during the period of the spring pro 
motion will equal the total of Cool- 
erator refrigerator sales during the 
entire 1953 season, according to Ger- 
ald Hartman, Coolerator director of 
sales and advertising. 


Fan Sales Manual 


A revised sales manual for dealers 
and their salesmen has been issued 
bv the Kisco Co., Inc. 

Called “Use Showmanship fo: 
More Sales . . . and Profits”, the book 
let contains historical information 
about the company and its products, 
tips on selling, suggestions for demon 
strations, a description of promotional 
and display material available and a 
specification chart covering all the 
units in the Kisco line. 

Included in the book is an offer of 
$5 to dealers for each idea for original 
demonstrations. 


Maytag on TV 


Maytag’s biggest advertising pro 
gram in history is now under way, 
with the company making use of tele 
vision for the first time, as well as 
newspapers and magazines. 

Maytag has contracted to be one 
of the sponsors of the NBC-TV Dave 
Garroway Show “Today.” Garroway 
will give one-minute commercials two 
or three times weekly for the series, 
which runs through August. 

During the nationwide ad campaign 
that began the first of March, the 
Maytag advertising message will be 
told on TV, in magazines and news 
papers to push the firm’s home laun 
dry equipment. The campaign, how 
ever, also includes the first national 
advertising of Maytag home freezers 
and a range advertising campaign in 
selected markets. 

Newspaper ads are scheduled in 
every market of 50,000 population or 
over in the country. Magazine ads 


have been scheduled for top consumer, 
rural and shelter magazines. 





bs 


DAVE GARROWAY of television fame 
introduces Fred Maytag, president of the 
Maytag Co., on his TV program “’Today,”’ 
which is now being co-sponsored by 
Maytag. It marks the first time Maytag 
has used TV in its advertising program. 
The two men here are shown examining 
the Maytag washer’s plastic agitator. 
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THE INCOMPARABLE 


apeluart 


CLOCK e TABLE 
PORTABLE RADIOS 





Here’s the hottest small goods line-up in the business with 
a terrific lead-off seller—the new Capehart 3-Way Personal Portable Radio 
ready to bring home profits for you! 


Here’s an all-round team . ... tops in styling, performance, 
service, value ... CAPEHART AT ITS BEST! 


No matter what radio your customers want—for home, the outdoors, 
or for a gift—they’ll pick a winner with any one of these Capeharts. 


GET ON THIS BIG-PROFIT-MAKING TEAM NOW 

FOR A BIGGER-THAN-EVER SUMMER BUSINESS! 

A few valuable Capehart franchises are available. See the Capehart 
distributor for your territory or write Fort Wayne. 


SUMMER LINE-UP 


The CAPEHART 3-Way 
Personal Portable Radio (Model 1P55) 


Catches the eye—a handsome companion at 
the beach, on a picnic. Light and trim with console-like 










selectivity and tonal quality, oversize speaker. Plays on AC or DC—or 
uses new “long-life” batteries. Plastic cabinet in choice of decorator colors. 





The CAPEHART “‘Caddy"’ (Model 213) 


America’s most distinguished Personal Portable 
Radio. Light and neat, yet powerful and selective. 
Plays on AC or DC, or new “‘long-life’’ batteries. 
Combined on-off and volume control. Choice of 


colors in authentic Scotch tartans $39 95* 
° 


The CAPEHART “Deluxe 6'' (Model TC-62) 


The world’s most beautiful Clock Radio. An accu- 
rate timepiece, a superb radio, turns appliances on 
automatically. Automatic volume control and bass 
compensation, velvet touch vernier tuning. Plastic 


cabinet in choice of fashion-smart colors. $49 95* 
. 


From $29.95" 





The CAPEHART ‘‘Executive’ (Model C-14) 


A beautiful and practical addition to home or of- 
fice. An accurate timepiece and superb Symphonic- 
Tone radio. Automatic volume control. Turns 
radio on and off automatically. Phono jack and 
sleep switch. Turns appliances on automatically. 
Trim plastic cabinet in Ebony or Dresden White, 


with gold clock face. From $44 95* 
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The CAPEHART “Highlander” (Model T-54) 


Refreshingly styled with Highland sprightliness. 
Console-like range, reception and tonal quality. 
Velvet touch vernier tuning, automatic volume 
control. In trim plastic cabinet with choice of 
smart decorator colors and authentic Prince Charles 
Edward Stuart or Dress Stuart tartan grille. From 


$29.95* 








The CAPEHART Table Radio (Model T-522) 


As distinctive in appearance as it is in performance. Com- 
bined on-off and yolume control, tone compensation, vel- 
vet touch vernier tuning. Enlarged tonal chamber for 
fuller, richer Capehart tone. Plastic cabinet in choice of 
fashion-smart colors. 





$24.95* 





The CAPEHART Table Radio 
(Model 2T55) 


Smart modern styling in a high performing table 
radio. Combined on-off and volume control, tone 
compensation, velvet touch vernier tuning. En- 
larged tonal chamber for fuller, richer Capehart 
tone. Plastic cabinet in choice of eye-catching 


colors. From $19.95* 


CAPEHART-FARNSWORTH COMPANY, Fort Wayne 1, Indiana 
A Division of International Telephone and Telegraph Corporation 


* Suggested retail prices. Slightly higher in the South and West. 
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SMALL HOMES 


__-f}--— 


MEDIUM HOMES 


LARGE HOMES 


MH 





joes = 1 = il 


Family of 


co! = 


| (ot tae 


Sizes 


for every comfort-cooling need 


Reed WIND-0-VENT FANS 


Reed is the fan line that gives you the opportunity to sell 


the correct size window fan for 


every installation, years ahead 


in customer satisfaction. Good looking, powerful, quiet and 
long-lasting, the Reed Wind-O-Vent fan family is your best 


bet for hot weather selling 





Ask about the Reed 
Promotion Plan. 
Really gives you an 
opportunity to pro- 
mote and sell 
Window Fans. 
Don't miss it ! 


REED UNIT-FANS, 
1001 SAINT CHARLES AVE 
NEW ORLEANS 8, LA 


INC. 


RDD-20 DIRECT-DRIVE 
WIND-O-VENT 


Newest addition to 
the Reed line, small, 
compact, ideal for 
apartment, bed- 
room or kitchen. 








PORTABLE FANS 


Two-speed, revers- | 
ible TS Port-O- 
Vent fans in 22, 26 | 
and 30-inch sizes. 
Ideal for portable 
home cooling. 


ee a eS SSS ee aan 
Reed Unit-Fans, Inc., 
1001 St. Charles Ave., 
New Orleans 8, La. 
Send me full information about the 
Reed Fan Line and Dealer Pro- 
motion Plan. 
Name 
Address 
City State 
M-5 


GOING AFTER THE LITTLE ONES, Howard Haas, advertising manager for Mitchel! 
Mfg. Co. explains the operation of a slide projector to the firm's district managers 
at a meeting in New York. New sound slide film is important part of firm’s cam 
paign to get small dealers to take on company’s line 


Onesies and Twosies 


That's what Mitchell calls dealers who order one 
or two air conditioners at a time; the firm is now going 
all out to get distribution through stores like this 


A determined campaign to secure 
additional market coverage through 
small, independent appliance dealers 
is currently being waged by Mitchell 
Mfg. Co. ’ 

At regional meetings of its district 
managers last month Mitchell execu- 
tives pointed out that in order for the 
firm to meet its own quota of 25 per- 
cent of the industry’s volume on room 
air conditioners this year Mitchell 
must get its products onto 75 percent 
of the sales floors in the country. 

Company officials frankly told re- 
gional managers to go out after the one 
and two unit dealer; ten such dealers 
won’t produce as much immediate vol 
ume as will a large store ordering 30 
units, Mitchell executives admitted. 
But, they continued, the expectations 
of additional volume from these small 
dealers is attractive enough to merit 
special effort being put behind an ef- 
fort to enroll them as Mitchell outlets. 

In its letter for distributors to send 
dealers prior to the meetings, Mitchell 
stresses “this meeting is by no means 
a regular type dealer meeting as put on 
by manufacturers and distributors in 
the past.” 

“Mitchell has a brand new approach 
to the sale of room air conditioners in 
1954,” the letter says. “They have a 
plan which should make quick sales 
possible for your salesmen on the floor 
and convert shoppers into purchasers 
at a spectacular rate.” 

Distributors are expected to hold 
special meetings for such dealers be- 
fore the middle of the month, with 
expenses chargeable to the distribu- 
tor’s co-op allowance. At the meetings 
emphasis will be placed on the design 
of the Mitchell unit (flush mounting 
is emphasized in a new slide film spe- 
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cially created for these meetings), on 
a comparison of Mitchell with other 
units, and on the Mitchell DDP plan 

(DDP is Mitchell’s description of its 
inventory protection plan under which 
$3 per unit is set aside in a special fund 
which is distributed at the end of the 
season on the basis of the number of 
units still unsold by the dealer. For 
details see ELECTRICAL MERCHANDIS 
ING, January, page 341 


Hollywood Holiday 


Io increase store traffic for General 
Electric radio dealers this spring, G-E 
has announced a nationwide consume! 
contest built around the theme “Holi 
day in Hollywood.” 

The promotion is a contest which 
requires only that the consumer sec 
a GE radio dealer and write his name 
and address on an entry card. Top 
winner will receive a free trip to Holly- 
wood, and a G-E color TV set. 


Gets in the Home 


Norge has devised a plan whereby 
dealers can get into a customer’s home 
to look over the appliance situation 
while checking up on the operation 
of the water heater. 

Literature urging the check-up is 
now going into every automatic and 
conventional washer leaving the fac- 
tory, according to J. R. McMillan, 
water heater sales manager. Business 
reply cards requesting the inspection 
are included for the customer to re- 
turn. Returned cards are processed 
and leads passed on to distributors and 
dealers. 
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Matched Trio 
lor Prolits 











THE MASTERPIECE 


ts 
America’s finest. No other can compare 
For those who want the very best. High 


profits! 


THE DELUXE i 


More features! More profits! Full 


automatic performance. 


THE ALL-AMERICAN 


The automatic that’s a terrific traffic 
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THIS EXCLUSIVE LAUNDRY QUEEN 
ENGINEERING ACHIEVEMENT 


OVERCOMES THE VIBRATION 






BARRIER IN HOME AUTOMATIC 


WASHING MACHINES 


Three Magnificent Models— 
A Complete Line in Three Price Ranges 





Superior performance, matchless beauty, finest value—these are the 
features that make the three magnificent Laundry Queen Automatics 
ait America’s Number One profit line. With exclusive Hydro-Poise— 
with or without RY Ovmeltttid-h-lit tae CMTetlitmal halk eats) tate) tele 


running water Be 
tunities of a lifetime. Get full details today! 


WIRE—PHONE OR MAIL THIS COUPON /pe)0y:) a 


Del Rizor, Sales Manager 


AUTOMATIC WASHER COMPANY EM-5 * 
faundy Queen ae “4 a : Newton, lowa 


COMPLETE 
Send details of Exclusive Laundry Queen HYDRO-POISE® Franchise. 


--* 
fcoman 
f 

ws 


{= 


AUTOMATIC DRYER AUTOMATIC IRONER 
es Nowe o Tap Practices | NAM 
mae | 
ry Te #| 
——————y k hi ADDRESS 
[5 is: 4 IS ee See ee ee 


} 


—= | AUTOMATIC WASHER CO. - NEWTON, IOWA 


AN INDEPENDENT MANUFACTURER OF &4 
COMPLETE LINE OF HOME LAUNDRY EQUIPMe i” 








MODEL 553 


MODEL 253 MODEi 153 a MODEL 353 


ELECTRIC 
HOUSEWARES 


Fully 
Automatic 


Electric 
Percolators 


STANDARD 
8-CUP 













































THRIFT-O-MATIC 


o Wonder They 
Sell So Fast! 


The line that puts your Department on a steady, 
growing, profitable basis! Beautifully designed to sell in 
volume . . . Priced so they DO Sell in volume! Be the 
leader with these EMPIRE Leaders! 


NEW “EMPIRE” Automatic Percolators 


—.in distinctive design . . . with the FLAVOR SELECTOR! 
Make YOUR coffee as YOU like it! 
New No. 1961—=3 to 5 Cup “Thrift-O-Matic’”’—$9.95 
New No. 1962—Standard 8-Cup—$11.50 
AND—The NEW Chromed Copper 8-Cup exquisitely de- 
signed Automatic Percolator with ALL these Sales- 
Building Features: 
@ Fancy Non-Drip Teapot-Style Spout— 
@ Flavor Selector . . . Coffee as YOU like it! . 
@ Signal Light! 
No. 2012—Priced for VOLUME—Only $21.95 
WRITE TODAY—For Catalog & Prices 


SS Time and Labor Saver! 


ELECTRIC TABLE GRILL 


teams up with the “2 


Quickie”, “Perce 
Cotter eG Baby Bottle 


d the 
. Hot Plate, an 
pescsen Empire nen 
Percolators to bring yo ee 
most complete line © Pp vA 
able Electric Housewares Y 
can feature! 


The METAL WARE Gozrgoration 


200 Fifth Avenue TWO RIVERS, WIS. 


New York 





Another F ast-Selling 


Cup © 
Drips”. F ne 
plated beauty. ws 

me-Pigrilling surf 


Merchandise Mart 
Chicago 
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spring ‘‘Trade Parade’ promotion. 


SALES MANAGER Howard J. Scaife, left, and sales promotion manager Lee J. 
DiAngelo, right, point out retail level store banner announcing Hotpoint’s new 
Sales incentive campaign is geared to sell 








some $60,000,000 worth of Hotpoint appliances beginning May 17. 


Trade Parade 


A strong sales drive designed to 
move some $60,000,000 in appliances 
from retail stores into consumer 
homes will be kicked off by Hotpoint 
beginning May 17. 

Spearheading the promotional sales 
drive will be the introduction of two 
new appliances: a spring special, elec- 
tric range; and a new maple top mo- 
bile dishwasher. 

John F. McDaniel, vice president, 
Hotpoint, said Hotpoint is the first 
major appliance firm to introduce a 
wooden maple top on a dishwasher. 
The top is permanently mounted on 
the dishwasher, with a back splasher, 
and blends into the kitchen scheme. 

McDaniel said that the promotion, 


“Trade Parade,” was created with four 
a 


Wishing for Sales 





aD ma 


definite purposes in mind: 

1—Increase consumer product iden- 
tification in the home by an expected 
100 percent. 

2—Increase consumer identification 
of a dealer’s store by 75 percent. 

3—Increase dealer store traffic by 50 
percent. 

4—Increase dealer sales by 
cent. 

Coordinated advertising and mer- 
chandising programs will back the new 
campaign. National magazine ads will 
launch the promotion on May 17, and 
this will be followed by television ad- 
vertising on the Hotpoint-sponsored 
Ozzie and Harriet show. The ads also 
will run later in Sunday supplements. 

Hotpoint also has set up dealer- 
level promotions to step up and in- 
crease store traffic. 


25. per- 





HOOVER’S latest point-of-sale promotion is this ‘Wishing Well’’ display where 


customers can drop cards listing the Hoover product of their choice, take a chance 
on winning a prize. If not, the dealer has the name of a prospective customer to 
contact. Left to right: regional managers Harry Hansen, New York; Truman 
Ball, Los Angeles; William H. Bond, manager of Hoover's special products divi- 
sion; regional managers Robert Quandt, Chicago: and Cliff Greek, Cleveland. 
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DETROIT JEWEL 


of DOMESTIC RANGES 





With sensational new beauty . . . terrific 
new features .. . great new sales appeals! 
Truly, the world’s most modern gas ranges! 





DELUXE MODEL No. 400- IMPERIAL MODEL No. 


2X... 39” wide, Top-Vue 
Oven, extra-large storage 
compartment, plus electric 
clock and four hour timer. 








COMPACT MODEL No. 
440-1G . . . 20%,” wide, 
extra-large oven and glass 
oven door plus electric 
clock and four hour timer. 





450-3X .. . 39” wide, Top- 
Vue Oven Window, Oven- 
Ready Signal light, large 
storage compartment. 





FUTURA MODEL No. 436- 
2W ... 31” wide, fully 
automatic, clock controlled 
oven, convenient oven 
door handle roasting chart. 


FEATURING THE MRS. AMERICA RANGE 


No. 453-9XW. Beautiful, functional, com- 
pletely automatic. Simmer-Kook top burners, 
with separate simmer centers, guaranteed for 
life. Choice of Top-Vue or Top-Center griddle! 





IMPERIAL MODEL 
No. 450-3Y... 39” 
wide, Top-Center 
Griddle, Oven- 
Ready Signal light, 
plus extra-large 
storage compart- 
ment. 











BUILT WITH 
JEWEL-LIKE 
PRECISION 

SINCE 1864 





DETROIT JEWEL 


PRODUCT OF DETROIT-MICHIGAN STOVE COMPANY 
‘ DETROIT 31, MICHIGAN 


Fully automatic! Does away with Manufacturers of famous Garland commercial cooking equipment 


plus electric clock. garbage and refuse 2 ways! For full details send for catalogs and price sheet. 


FUTURA MODEL No. 434- PLUS THE NEW DETROIT JEWEL 
2... 31” wide, extra- DUAL-ACTION INCINERATOR! 
large oven, giant broiler, 
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WHAT 
OPPORTUNITY! 


Too good to miss—the opportunity for extra 
profits when you sell TIME-ALL! Best-looking 
portable household timer on the market; the 
first of its kind, with exclusive features. Thou- 
sands of families are already using TIME-ALL. 





Makes practically any appliance or light operate 
automatically; never needs resetting . . . never 
needs to be disconnected. With every appliance 
you sell, tie in TIME-ALL to give your customers 
added convenience and comfort. Big-circulation 
national ads and publicity tell the TIME-ALL 


story to millions! 


2) 


INTERMATIC PRODUCTS 
2624 W. WASHINGTON BLVD., CHICAGO 12, ILL. 





Cash in on your 
TIME-ALL oppor- 
tunity now; write 
today for your free 
TIME-ALL Promo- 
tional Kit No. 55Y. 








Domestic 


SEWING MACHINE 
For Ot of 1D women 


9%: 
“a 


FIRST AD showing Domestic’s new ad- 
vertising approach was keyed to the 
theme that the zig-zag sewing machine 
is only for “‘“one woman in ten” ... 


Domestic 





SECOND AD is a switch of the essential 
“honesty is the best policy’’ philosophy, 
plugs less expensive machine for “‘nine 
out of ten women.” 


Can Ads Tell the Truth? 


... and still bring in a heavy reader response? 
Domestic Sewing Machine Co. believes they can, and 
has a record-breaking batch of letters to prove it 


No coupons . . . no prices men- 
tioned . . . and no attempt to sell the 
most expensive—and most profitable— 
product in its line. 

That’s the story of Domestic Sewing 
Machine Co.’s new “honesty is the 
best policy” advertising program— 
which has so far resulted in astonishing 
reader response, and, Domestic hopes, 
will also result in increased sales. 

Domestic has, as part of its complete 
line, its Imperial Zig-Zag model—the 
“Cadillac” of its line. The machine, 
says Domestic, can do such stunts as 
monogram, embroider and blindstitch, 
sew on buttons, make buttonholes, 
overcast, and add inserts or appliques, 
without attachments. 

But instead of taking the approach 
that it will try to sell one of these ma- 
chines to every housewife, Domestic 
has reversed the field and explained in 
its latest advertisements that the ex- 
pensive zig-zag model is only intended 
“for one woman in 10”~—and that the 
moderate-priced Domestic Deluxe 
model is the sewing machine-forthe 
average housewife. 

“The Plain Truth.” According to 
Jack Roeder, Domestic’s advertising 
manager: “What we say is the plain 
truth and we’re not going to hide be- 
hind any claims for the fancier models. 

“We know that the claims made for 
these more expensive units, by every- 
one in the sewing machine dustry 
have reaped a lot of sales,”” says Roeder. 
“But we have received evidence that 
the trend toward these models is fast 
diminishing.” 

Roeder says that for the majority of 
the women in this country, the pur- 
chase of a zig-zag machine is like the 
man of the house buying a 20-attach- 
ment home machine tool. There is 
no doubt the tool will be able to per- 
form 20 different jobs—but if the work 
he does only requires the need for five 
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of the attachments, it is truly a bad 
investment. 

“That’s the purpose behind our 
present advertising campaign. We 
want to let the women know that nine 
out of 10 of them just have no need 
for all the features of a zig-zag ma- 
chine,” Roeder says. “And there is 
no reason for them to spend the money 
to get features that they never can or 
will use.” 

Readers Write. Operating on this 
philosophy, Domestic placed an ad in 
Life magazine earlier this year adver- 
tising the zig-zag model as for the “one 
woman in ten” who insists on touches 
that look like handwork on her clothes 
and home furnishings, and suggesting 
that the average housewife could better 
profit by purchasing the cheaper 
model. 

The result was that Domestic re- 
ceived 130 inquiries at the factory 
within three weeks after the ad ap- 
peared—as against no inquiries from 
ads placed last year. 

Domestic, convinced that it is now 
on the right track, will follow ap with 
more national advertising employing 
the same philosophy—only with a re- 
verse approach—pushing the moderate- 
priced model as the sewing machine 
for “nine out of ten” women. And 
all other types of advertising, down to 
the point-of-sale level, are geared to the 
“honesty” theme. 

“The new approach to advertising 
—the tell the truth, has paid off,” says 
Roeder. 


Sales Plan Kit 


A free Sales Plan Kit containing 
sales promotional material for the 
Viking “995” window fan is now be- 
ing distributed to dealers, according 
to Viking officials. 
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5? This year McGraw Electric 
Co. is advertising its Toast- 


master, Manning-Bowman, Tropic- 
Aire and Everhot lines in 15 leading 
magazines. But of the 15, only one 
will carry a McGraw advertisement 
every week for 52 weeks—a first in 





electrical-houseware history. And the 
one selected to lead this powertul 
campaign wasThe |POST (2c 
Saturday Evening 
Post. It gets to the 
heart of America. 
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plastilux’ 


bring more people in and increase 


appliance sales . - the economical way! 


Practically all major electrical manufacturers provide 
Plastilux illuminated signs for their dealers . . . and 


pay part of the cost. Dealers by the thousands have told 






























us: ‘‘When our Plastilux sign went up, our sales went 


way up, tool”’ 


Brighten your storefront and dominate your neighbor- 
hood with a sales beacon that's visible night and day. 
Patented features assure long life and make Plastilux” 


easier to clean, less trouble to maintain. 


Ask your distributor for a Plastilux® sign 
or send us the list of brands you sell to find out 
which ones have Plastilux® signs for you. 


NEON PRODUCTS, INC. 


402 NEON AVE, LIMA, OHIO 
IN Canada: TEK PLASTICS, Ltd., Toronto 


S1GNvertising® 


Tm seus 


anced 


> Fr. 


-\TERY HARDWARE, 


Motorola TV 


TELEVISION . RADIO 
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LOOKING OVER promotional material for Myers new “Steeplechase” contest to 
sell water systems are E. M. Myers (left), vice president in charge of sales; Andy 
Meldrum and Don Campbell, of Meldrum and Fewsmith adevrtising agency; 
and Donald E. Brubaker (right), Myers’ merchandising manager. 


“M-Day” at Myers 


A completely new water system 
merchandising program, featuring a 
“Steeplechase” contest with $25,000 
in prizes, was kicked off this month 
by F. E. Myers and Brother Co. to 
coincide with National Water Systems 
Month. 

Included in the 13-week program 
which was launched May 1|—desig 
nated as ““M-Day’—will be consumer 
and trade magazine advertising, direct 
mail, point of purchase displays, dealer 
promotion items and the contest, 
described as the “first of its kind” in 
water system promotion. 

The “Steeplechase” contest, open 
to all Myers dealers, distributors, and 
its own sales force, offers, as first prize, 
four vacation trips, for two, to Bermuda 
or similar vacation spots. These trips 
will be won by a Myers dealer, a 
distributor salesman, a Myers district 


Skill at the Skillet 


PREPARATION of Sukiyaki in new Presto automatic electric skillet is demonstrated 


manager and a district salesman. 

The dealer winner will be selected 
on the basis of percent of increase 
in water system unit sales, participa- 
tion in a direct mail program, out of 
store and in store selling activities and 
identification, use of demonstrators 
and window displays, promotional co- 
operation with power companies and 
use of dealer help materials. 


Victor Plans Ads 


Victor Products Corp., maker of 
Quickfreezer, this year has scheduled 
an expanded advertising program to 
be delivered through a national mag- 
azine as well as trade publications. 

Spearheading the advertising cam- 
paign will be a two and one-half page 
spread in Life magazine early in June, 
followed by half pages in two colors 
throughout the selling season. 





ta 435 ~¢ 


at breakfast in New York by Mrs. Stanley Okada, left. Breakfast, set up to 
demonstrate versatility of the new Presto appliance, also was attended by (second 
from left to right): Miss Dorthy Bergman, head of the Demonstration Kitchens; 
Jules Lederer, vice president of National Presto Industries; Mrs. Anne Williams 


Heller, and Mrs. Robin Witschi. 
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c- BIG GIFT SEASON 


Motorola introduces the hottest NEW IDEA in clock radio! 



































Speaker Open ON ALL FOUR SIDES 


It’s new! It’s different' It’s all-around 
sound! Motorola has placed its giant Ex- 
tended Tone speaker in such a unique sound- 
up position that the famous Golden Voice® 
tone comes out in all directions. Telechron 
alarm clock has bigger clock face for easier 
reading. Appliance outlet, automatic timer. 
It’s a brand new gift idea that will be the 


top-notch selling hit of the season. Order MODEL 63C1 95 
from your Motorola distributor now! ‘44 








Mahogany, 
Sand, Spruce 








XY 


/ 


.--on all these Motorola CUSTOMER-TAILORED radios! 


Look what’s coming around the corner—Mother’s 
Day, Father’s Day, Graduations, Weddings, Vacations 
—big days for profitable sales. You can make more 
sales, more profits from every one of these occasions 
by featuring the big gift sellers—America’s fastest- 
selling radios—MOTOROLA! New Motorola clock- 
radios, new Motorola home radios, new Motorola 
portables that come in smart exciting designs, and a 
fabulous array of customer-approved colors. Perfect 
gifts that appeal to all your customers of all ages. So, 
order from your Motorola distributor today and profit 
more from the big 1954 gift season! 
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More People Buy Motorola 
Radios Than All Others 
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Model 62C1—$44.95 
Prices include Fed. Excise Tax 


Batteries extra ’ 
Subject to change without notice. 

Slightly higher South and West 

“Golden Voice” Reg. U. S. Pat. Off DL VJ ’ 
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Model 53X—$29.95 




































“Will it hold us 2" 


Certainly she wants to know! And if his answer proves to be right, he'll 
keep a wonderful friend. It’s the same when your customers ask you 
questions. If you are prepared to answer them correctly, you'll also make 
quicker and easier sales. 

Here’s what you can tell your customers when parts of your appliances 
are made of these Armco Special-Purpose Steels: 


Armco Stainless Steel 


It’s a solid corrosion resisting metal —a steel containing chromium and 
sometimes nickel. It is always a better buy in the long run than plated 
material. Stainless steel is easy to clean and keep clean, exceptionally 
durable, and highly resistant to corrosion and heat. 


Armco Enameling Iron 


It’s the ““World’s Standard” base for porcelain enamel. This hard glass- 
like finish is made of minerals bonded to the metal at a red heat of 
1550 F. Unlike baked-on finishes, porcelain enamel is not damaged by 
heat. Even forgotten cigarettes won't harm its hard glossy surface. Most 
porcelain enamel finishes today are acid-resisting, too. 


Armco ALUMINIZED STEEL 


This special steel is coated with aluminum in a molten bath. It is used 
in baffle plates and combustion chambers of home heaters, for element 
holders and heat reflectors in electric ranges and many toasters. Its high 
reflectivity increases heating efficiency; it has good resistance to a com- 
bination of corrosion and heat. 

Keep these selling points in mind. They will help you sell appliances 
that have parts made of Armco Special-Purpose Steels. 


ARMCO STEEL CORPORATION Wi 


3184 Curtis Street, Middletown, Ohio * Export: The Armco International Corporation 
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HOUSEWIFE FROM Minnesota, Mrs. 


Fred Provost, 








is awarded a new Jet 99 


vacuum cleaner and a Stor-a-Jet for her winning entry in the “‘Why | need a New 


Vacuum Cleaner’ contest. On hand 


congratulate her are (left to right 


Armidore Hauff, owner of the Anakora Radio & Appliance Store; James O’Kane 


Landers, Frary & Clark district manager 


and Howard Whitney, sales manager 


of the J. H. Larson Electric Co. distributors 


Premiums Offered 


Sylvania is offering premiums to 
stimulate spring and summer sales of 
two of its portable radios, in a sales 
campaign called “Fun Time.” 

Purchasers of the Sylvania ‘“Cata- 
lina” will receive a new portable out 
door grill and a bottle of suntan lotion, 
for the suggested list price of $44.95, 
less batteries. Purchasers of the Syl 
vania “Skylark” portable will receive 
1 pair of ladies’ sunglasses and suntan 
lotion for $34.95. 

Che entire Sylvania portable radio 

Fun Time” promotion will be sup- 
ported by national ‘I'V and consumer 
magazine advertising, according to 
Robert Shaw, radio field sales man 
iver for the radio and television divi 
ion of Sylvania. 

In addition, a full line of dealer pro 
motional aids, including mats, display 
cards, radio spot announcements and 
similar matcrial will be utilized in the 
campaign. 


Promotion Briefs 


e Webcor is observing its 40th anni 
versary with a 60-day promotional 
campaign backed by the heaviest con- 
centration of national advertising in 
the firm’s history. Symbol of the pro- 
motion is an anniversary seal that ap- 
pears on the cartons of all Webcor 
merchandise and is stressed in adver- 
tising. 


eLewyt Corp. has announced a 
$7,500 distributor sales managers con- 
test to spark its annual spring promo- 
tion of Lewyt vacuum cleaners. Th 
eight-week-long program ends May 29. 
@e Reo Motors’ lawn mower division 
has authorized what it calls the “‘larg 
est newspaper advertising campaign in 
the history of the power mower in 
dustry.”” Ads appear in 168 daily and 
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Sundav newspapers, and is 


national 


suppl 
mented b magazin 


SC hedul 


e “You Never Heard it So Good, Yi 
Never Paid So Little,” is the them 
of Emerson Radio and Phonograph 
Corp.'s spring promotion of portabl 
Various media will be em 
ploved to achieve inclusive coverage. 


u 


raciios 


e Amana has assumed sponsorship of 
the CBS radio program “People Arc 
Funny” for 15 programs. Amana also 


sponsored the series last year. 


@ Motorola is currently promoting th 
use of portable radios in the armed 
services with a “Play it Anywhere’ 
contest. Full page ads appear in the 
military publications, showing a cat 
toon and a humorous situation involv 


ing a readcr contest 


Thor Goes West... 





SIDESHOW OF the Thor “Circus” for 400 
dealers in Los Angeles was ‘oldest elec 
tric washing machine in captivity at 
right). Looking on are actor Allan Young 
and a pretty demonstrator. Thor recently 
opened a factory branch in the West 
Coast city. 








“Can't Go wide 


METHOD FURNISHED 
ONLY WITH SUPREME 
CLIPPER SETS 


Supreme 


Smartly designed Supreme Super 
electric clipper attractively finished 
is soft gray color; 110-120 V. A.C. 
motor; Cru-Cut attachment; Tapered 
rubber comb; Professional type 


a Retail Price $4295 
Supreme 


DELUXE KIT 


Beautiful Ivory colored Supreme 
Deluxe electric clipper with air 
cooled motor 110-120 V. A.C.-D.C.; 
Clipper head guard; Cru-Cut attach- 
ment; Plastic neck apron; Tapered 
comb; Professional type shears; Neck 
brush; Can of oil. 


Retail Price $4925 
Supreme 


PRODUCTS, INC. 


y i yy ey Pee ae 
Chicago 16, Illinois 
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NEW IDEA 


IN MERCHANDISING 
ELECTRIC HAIR CLIPPERS 






Stops Passersby 
Ends Doubt—Creates Sales 


BOOSTS SALES 200-300% 


A Supreme Deluxe or Supreme Super Electric Haircutting Kit on 
your counter will create more sales than you now think possible. 


On seeing this “CAN’T-GO-WRONG” spiral-bound, easel-type 


manual, many of your customers will stop, flip-over pages, ask you 


the price and buy! These will be housewives who have wanted to 


save money and bother by cutting their children’s hair but didn’t 


dare. They were afraid of doing a botch job, of exposing their 


children to ridicule. 


DISPELS THAT SALES-KILLING DOUBT! 


Whenever you’ve had a woman inspect 
electric hair clippers and leave without 
buying, it was because she doubted her 
ability to use the clippers satisfactorily. 
But this “CAN’T-GO-WRONG” manual 
immediately allays such fears. In the first 
few pages, she learns of a revolutionary 
haircutting technique. On her very first 
trial, she can cut her children’s and even 
her husband’s hair satisfactorily. 

This “CAN’T-GO-WRONG” METHOD 


This market tested sales maker is so New your | 
jobber may not yet have el .So write for full 
facts and details giving your jobbers name. ‘ 


1954 


plus the proper tools adapted to home 
hair cutting is what many of your cus- 
tomers have been waiting for. They get 
both in either the Supreme Deluxe 
($19.95) or the Supreme Super Home 
Haircutting Kit ($12.95). You have 
but to display either with the eye-catch- 
ing, customer-stopping, doubt-allaying 
“CAN’T-GO-WRONG” manual in front, 
and your electric hair clipper sales will 
go up...Up...Up! 
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ASSOCIATIONS 











URGING INCREASED use of carnival-like atmosphere at yearly co-op meetings, 


Clyde T. Ellis of NRECA shows “electric fair’’ 


REA imeeting in Chicago 


REA: On With 


card as an example. Ellis spoke at 


the Show 


Members attending the Power Use Conference of 
the Rural Electrification Commission are urged to make 


use of carnivals to promote 


On the chair of each member at- 
tending the Rural Electrification Ad- 
ministration Power Use Conference in 
Chicago, March 11-12, hand 
bill promoting acts for rural carnivals. 
Members could book the Great Knoll, 
the “Worlds Highest Trapeze Act,” 
“Captain lerguson’s Dogs, Pony and 
Monkey Act,” Knife Throwing Tex 
and Alyce Orton, or many others 

As J. K. Smith, Kentucky Associa 
tion of Rural Electric Cooperatives, 
Louisville, put it, “Each cooperative 
must hold an annual meeting once a 
vear. These meetings present a golden 


Was a 


electricity on the farm 


opportunity for electrical equipment 
exhibit and demonstrate 
their merchandise. ‘They are held out 
side in tents, and the pattern is some 
what like the old time county picnic 
or country fair idea. In Kentucky av- 
erage attendance at these meetings ran 
ipproximately 8,000.” 

The following states now have elec- 
tric farm show caravans each summer: 
Kentucky, Illinois, Missouri, Texas, 
South Carolina, and Arkansas, the 
meeting was told. 

In Kentucky sales between August 
1952 and August 1953 came out this 


groups to 





QUESTIONS AND ANSWERS pane! at REA meeting heard J. R. Cobb of Frigidaire, 


left, and R. H. Shattuck of Mississippi 
executives attended the March meeting 
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Surprisingly large numbers of utilities 





way as a result of such promotions: 
Kentucky Sales 
planned against 
quota quota 
Refrigerators ....15,500 9,989 
Home freezers ... 6,000 6,773 
Washers .....;. 11,200 5,875 
ee 13,000 16,871 
Water heaters . 3,710 2,562 
Water systems .. 4,310 4,606 
Television ...... 6,500 10,578 
Electric brooders . 1,400 9.489 
Electric milkers .. 385 1,426 


Just what the Rural Electrification 
Administration and its ally, the Na- 
tional Rural Electric Cooperative As- 
sociation has grown too, was pointed 
out by Clyde T. Ellis, executive man- 
ager of the NRECA: “We have only 
built the cowpaths, and now we are 
ready to widen and pave the roads. A 
million miles of electric lines financed 
by REA have been constructed by local 
rural electric systems, and 13,500,000 
people are served by those lines. 

“Over $2 million in REA loans has 
been invested. It is more important 
to know that the individual farm fam- 
ily invests $4 in wiring and appliances 
for their home for every dollar that 
was spent to build the lines for them. 
That means that the rural electrifica- 
tion program has created an entirely 
new $10 billion market for other en- 
terprises.”” 

Equipment Sales Needed. At the 
same time, our rural electric systems 
are faced with their biggest REA debt 
service requirements within the next 
four years. In addition to that, the 
wholesale power costs absorb 32 per- 
cent of their total revenues. It is an 
idvantage to undertake more power 
utilization activities at the present mo- 
ment. 

One of the great obstacles to elec- 
tric appliance sales at the local level, 
said Ellis, has been the lack of servic- 
ing for electrical appliances and equip- 
ment. The farmer 5 miles out of 
town is in just as much need (and he 
believes has just as much right) to 
service on his washer or dishwasher as 
the people in town. Rural areas have 
attracted far fewer independent con- 





cerns whose business is the servicing 
and repair of electrical equipment. 
Poor service facilities in the long run 
retards increased utilization of the 
products appliance manufacturers 
turn out. 

Farmers who use bottle gas do not 
realize that it is important for them 
to use electricity enough to get them 
in the low rate bracket, which would 
be a greater advantage to them. LP 
gas competition has been treated with 
far too much complacency by utilities. 
Between 1931 and 1953 the sales of 
LP gas increased from 29 million gal 
lons to 44 billion gallons and the LP 
gas industry has put $1 million into 
rural promotion campaigns since 1950 
for the specific intention of keeping 
electricity out. 

Promotes Dryer Sales. The offer of 
free kilowatt-hours as a sales induce- 
ment was touched upon by Virgil H. 
Herriott, manager, Sioux Valley Em 
pire Electric Association, Colman, 
South Dakota. Cooperatives in South 
Dakota offered 50 kw per month at an 
average rate of 24¢ per kw—in effect, a 
$7.50 savings in free electricity—to any 
members who would purchase and 
have installed an electric clothes dryer 
during the period of the promotion 
Some 225 electric drvers were added 
to the system. 

Surprising feature of the confer- 
ence was the appearance of private 
utility executives on both the program 
and in the audience. R. W. McClure, 
vice president of the Kansas Gas & 
Electric Co., Topeka, Kans., spoke and 
E. C. Easter of Alabama Power was 
present. William Saylor of Nash-Kel 
vinator headed up a range committee, 
appointed by N.E.M.A. to work with 
the REA groups. L. R. Mellem of 
General Electric, James R. Cobb, 
Frigidaire, A. H. Kessler, North Cen- 
tral Electric Industries, Minneapolis, 
and Russell Gingles, National Electr- 
cal Manufacturers Association, were 
on the questions-and-answers panel at 
the REA meeting. 

R. W. Lewis, manager, dealer divi 
sion, Fairbanks Morse & Co., urged 
the enrollment of dealers in educa- 
tional programs. 





WAITING ON PLATFORM at REA conference are A. H. Kessler, Minneapolis, 
North Central Electrical Industries; O. C. Small of NEMA; and Russell Gingles, 
also of NEMA. 
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Qu: Whats the easiost TV Gine to soll ? 
GE! Because its the toughest to sell against! 


NO OTHER LINE OFFERS ALL THESE SALES-CLOSING FEATURES / 





Full 252 square 
inch picture 





“_— G.E.’s full 21-inch tube gives 32 

— square inches more picture than 
—— many so-called 21-inch tubes. Here’s 
—~ a feature that sells on sight. 


‘. Miff 





Customer 
preferred 7tol 
nationwide... 





G.E’s genuine 
hard-wood 
cabinets ! 


GE leads the 
field with 
sales clinchers ! 





You can put your confidence in— 
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108,792 shoppers across the country 
voted G.E.’s picture best—7 tol... 
in side-by-side comparisons! Why 
not give your sales force this 

selling advantage? 


G.E.’s wood cabinets are all wood! 
This means far better tone, more 
appealing decorator styling and 
fine furniture craftsmanship! 
Customers know the difference! 





ce 
G-E ALUMINIZED TUBE . . . developed by G.E. in 1947! 

G-E MADE COMPONENTS .. . for dependability! 

G-E GLAREJECTOR . . . for viewing pleasure! 

G-E SUPER-POWERED CHASSIS . 
G-E DECORATOR STYLING . . 
G-E PERFORMANCE . . 
G-E QUALITY . . . everybody knows and respects it! 

G-E COMPLETE LINE . . . 23 models to fit every taste and budget! 


. . greatest pull-in power! 
. women love those casters, too! 


. best in the business! 


General Electric Company, Radio & lelevision Department, Electronics Park, Syracuse, N. Y. 


GENERAL @@ ELECTRIC 
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$90 0009 
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(OR LESS!) 
and 10 Additional Prizes 
in Each of 17 Sales Areas 


HERE’S ALL YOU DO! 


Anyone who sells Norelco Shavers can 
enter! Retail sales people may submit one 
entry for every 6 Norelco Shavers they 
sell! Wholesale sales people submit one 
entry for each 48 shavers they sell! Re- 
member—the more entries you submit the 
better your chance to win! 


EASY! EXTRA PRIZES! 


Extra prizes for winning entries received 
by April Ist. Extra prizes for sales man- 
agers or supervisors, too. Sell Norelco! 
Qualify quickly! Win big prizes. Get all 
the facts. 

See your distributor! He’s got entry blanks, 
rules, easy directions, ideas to help you! 


North American Philips Co., |“pniue 
Inc., 100 East 42nd Street, New 
York 17, New York 
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Credit: a Shade Tighter 


Finance men attending a conference on install- 
ment credit are told that credit is still around this year, 
but a little harder to find than it used to be 


Installment credit should be just as 
plentiful this year as last, but you may 
have to talk a little harder, a little 
longer to get it. And you will have to 
run a tighter business to deserve it. 

Briefly, here’s how it shapes up: (1 
Credit supply should remain the same 
this year, perhaps even increase slight 
ly. (2) Repossessions have not notic 
ably increased during the past year, 
but are being watched at the present 
moment. (3) Closer checks will be 
taken by banks on dealer’s floor plan- 
ning, plus a closer look at his books 
ind methods of operation. (4) De 
linquent payments will be policed with 
greater efficiency. 

These are some of the conclusions 
drawn from the National Installment 
Credit conference, a three-day affair 
held in Chicago March 22-24 by the 
Installment Credit Commission of the 
American Bankers Assn. 

While reactions of more than one 
thousand bankers attending varied 
with the wide range of speakers, the 
basic premise was that credit should 
continue to be offered and that it 
should possibly be extended to a 
greater level of supply. But in the 
same breath, the bankers told them- 
selves to be a little bit more careful 
to whom they extend credit and that 
1 longer, closer look at the dealer and 
his operation would be advisable at 
this time 

Letting Their Hair Down—In the 
panel discussions where the bankers 
traded advice and warnings, they put 
the retailers financial situation under 
l closer look. 

It was made plain that more atten- 
tion will be paid to floor planning and 
its details. Actual serial numbers of 
inventory are now being checked in- 
stead of merely counting the pieces 
present. And the banks have taken to 
rotating the individuals taking this in 
ventory check. 

Dr. Courtney Pitt, financial vice 
president of Philco Corp., outlined the 
ippliance-TV field, pointing out that 
inventories are down to a good work 
ing basis and that there might possibly 
be some price increases during the 
coming year. 

Pitt said that the television indus 
try might sell more than six million 
sets this year and that his firm, Philco, 
1S planning and expecting to increase 
its share of this business 

Dealer's Angle: Charles C. Freed, 
president of the National Automobile 
Dealer’s Assn., gave the dealer’s view 
point, saying that the bankers were 
the people “who put the butter on our 
bread.” 

Freed made a strong plea against 
over-production and stated that this 
year 1s one when distribution and sell- 
ing will once again assume major im- 
portance in the nation’s economy. 
While shortage of goods has made 
production tops in thinking and plan- 
ning before, Freed said that produc 


tion must take second place today. 
(he determining factor this year, he 
feels, will be the fact that the dealer 
can sell at a legitimate profit on sound 
credit terms and not use the giveaway 
of unsound merchandising or unsound 
credit terms 

Fred F. Florence, chairman of the 
\BA’s credit policy commission and 
president of the Republic National 
Bank of Dallas, said that credit is being 
made readily available and that banks 
are willing and eager to lend, espe- 


cially since the Federal Reserve has 
taken progressive steps to ease the re- 
serve situation and thus create and 


continue a climate that is favorable to 
aggressive lending policies. 

Arthur Dietz, president of CIT 
l’inance Corp., asked that the banks 
maintain practical credit standards, 
sensible collection policies and realis- 


tic rates. Dietz emphasized the need 
to pursue a sound, middle of the 
road course and continue to make 


credit available to all good risks wher- 
ever it is possible. 


BBB Has Big Year 


Business Business Bureaus through- 
out the country received more in- 
quiries or complaints about home ap 
pliances last year than any of the other 
51 business classifications, according 
to the annual report of the Associa- 
tion of Better Business Bureaus, Inc. 

Total inquiries and complaints 
ibout home appliances amounted to 
128,463 in 1953. There were 96,044 
inquiries and complaints about tele- 
vision, which ranked fifth. Appliances 


were seconded in 1952 and television 
was sixth. 

“Considerable public reaction was 
felt over the baiting tactics of tele- 
vision service concerns which advertise 
low flat rate prices for service calls in 
the home, day or night,” the report 
said. 

Greatest single activity of the 
bureaus during 1953 was combating 
bait advertising practices in a number 
of fields, the report said, including 
the sale of “vacuum cleaners, sewing 
machines . . . television sets and serv- 
ice, appliances . . .” In the matter 
of questionable advertising, home ap 
pliances were second. 

Total number of inquiries and com- 
plaints in every field of business were 
up 14 percent during 1953, said Vic- 
tor H. Nyborg, president of the Asso 
ciation of Better Business Bureaus, 
Inc. 

Nyborg said that the increase was 
not an indication of a breakdown of 
business standards of practice, but a 
“reflection of a greater public aware- 
ness of the facilities and services pro- 
vided by responsible business firms 
which are interested in maintaining 
better business-consumer _relation- 
ships.” 
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makes the 
difference 








et One MihuTe ) 


At left Aquamatic 
balanced tub that 
gives faster, 
smoother spin, 
leaves less water 
in clothes. Agl- 
tator gives 220° 
washing action. 














Gn 
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@ Here is the hottest sales feature 
in automatic washers. It’s the com- 
pletely new Aquamatic balanced 
spin. The Aquamatic principle posi- 
tively eliminates vibration, dries 
clothes faster because it can spin 
faster. Leaves clothes cleaner. 
This sensational development is dis- 
tinctive with One Minute. It gives 
customers the most revolutionary 
advance in automatic washers. 
Write for complete money-saving 
facts on this amazing new model 
One Minute automatic. 


Also ask about the 
Complete One Minute Line. 


ONE MINUTE WASHER: CO. 


KELLOGG, IOWA 
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of models and sizes all 
\ competitively priced —al 
\ with “Revcold Freezing 
SX. Aetion! 
ee ee \ first with the most at the start of the 


BIG FREEZER 
SELLING 
SEASON 





// NMAZING NEW 
/ AMAZING TRUE 
| SELLING STORY! 


\ IN SATURDAY EVENING POST 
BETTER HOMES & GARDENS 
GOOD HOUSEKEEPING 
FARM JOURNAL 
TOWN JOURNAL 
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17.2 Cu. Ft. 
FOR EXTRA FREEZER 


PROFITS IN ’54! 


Revco, Inc., Deerfield, Michigan 
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Motor Repairman 


Protects Against Overloads 
With KLIXON Protectors 


STAMFORD, CONN.: William R. Palmer, Jr., owner of 


Palmer’s Electric Motor Repair Shop, speaks from many 


years of experience in repairing motors. 


“It has been our experience as electric motor repair 
specialists, that equipping motors with Klixon motor 
protectors has greatly lessened the number of motor 


burnouts due to overloading.” 


Klixon Protectors Reduce 
Service Calls and Repairs by 
Preventing Motor Burnouts 







The Klixon Protectors illustrated keep 
motors in electrical appliances and other 
Maaoual motor-driven equipment from overheating 
and burning out. Look for equipment with 
Klixon-Protected motors for trouble-free 


Automatic motor operation. 
R 


KLixoN 


SPENCER THERMOSTAT 
Division of Metals & Controls Corporation 
2505 FOREST ST., ATTLEBORO, MASS. 
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“What to do About Color 


NARDA’‘s Mort Farr advises dealers to keep their 
eyes and ears open for color developments, and be ina 
position to take advantage of new opportunities 


Dealers have been urged by 
NARDA to take a constructive atti- 
tude toward color television and put 
themselves in a position to take ad- 
vantage of the sales opportunities it 
offers. 

“There may be greater danger in 
the complacency with which many 
dealers face the coming start of color 
television than there was in the panic 
with which they faced it a few weeks 
ago,” said Mort Farr, chairman of the 
board, NARDA, before a clinic of the 
Michigan Appliance and ‘Television 
Dealers. 

Farr said the dealer should take the 
following steps in anticipation of color 
television: 

1. Read his trade papers for their 

reports on this new field and remain 
as familiar with it as his sources of 
information permit. 
2. Start training his service people 
to the technical level at which they 
can understand color TV when it ar- 
rives, and if they're already at that 
level, start them on the courses and 
major pieces of color television litera- 
ture available today. 

3. Get a color receiver in operation 
in the store as soon as one is available, 
and put the price tag on it promi- 
nently. Place monochrome sets along- 
side and price them just as promi- 
nently. It'll help black and white sales 
greatly. 

4. Do not disparage color. Consum- 
ers should be told how much they'll 
enjoy it, that as soon as color is ready 
the dealer will be in the business all 
the way and wants to take care of his 
customers. 

5. Let the distributor and manu- 
facturer know what profits the dealer 
requires to handle color in a sound 


Looking it Over 





manner. If there’s not enough profit 
in it to indicate that the dealer is be 
ing shown a reasonable amount of 
consideration—don’t handle it. 

6. The dealer should sell what he 
has—the best values in black and 
white sets ever. Monochrome is not a 
temporary or stopgap business; it’s the 
backbone of the TV business today 
and will remain the backbone of it 
years after color has been established. 

7. Trade-ins should be on as sound 
a basis as possible, as soon as possible. 
Dealers should use the NARDA TV 
Trade-in Blue Book with every sale 
involving a trade-in. 

8. Diversify sales activity. ‘There'll 
be a great need for balance in volume 
year-round, and in case of volume 
dips, so sell radio, major appliances, 
kitchen cabinets, heaters and other 
products. 


Electronic Appliances 


Electronic appliances probably will 
be common in the home of the future, 
according to Dr. Alfred N. Goldsmith, 
radio and television engineer. 

Speaking to the Institute of Radio 
Engineers at the group’s recent meet- 
ing in New York, Dr. Goldsmith pre- 
dicted home-cooking, refrigeration, 
cleaning and air conditioning might 
soon be accomplished by electronics. 

He also named a wide variety of 
other fields where clectronics would 
have possible application, including 
lighting and heating. 

Dr. Goldsmith, who became editor 
emeritus of the Proceedings of the 
IRE, after 41 years of service as editor, 
was presented with the IRE Founders 
Award. 


OPEN HOUSE for dealers staged recently by a South Dakota distributor finds 
interested visitors examining Hamilton’s washer at Sioux Falls, S. D. Regional 
manager Ralph Halvorsen at right explains design of the non-metallic agitator. 
Open house, put on by L. C. Lippert distributors, drew 300 dealers. 
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Brand new color styling ... brand new convenience ! 


Heres the exciting new 
Frigidaire upright Food Freezer! 


Outstanding beauty... 
standout performance... 


er On emegameiemrnsenger say ee 


ar ete) xjel _— give Frigidaire Dealers a 
a <i Cems great new profit winner ! 


Here’s a sales-powered addition to the Frigidaire line, 
offering Frigidaire Dealers many new selling advantages 
that mean bigger profits for 54! Yes, Frigidaire, a 
pioneer builder of low-temperature cabinets, has pooled 
experience and resources to build this great new upright 
model VFT-125 ... convenient, colorful, salesworthy ! 





These Frigidaire features are winning sales! 


Gleaming exterior in Lifetime Porcelain or durable 
Dulux. The flowing lines of modern design harmonize 
beautifully with Frigidaire Refrigerators. Glamorous 
interior in cool pastel green with rich, golden trim adds 
even more luxury and beauty. And it’s as spacious and 
handy to use as it is beautiful. Its 12.5 cu. ft. of storage 
space holds 438 pounds of frozen food. It has every 
convenience feature today’s housewife demands. 

There’s a big, golden-trimmed, sliding basket drawer 
that glides in and out on Nylon rollers; brand new 
Pastry Rack for frozen cakes and pies; Frozen Juice Can 
Holders; removable full-width Door Shelves; Target 
Light Safety Signal to indicate safe freezing tempera+ 
tures; Automatic Interior Light; adjustable Cold Con- 
trol and the world-famous, economical Meter - Miser 
compressor, simplest refrigerating mechanism ever 
built. And, you can offer this new Food Freezer with 
either a right or left-hand door at no extra cost. 





Another reason why the Frigidaire Franchise 
is the most valued in the entire industry! 









. a LOOK! DOOR SHELVES... 
‘= Zz FROZEN JUICE CAN RACK...A 
— => LIGHT, EVEN A FOOD INDEX! 


THIS HANDY BASKET-DRAWER 
GUDES OUT ON 
NYLON ROLLERS ! 


DROP-LEAF GRILLE 
FRONTS PROVIDE HANDY 
WORK SPACE ! 


-*,, 










Model HM-180 


Model HR-132 





Model HR-92 


Frigidaire Chest-Type Food Freezers in 3 sizes 
Frigidaire Dealers can now offer customers a complete line 


* a * 
to choose from. In addition to the upright model, there are 
three chest-type models . . . 9.2, 13.2, and 18 cu. ft. capac- 
ities. All models are beautifully styled, compact, dependable. 


There is a model for every need, every home, every budget. 
All models are powered by the dependable Meter-Miser, \— <= —| Built and backed by General Motors 


warranted for 5 years. 
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FOR YOU! 

With this 

fast-selling 

White-Rodgers 
PLUG-IN 


PLUG-IN THERMOSTAT 


& wHiTt - sapere 


ROOM 
AIR CONDITIONERS 


winpow FANS 


+5) 





Write us for name 
of nearest wholesaler 
with stock on hand! 





NEW PROFITS 









THERMOSTAT for Room Air-Conditioners 


Wherever you sell, have sold or service a room conditioner, there's 
a sale waiting for you. Easy to sell, because this White-Rodgers 
Plug-In Thermostat increases comfort, saves power and reduces run- 
ning of room air-conditioners. No installation problem — just mount 
the thermostat and plug in like a lamp. Control carries 1 hp. rating, 
can be used with practically all 115-volt room air-conditioners. 


FREE Display Sells for You 


Your initial order of ten controls brings 
this dramatic display without charge. On 
your counter it will act as a silent sales- 
man, bringing extra profits. 


Call Your Wholesaler Now! 


WHITE- 







(ontrola 


f SE. 


fe 
) 
Vv 


« 
ay 
Sa 
aera’ 


Plug of Air 
Conditioner 





Sasa 


\ 


RODGERS 


FOR REFRIGERATION 
HEATING AND 
‘AIR CONDITIONING 


1209 Cass Ave. 
St. Lovis 6, Mo. 












SLINGABOUTS 


FOR APPLIANCE PROTECTION 


Lessen damage risk. Carry 
your appliances in the thickly 
padded, flannel-lined protection of 

Webb Slingabouts. These rugged, 
water repellent canvas jackets slip 
on easily and have convenient hand 
sling for easy, hazard-free handling. 


For years of service use Slingabouts. 


Ask about 
Wrapabouts 
for TV sets 














WEBB MANUFACTURING CO., 2918 N. 4th St., Phila. 33, Pa. 
Send Slingabout or Wrapabout prices for Model + 


Refrigerators 

















Make . 
ange 
Washer 
Name ae ead Radio 
Address a — A 
City i _ State =r (please specify) 
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Trade Ads Honored 

The trade paper advertising of six 
appliance-radio-I'V firms was honored 
recently by judges in the Associated 
Business Publications’ annual contest 
for advertising in merchandising pa- 
pers. 

Servel, Inc., was given first place in 
division one of the contest, “‘advertis- 
ing to introduce new products or new 
packaging”. An award of merit in this 
division also was presented to CBS 
Columbia Inc. 

Dormeyer Corp. took top honors 
in division two, “advertising to pro- 
mote product features and give prod 
uct information.” Awards of merit in 
this category were also given to Lewyt 
and Mitchell. 

In division seven “multipage adver 
tising which makes the most effective 
use of three or more consecutive pages 
in one issue,’ Caloric Stove Corp. 
took top honors. 


Hi Fi Standards 


The High Fidelity Institute is get 
ting ready to take the first steps 
toward defining standards of measure 
ment for products connected with 
sound reproduction. 

Jerome J. Kahn, commissioner of 
the Institute, said after the initial 
meeting of the provisional board of 
governors that an all-industry commit 
tee would be designated to outline 
measurement standards for each prod- 
uct. 

When the claims of manufacturers 
have been certified by a qualified in 
dependent testing laboratory, — the 
High Fidelity Institute will issue its 
seal of approval, Kahn said, certifying 
the accuracy of the manufacturers’ 
claims. 

Leonard Carduner, member of the 
Institute’s board of governors, 
while high fidelity may be “defined 
in as many ways as there are listen 
1 basis for comparison could bce 
established. To determine sound i 
production capability 


said 


¢ rs. 


Brobst Re-elected 


Victor G. Brobst, assistant treasurc1 
ind assistant secretary of Peirc« 
Phelps, Philadelphia distributor, w: 
re-elected and installed as president of 
the Philadelphia Manufacturers and 
Wholesale Distributors Association at 
the group’s annual election of officers 
meeting. 

Edward Hummel, credit manager 
of the Armon Co., was elected first 
vice president. Other officers elected: 
Samuel Alper, credit manager of the 
Stuart F. Loucheim Co., appliance 
distributor, second vice president; 
William Edwards, credit manager of 
Glanz, Behm & Herring, Inc., third 
vice president; Joseph Wolf, secretary; 
John Breyer, assistant treasurer; Wil 
liam McAllister, group secretary for 
the association. 

Elected to the board of directors 
were Jack Porter, Don Wilkins, Ed- 
ward Lynch, Aaron Barmach, Ray 
Boldt, Frank Brown, Herman Gins- 
berg and Babette Schmidt. 
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Quick 
easy way 


to make gas connections 


FOR LAUNDRIES, DRYERS, 
REFRIGERATORS, 
AND OTHERS 


Mode! ST— 
for pipe connections. 






Model CT — with flared 
joint for copper tubing. 


SKINNER-SEAL SADDLE TEE—for mak- 
ing gas and water connections. No pipe 
cutting or threading. Quick. Easy. Cuts 
costs. For gas refrigerators, home laun- 
dries, heaters, etc. Write for circular. 


Approved by Underwriters’ Laboratories, Inc. 


M.B.SKINNER CO. 





SOUTH BEND, 21, IND., U.S.A. 


HERE'S A PROFIT ITEM 


THAT REALLY 


cts rs! 





everywhere, are quick to 


Dealers 
appreciate the extra profit possibil- 


Celina Twin, or 


Tubs. 


ities of 
Portable 
Washer 
stantly 
usefulness. 


Single 


owners or buyers, in- 
recognize their beauty and 
Excellent for promoting 
washer sales. Single Tubs are ideal 
for use with Automatic 
equipped with Suds-Saver. 


washers 


Furnished in twin or single models, 
with or without covers. Tubs packed 
nested 3 in carton, to save freight 
and storage space. Tubs and covers 


packed separately, also priced sep- 
arately. 

Dealer and jobber inquiries in- 
vited. 


see CELINA First 


FOR THE FINESTZ 


THE CELINA MANUFACTURING CO. 
CELINA, OHIO 
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* Manufacturer’s recommended retail or Fair Trade price. 


The G-E Automatic Toaster was a tremendous 
value and best seller at $23.95. Now, at its new 
low price of $21.95, it’s an even better value that 
will give you even greater sales. 

This announcement is important to you because 
the G-E Toaster at only $21.95 will be one of 
your fastest-selling, high-volume appliances dur- 
ing the spring gift season. 





It all adds up to greater profits for you, Mr. 
Dealer. Get ready to sell . . . right now! Order 
toasters from your G-E distributor today. General 
Electric Company, Small Appliance Division, 
Bridgeport 2, Connecticut. 


Here’s why your customers will 
buy the G-E Toaster 


ee fu YCUL co file seein al ta ¢ It’s the toaster with the simplest, most depend- 
able toasting mechanism ever developed. 


¢ 6-Position Toast Control 
GENERAL ELECTRIC ¢ Extra-high Toast Lift 
* Snap-out, Snap-in Crumb Tray 
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what! 


Better than ONE OUT OF EVERY TEN 


automatic toasters made in the 



































United States are Son-Chiefs! 


why? 


Demand! They're 





beautifully styled — excellently made — and 
low priced! Which is why we can proudly tell you 
that Son-Chief automatic toasters have one of the 


lowest return ratios in the entire industry! 


Like to have the full story? Then write or wire us today. 


SON-CHIEF Electrics. Inc. 


WINSTEAD, CONN. 


TOASTERS « IRONS e« WAFFLE GRILLS ¢ FRYERS 
In Canada: SON-CHIEF ELECTRIC, 64 ‘Weltingten St. W. Toronto 





Easy opening sections 
for sheet changes. 


Ever Ready Catalog Holders 
keep catalog data at correct 
reading angle with both 
hands free. They can be used 


on sales counters, buyer’s 
desks and in warehouses for 
quick reference. 
¢ other uses. 


Dozens of 








No. 12 completely filled with 
ten additicnal sections. 











No. 12 


Customer’s Side 


a e Money! 


Save Time e 


searc! hing fora 
and find it 
in a hay- 


Ever have the experience o 
catalog for a waiting custo mer 
was like looking for “a needle 


stack?” Most likely you were able to find 
it easily — at a later date — when you 
were hunting for another catalog. Ever 


Ready Catalog Holders keep every catalog 
sheet instantly available and in place. Each 
section holds one inch of punched sheets 

. keeps them in place . . . makes them in- 
stantly removable without disturbing the 
balance. ONLY $5.65 Starts You Off — 
Order Additional Sections As You Need 
No. 12 — Clerk’s Side Them! 


—— ee ee ee ee ee ee ee ee ee ee ee ee ee a ee eee 





two sections $8.50 each 
— Add'l Sections, $!.00 Ec. City 
NOTE: Types of punching — Kalamazoo 4-post [], Ring Binder 3-post 1) 


Money Back Guarantee! 


ORDER TODAY! i 

Geneva Mfg. Co., 420 Stevens St., Geneva, Ill. i 
Gentlemen: Please ship me: 

No. 12 EVER READY Holder. 15 in. wide, I 

12'/2 in. deep, 5'/2 in. tilt. Sturdy steel, dark Company... i 

green baked enamel. Capacity, 12 sections. | 

With wings and 2 sections: $5.65 Ea. 0 Ea ee eee i i 

Ne. 24 like No 12 but 30 in. wide and 1 

with capacity for 24 sections. EE ES Sr een \ 

i 

| 

t 

! 


















“CRACKING THE WHIP” on electric housewares salesmen sets the stage for 
three-month housewares promotion sponsored by Electric Association of Philadel- 


phia. Whip-wielder in humorous skit shown here is J. 
manager of John Oster. Cringing from lash are, 
Tim Lewis, 
and Don Gannister, 


sales manager, General Mills; 
Elias, Everybody’s Supply Co.; 


Housewares Drive 


the national NEMA 
Gift Choice—Electric 
Housewares,” the 1954 Electric 
Housewares Promotion in the Phil- 
adelphia area got underway recently 
sponsored by the housewares division 


Adopting 
theme, “First 


of the Philadelphia Electrical Asso- 
ciation. 
A humorous skit of a “7 a.m.” sales 


before some 135 distributor 
kicked off this year’s three- 
month promotion, which runs 
through June. Two contests have 
been set up according to geographical 
districts. 

Each distributor salesman will get a 
$10 bonus for signing up three dealers 
to participate and for sending in 
photos of the electric housewares win- 
dows. For each dealer signed up above 
that quota, the salesman will receive 
$4. Winners of the window display 
contest will receive $50. The whole- 


meeting, 
salesmen, 


Philco Kitchen 


P. Ludlow, district sales 
left to right: Ed Weiss, district 
vice president, Elliott-Lewis Co.; Dick 
Westinghouse Electric 


sale manager enlisting the most deal 
ers in the drive will get a $100 savings 
bond, and a salesman who enrolls a 
winning dealer will get $50 bond. 
bond. 

William Orr, chairman of the 
NEMA electric housewares group and 
sales manager of the John Oster Man 
ufacturing Co., said sales of electric 
housewares in the Philadelphia area 


should total about $300,000 a week. 
Nashville Show 

Nashville Electric Service and the 
Nashville Electrical Dealers Associa 
tion, Nashville, Tenn., will co-spon- 
sor an electric show May 11-14. 


The “1954 Electric Show” will help 
promote the sale of appliances, televi 
sion sets and air conditioning. All 
retail dealers, distributors and manu 
facturers of appliances, supplies and 
equipment have been invited to pat 
ticipate as exhibitors 

















NEW HOME ECONOMICS center recently opened by 


Philco contains one double 


kitchen and three fully equipped single kitchens to be used for demonstration 


purposes. 
kitchens at the center. 
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Home economists are shown looking over one of the gleaming new 
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Quick to recognize a sure-fire hit, 
dealers all over the country have swamped 
Crosley with Super-V orders. In 3 weeks 
after the first announcement over 60,000 
Super-V Crosleys were sold! And the ex- 
citement’s just beginning 


They’re carrying them home by the 
2 thousands! 
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You can SELL them better on a CROSLEY 
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Deliverves are SOLASY | 





THE LOAD 














































~ SLIDES a 
b up stairs, ; 
Y | 
é J iK- downstairs, A sf t 
WHEELS & inand GA ZF Tt 
SWING *~ a out of trucks > - 


forward to “* 
lood ... backward 
to balance the load 





Gne man makes deliveries 


YOU CAN SAVE the cost of an extra man because one man and an Easload can 
handle any appliance 
slide runner frame 


easily and safely with its load balancing design and 
And your appliance is always protected on the rubber 








covered Easload frame; it is strapped 
CESCO MODEL in | in place and cinched tight with built-in 
= ratchet cincher. Wheels have 10 x 2.75 
A lightweight appli- | All cushion tires. Toe plate has two small 
ance truck with ratchet | J 4 rubber wheels. Frame is all welded steel 
cincher and strap, rub- i Handles 800 Ibs. with ease 
ber covered sled run 4 Order yours today on a money-back 
ner, tube steel frame. [ guarantee of satisfaction... $53.50 
Handles 600 Ibs. Low F.O.B. Los Angeles 
priced a $39.50 COLSON equipment & supPLy co. 
1317 Willow Street, Los Angeles 13, California 





APPLIANCE TRUCKS 


aE PT 


COMPLETE LINE! 
ATTRACTIVE APPEARANCE! 
FEATURES THAT SELL! 
EASY INSTALLATION! 
TROUBLE-FREE PERFORMANCE! 
FULL PROFIT! 


LASLOA 
















GOT WHAT YOU WANT 
in WATER SOFTENERS! 


MODERN’ 
4a the moneymaker in water softeners! 
Because MODERN gives you— 
everything you want. Top quality line 


nN 


No two ways about it- 


COMPARE! SEE WHY! 


in models and sizes for every need. 
Complete line—automatic elec- 
tric, single control, brine tank, 
and dry salt models « Residential 
sizes to 100,000 grains capacity, 
commercial te 1,000,000 grains 


Exclusive features that close sales 
quick. Easy installation. Trouble- 
free perfermance. Right prices— 
¢ Triple-duty minerals soften, re- with full profit on every unit. Go 


move iron, filter sediment o Extra MODERN-—and make money in 
heavy gauge steel tanks elec- é ; - 
trically welded and hot dip galva- the softener business. Ask your 
nized « Top styling, attractively 
finished in white baked enamel! 
*10 year warranty 


wholesaler—or mail coupon for 


details. 


ee ee 7 

MAIL COUPON FOR DETAILSP; = mopeRN WATER EQUIPMENT CO. \ 
Dept. EM, West Chicago, II! ; 

mop E ay] 1 Send full details on your complete line of water softeners. i 

! 1 

. Name ; 

! ! 

means ’ g¢ ; Address ; 
using 

! City State 1 

ad 
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PEOPLE 





Gilligan Retires 





John F. Gilligan, vice president in 
charge of advertising, Phileco Corp., 
has retired after 32 years service with 
the company 

Gilligan joined Philco in 1922 and 
held various positions in the sales, 
idvertising and order departments 
He was named advertising manager in 
1944 and became a vice president of 
Philco in 1950 


Labisky Retires 





R.C 


dent and 


Labisky, assistant to the presi 
general manager of th« 
Speed Queen Corp., announced his 
retirement last month from active 
participation in the firm’s operations. 

Labisky came to Speed Queen in 
1922. He served in various positions, 
including office manager, purchasing 
agent, comptroller and general man 
ager of the Speed Queen ironer divi 
sion at Algonquin, III. 

Labisky will remain on as a con 
sultant, according to H. A. Bumby, 
president of Speed Queen. 


De Fino Heads ARI 


\. J. De Fino, vice president, Fed 
ders-Quigan Corp., has been elected 
president of the Air-Conditioning and 
Refrigeration Institute at its annual 
board of directors meeting. 

De Fino succeeds L. C. McKesson, 
vice president in charge of sales, Ansul 
Chemical Co. James Emmett Jr., 
vice president, J. P. Marsh Corp., was 
elected vice president; and M. M. Law- 
ler, vice president, Worthington 
Corp., was elected treasurer. 


MAY, 


As a sales ‘‘clincher’’ 
for TV set sales and a 
traffic builder, an an- 
tenna — no bigger than 
a pocket watch which 
brings in sharp, 


Antenna does! 


We want you to put 
one in your store... 
see for yourself what 
clear, sharp pictures 
are shown in your set 
demonstrations a¥ 
how easy it’s installed 
- « « how much better 
the set looks without 
“rabbit ears’... how 
our customers ‘go’ for 
oth the set and thef py 
antenna. 


We'll send you a My- 
Tee Midget antenna, FREE, 
because we know that 
when you see what it 
will do to help your busi- 
ness, you'll become one of the My-Tee 
Midget’s best salesmen. Just send us your 
name and title on your company letterhead 
along with your antenna jobber’s name, and 
we'll mail you at NO COST (or memo billing 
if you prefer) a My-Tee Midget to use on one 
of your store's sets. 
Don't be confused with the ‘hoopla’ and 
price cutting of imitations of the 
Midget in plastic pill boxes, vanity case 
rubber furniture coasters. The My-Tee Midget 
is an all-rubber, electronic antenna that out- 
performs any other miniature antenna and 
most other indoor types. It's safel 


There’s no room for 
“chiselers’ in the My- 
Tee Midget picture. It's 
fair-traded at $2.49 
and you make a buck, 
— that’s right, $1.00 

time you sell 

Use our tested 


with national magazine, newspaper 
iand TV spot advertising. 

WHAT ARE YOU 
WAITING FOR? 
Get your free 
sample of the 
My-Tee Midget. 
Write today! 


WIRE WRITE 


or name of nearest 
My-Tee Midget 


UNIVERSAL , 
my-tee midget 
Corp. 
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Better Homes and Gardens said 


“This year get your home a Christmas gift’”—and 


3,220,000 Families Did Just That! 


H™: proof—for the second year running 
—that when Better Homes and Gardens 
says, ‘“here’s a good idea,” people act. 


Last year, to its over 3%4-million alert, progres- 
sive, home-owning families, BH&G said “This 
year get your home a Christmas gift.” 


Returned questionnaires projected to BH&G’s 


st look what happened last 









£ 





A.B.C. Publishers’ Statement of Circulation, 
Dec. 31, 1953 showed that 3,220,000 BH&G 
families bought almost 3,000,000 DIFFERENT 
APPLIANCES! Remember—all this was for the 
Christmas season alone—so think what these 
families buy in an entire year—especially as 
BH&G’s circulation is now at an all-time high 
of 4,000,000. 


HERE ARE THE APPLIANCES 3,220,000 BH&G FAMILIES 
BOUGHT AS CHRISTMAS GIFTS FOR THEIR HOMES IN 1953 


Bought one or more Projected Figures 








Any major appliance . 610,000 
Washing machine . 130,000 
Refrigerator . 120,000 
Vacuum cleaner . 90,000 
Clothes dryer 70,000 
Food freezer . gag 90,000 
Garbage disposal unit 30,000 
Water heater . 30,000 
Dishwasher . . 30,000 
Range (any type) . . 130,000 

Electric . are icin 70,000 
et ar a 
Sewing machine (any type) . 100,000 
Electric . 80,000 

Any small appliance . 1,190,000 

Coffee maker (electric) . . 230,000 


Projected figures are based on the percentage buying each item projected to 
Total Net Paid Circulation, A.B.C. Publishers’ Statement, December 31, 1953. 


HOW THE STUDY WAS MADE 


A 16-page questionnaire booklet was mailed in January, 1954 to a 
cross section of BH&G subscribers and newsstand buyers. A wide 
variety of subjects was included, and a new dollar bill was enclosed 


to encourage response. 


The newsstand section produced 88% returns—the subscriber sec- 
tion produced 86% returns—a total return of 87%. 


Better Homes and Gardens 
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Bought one or more Projected Figures 
Deep fryer—cooker-oven . . 230,000 
Mixer . . 190,000 
Toaster . 170,000 
Steam iron . . 160,000 
Corn popper . 130,000 
Broiler . : . 100,000 
Electric hot pad . . 100,000 
Sandwich toaster and grill . 70,000 
Waffle iron . 90,000 
Roaster a eee ere 50,000 
Food liquidizer or blender . 50,000 
Ventilating or exhaust fan . 20,000 
Electric hand iron. er 50,000 
Carpet sweeper (not electric). 30,000 
Floor polisher (electric) 20,000 
Other . 40,000 


Now serving 
4-million families, 
screened for the 
BUY on their minds! 


MEREDITH PUBLISHING COMPANY, Des Moines, lowa 
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HERE’S AN 
“EVERY MONTH” FEATURE 
FOR APPLIANCE DISTRIBUTORS! 





merchandising memo 


appliance-selling news from 
Better Homes & Gardens 


Here’s a brand-new service from BH&G, for 
promotion-wise appliance distributors. Each 
month it features: (1) A preview of coming 
BH&G editorials; (2) A list of BH&G appliance 
advertisers; (3) A run-down of timely appli- 
ance topics; (4) Plus, newsy interest items from 


Foods & Equipment Editor Myrna Johnston. 


Cash in on a pre-sold market that’s 4,000,000 
BIG by promoting BH&G-adver- 
tised products. Order attractive 
full-color reprints of BH&G ed- 
itorials — use them as traffic- 
building give-aways and/or eye- 




















catching in-the-store displays. 


Take advantage of BH&G mer- 
chandising aids. 


Get the selling power of BH&G 
behind you! Contact Mer- 
chandising Department, 
Better Homes and Gardens, 
Des Moines, Iowa. 
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Crosley Division, 
Avco Manufacturing Corp. 





CLARENCE FELIX 





H. J. ALLEN 


Clarence Felix, general manager of 
Government Products of the Crosley 
division, has been named vice presi- 
dent of the division. Another recent 
appointee is H. J. Allen, named as re- 
frigeration sales manager. 


Landers, Frary and Clark 


Robert E. Morrill has been named 
sales development manager of the 
company’s home cleaning equipment 
division in New Britain, Conn. Hardy 
B. Payor is the new regional sales 
manager in the Great Lakes area. 


Automatic Washer Co. 


John W. Shrvyrock has been named 
territorial representative for Automatic 
Washer in the New England and New 
York state areas. 


Manitowoc Equipment Works 


Karl D. Belt has been named dis- 
trict manager for the company in the 
New England states. Headquarters 
will be in Wellesley, Mass 


Maytag Company 


Faber H. Cripps has been named 
as assistant manager of product and 
market planning for the company. 
Recent regional appointees include: 
Donald E. Barton, regional manager 
for southwest Indiana; John C. Brit- 
son, manager in Memphis, ‘Tenn.; 
Robert Ford, Nashville, Tenn.; 
George Peterman, western Kentucky 
and Tennessee; Robert Magnuson, 
northern Michigan and portions of 
Wisconsin; and Richard B. Turner 
whose territory will include 24 south- 
Oklahoma 


eastern counties. 
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New Positions 





Westinghouse Electric Corp. 





LAURENCE W. SCOTT 


Laurence W. Scott has been ap- 
pointed consumer products advertis- 
ing manager succeeding Robert M. 
Fichter who was recently named sales 
manager of refrigeration specialties. 
Other recent managerial appointments 
include G. W. Erdmann, Jr., as 
merchandising manager of household 
refrigeration; and Charles G. Duy, as 


G. W. ERDMANN, JR. 





CHARLES G. DUY 


advertising manager and Edward W. 


Rosenberger, assistant manager for 
portable appliances, respectively. E. K. 
Solomon is the new southeastern re- 
gional manager for major appliances. 
William J. Case, Jr., has been 
named manager of sales training for 
the electric appliance division’s refrig- 
erator-freezer department. 





Frigidaire Division, 
General Motors Corp. 





R. H. SMITH 


R. H. Smith, has been named as 
sales manager for laundry equipment, 
succeeding J. R. Cobb. Other ap- 
pointees are Roy L. Hatfield, as gen- 
eral sales manager of the Birmingham 
branch, Frigidaire Sales Corporation, 
and W. H. Anderson as appliance 
sales manager, Los Angeles branch, 
Frigidaire Sales Corporation. J. L. Kay 
has been appointed manager of Frigid- 
lire’s appliance sales planning. 


Republic Steel Kitchens 


Louis D. Stull has been named 
west coast district sales representative 
with a territory comprised of the states 
of California, Arizona and Nevada. 


Revco, Inc. 


R. W. Stutzman has been ap- 
pointed assistant sales manager for 
the company. An additional man- 


agerial appointee is A. W. Mellentin 
who becomes field service manager. 





Apex Electrical Mfg. Co. 





HAROLD P. BULL 


Harold P. Bull has been appointed 
to the post of vice president in charge 
of sales of Apex Rotarex Corporation, 
in which position he will direct the 
sales of the Apex appliance division. 
\n additional appointment is that of 
A. C. Scott, vice president in charge 
of sales of the Apex Electrical Manu- 
facturing Company, who will now 
head up the company’s contract sales 
division. 


International Harvester Co. 


Cosette D. Kane has been named 
regional home economist for the com- 
pany’s southwestern region with head- 
quarters in Oklahoma City. 


Zenith Radio Corporation 


Glenn Pippert has been appointed 
regional manager for Zenith in the 
sales territory which includes Cincin- 
nati, Mobile, New Orleans, Jackson, 
Springfield, Mo., Ft. Smith, Ark. 


MAY, 





Philco Corporation 








JAMES M. SKINNER, JR. 





EDWARD M. BLAND 


James M. Skinner, Jr., has been 
named as vice president of the cor- 
poration’s television division. His 
former post as manager of distribution 
has been filled by the appointment of 
Paul E. Burks. Other managerial ap 
pointments recently announced in the 
television division include Henry 
Bowes, who becomes sales promo- 
tion manager and Edward M. Bland, 
advertising manager. John J. Gold- 
schmeding, Jr., has been named re- 
frigerator sales manager for the appli- 
ance division, and Frank H. Russell, 
director of sales training for the corpo- 
ration. 


CBS-Columbia 


Newly appointed district managers 
include the following: Frank J. 
Hogan, who will cover the states of 
Ohio, Indiana, Michigan and Ken 
tucky; and Charles J. Klein, with a 
territory comprised of Newark, Phila 
delphia, Baltimore, Washington, Nor- 
folk and Roanoke. 


Hoover Company 


John Townsend has been appointed 
area manager for the company in De 
troit, Michigan, succeeding Clifford 
O. Greek. Greek has been promoted 
to the post of regional manager of the 
company’s south-central division with 
headquarters in Cleveland. An addi- 
tional appointee is Robert L. Racey, 
named area manager for special prod 
ucts in Atlanta. 


Preway, Inc. 


New appointments include H. G. 
Morse as assistant to the vice presi- 
dent in charge of manufacturing and 
A. A. Kohler as sales representative in 
Ohio and western Pennsylvania. 
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Now Boost Your HOT WEATHER SALES! 


LVANIA 








we, FUN TIME Portable Radio Promotion 


Another famous Sylvania sales-boosting promo- 
tion—the biggest one yet. It’s rolling right now— 
piling up sales for Sylvania dealers coast to 


coast. Now is the time for you to hypo sales with 
these two top-flight bonus offers. Call your Syl- 
vania Radio Distributor today! 


























GRIDDLE GRILL 
Portable.. Practical 


for easy carry- 
wea boils, broils 
and bakes. An outdoor 
cooking miracle. And 


they get it FREE! $9°5 


VALUE 





SUN GLASSES 
ifully jewelled for wom- 
oe pao Sa case and optica 


quality lenses. $795 
VALUE 












THE SYLVANIA 


SKYLARK 
PERSONAL PORTABLE RADIO 


ill j at this 
Your customers will jump at th 
sensational offer! Americe > 
handsomest personal radio wit 
genuine leather shoulder-strap 
carrying case plus 2 on pn 

i ° 

gifts—all at the price —_ ; ee: 
alone. Watch this item m $ 50 


summer long! 


1 
ALL 3 FOR PRICE OF RADIO ALONE : 


THE SYLVANIA 


CATALINA 
3-WAY PORTABLE RADIO 


This gorgeous pry alg enwetd 
Portable is one of the bigé 
sellers weve ever prosentes: 
Now, offered vies 7 =p = 
mer gifts, it \ 
presmwen 8. = to your gestae = 
can't miss with this pro wi 
ning hot weather promotion: 


‘ 
ALL 3 FOR PRICE OF RADIO ALONE : 











TARTAN 
SUNTAN LOTION 


Large squeeze bottle. Pro- 
tects against sunburn—pro- 
motes beautiful tan. 


50 (Fed. Tax 
$] SIZE incl.) 


© TARTAN 
SUNTAN LOTION 


Large squeeze bottle. Pro- 
motes alluring tan —helps 
prevent sunburn. 






















——————— 


EER, 
cme ae 


& COMPLETE LINE OF COLORFUL FAST-SELLING RADIOS: 











@ The SKYLARK 
Personal Portable 
with genuine leather 
carrying case and 
shoulder strap. Com- 
pact, powerful. A sen- 
sational seller. 4 
colors. 


@ The CATALINA 


3-Way Portable Radio 
—Amazing power— 
Studio-Clear tone. 
Concealed flip-up han- 
dle. AC-DC-Battery. 
6 colors. 


@ The NIGHTLIGHTER 
Multi-purpose Radio- 
Clock featuring amaz- 
ing PANELESCENT 
DIALS. Does chores ga- 
lore with single auto- 
matic control.7colors. 


@ Model 593 
RADIO-CLOCK 


Gives your customers 
more beauty, utility 
and radio power. 
Wonderful home serv- 
ant, big readable 
clock dial. 7 colors. 


@ The CHORALIER 
Tops in tone, power and 
performance. A radio 
aristocrat that gives your 
buyers the ultimate in 
radio satisfaction. 4 
colors. 


@ Model 513 DE LUXE 
TABLE RADIO 
Modern styled cabi- 
net, with large speaker 
and built-in antenna. 
Fine sensitivity and 
tone. Volume seller. 7 


@ The SERENADE 
Priced to move fast. 


6-tube performance 
and handsome cabi- 
netry at low, low 
price. Unusual qual- 
ity and value. 4 colors. 


colors. 








aie by Giant ——— 
NATIONAL MAGAZINE AD 
E TELEVISION 


NATIONWID 
POINT-OF-SALE sonnei 
DEALER PROMOTIONAL Al 


ei 


Studio-Clear and Panelescent are Sylvania Trademarks 


CALL YOUR SYLVANIA 
RADIO DISTRIBUTOR TODAY! 


SYLVANIA ELECTRIC PRODUCTS INC., 254 Rano Street, Buffalo 7, N. Y. 
ELECTRICAL MERCHANDISING—MAY, 
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Just what’s wanted 
in home incinerators! 


tre 

































































COLE HOT BLAST 
HOME INCINERATOR 


meets homeowners’ every demand for 
top value and performance. Here are 
just a few of the COLE features: 


@ Economical gas operation with 
exclusive, patented, air-jet com- 
bustion. Genuine refractory tile 
lining . . . rust-proof, clog- proof, 
permanent. 


@ Smokeless and odorless. 


@ Dependable disposal of everyscrap 
of food, however wet. 


Write today for complete specifications 
of both Deluxe and Standard Models. 


COLE HOT BLAST MFG. CO. 


3817 S. RACINE AVE., CHICAGO 9, ILLINOIS 


IN SIZES TO FIT 
ALL LEADING UNITS 


Made of Tough 
22 Oz. VINYL 
COATED 
FABRIC 


* Crackproof 

* Waterproof 

* Mildewproof 
* Fireproof 

* Easy to Install 


Protect valuable motor, coils, condensers, filters, etc., from winter 
exposure. Keep out dirt, water, snow—tend to prevent rust and de- 
terioration. Cut off winter drafts. 
Of fine vinyl coated fabric, not to be confused with film type ma- 
terials that crack and fail. One-piece face construction means greater 
beauty and longer service. 
A big new market for Ero Air Conditioner Covers. Thousands of units 
in use! Low priced—to obtain the volume market and yield excellent 
profit. Beautifully designed and packaged. Excellent for bonus or 
premium offers. 

Write Now for Complete Information 


ERO MANUFACTURING 
714 West Monroe Street 


COMPANY 


Illinois 


Chicago 





NEW POSITIONS 








Coleman Co., Inc. 





JULIAN F. WARREN 


Julian IF. Warren, former mer- 
chandise manager, has been named 
director of advertising and sales 


promotion and Leland C. Ginn has 
been promoted to the position of 





LELAND C. GINN 


merchandise manager. Charles I. 
Yeoman is the new regional managet 
for the states of Maryland, the Vir- 
ginias, western Pennsvlvania and the 


District of Columbia. 





Ben-Hur Mfg. Co. 


Recent regional appointments in 
clude the following: Harry Mitchell, 
Denver district manager; Howard F. 


Jones, Texas district manager; Vern 
L.. Kilby, Detroit district manager; 
Bert K. Hinrichs, upper New York 
state district manager; Marvin Dahl, 


st coast district manager; and Wil- 
liams S. Hall, as Raleigh, N. C. dis 


t manage! 


Gibson Refrigerator Co. 


\. R. Cline, Jr., has been appointed 
is manager of the International Sales 
Division of Gibson Refrigerator Co 
\n additional appointee is Foster |] 
Davis, named as southeastern divi 
sional manage: 


Broil-Quick Company 


Lou Bernard has been named to the 
post ot general sales manager for the 
company, and Rodman Jacobs as ad 
vertising manager. 


Hamilton Beach Co. 


Robert E. Keenan has been named 
regional representative for the com 
pany in northeastern Pennsylvania 
ind northern New Jersey. 


Reo Motors, Inc. 


Clabe S. Long has been named 
district sales manager for the company 
in the New York City metropolitan 
irea and the New England states. 


Radio Corp. of America 


Frank Sleeter has been elected vice 
president of the corporation in charge 
of facilities administration 


Fedders-Quigan Corp. 


Thomas L. Arnold has been ap 
pointed sales manager of the heating 
division of Fedders-Quigan Corp. 


MAY, 








RCA Estate Appliance Corp. 





INWOOD SMITH 


Inwood Smith has been named to 
the newly created position of vice 
president in charge of sales. The ap 
pointment is in line with the com- 
pany’s long range planning of pro- 
duction and sales expansion. 


Perfection Stove Co. 


Thaddeus J. Kasper has been named 
as the company’s sales representative 
in the northern half of the state of 
New Jersev. 


Speed Queen Corporation 


Frederick D. Butler, Jr., has been 
named director of market research and 
Robert E. McDonald, assistant sales 
manager for the corporation. 


Sylvania Electric Products, Inc. 


H. A. Browe has been appointed 
midwest district sales manager for the 
company’s radio and television divi 
sion 


Raytheon Manufacturing Co. 


John F. Morten has been appointed 
marketing services manager of the 
company's equipment sales division. 
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CASCO'S 


90 DAY AD BARRAGE 
now in Full Swug 


for MOTHER’S DAY, JUNE BRIDES and SPRING BUSINESS 





13 Powerful Ads—Giant 
Spreads and Full Pages in 9 Top 
National Magazines Reaching 
150,000,000 Readers at the 


Peak-Selling Season 








be aure So rs = THE NEXT 90 DAYS... "= | 


1,250,000 STEAM IRONS 


Casco’s FREE store Tie-In WILL BE SOLD 
MERCHANDISING KITS including A HUGE $25,000,000 BUSINESS 
* Gift ad mats * Envelope Stuffers FOR ALERT DEALERS! 
* “Post-Card” mailers * TV & Radio commercials 


%* Good Housekeeping Fact Plaque % Full Color Display Signs 


* 15 Day Free Trial promotional material 
(you can offer a 15 Day Free Trial without 






risk to you—ask your jobber’s salesman) i ee pap sam a Se ee ene see ene eee ae ee 7 

1 Casco Products Corp. ! 

0 $9 | Bridgeport, Conn. | 
HL IF YOUR WHOLESALER HAS NOT YET SUPPLIED | Gentlemen: 

YT 4 YOU... MAIL THIS COUPON TODAY | Crate itr totam tie-in my store with Casco’s | 

- FOR FREE Tie-In KIT! "90 DAY WONDER’ CAMPAIGN. | 

| Store Name...... 

STEAM & DRY IRON a | 
l ress 

pe | 


CASCO PRODUCTS CORP., BRIDGEPORT, CONN. L 
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*%& Genuine mahogany 
wooden cabinet 


*% 22 tubes pivs one Germanium 


*% Four IF stages 


*% 41 MC Video IF 


*% 82 channels, UHF-VHF, 
one knob control 





there’s no bargain like the 


PAindnea Side | 


Today you can buy ANDREA for practically the 
same amount you’d pay for the lowest priced sets. Yet, 
you'll be selling one of the highest quality TV sets. 


ANDREA TV is trouble-free.* Add to this, many other 
exclusive features and you’ll have the perfect ingre- 
dients for successful selling and greater profits. 


Write today for complete information on the generous 
ANDREA franchise and see for yourself. 


ANDREA RADIO CORPORATION 
27-01 BRIDGE PLAZA NORTH, LONG ISLAND CITY, N.Y. 


*Independent surveys show that ANDREA television 
receivers average less than one service call per year. 





THE ANDREA LIDO 
21” Tube, Fringemaster Tuner 











Need Real 
Hard Hitting 


Sales 
Representation? 


We are equipped, organized, 
























and ready in 
METROPOLITAN NEW YORK 
AND NEW JERSEY to 


GET 
THE ORDERS 


If you need sales help, we offer 
an established organization with 
the field contacts and experience 
necessary to do the job for 
you. Inquiries held strictly con- 
fidential. 


NOW REPRESENTING 

Toastswell Company 

The Shetiand Company 

Finders Manufacturing Company 
Electric Steam Radiator Corp. 








SMITH-BENNY SALES CO. 


Soles Representotives - 
1) West42Sr New York 36 
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Vent Dryer Troubles 


with the 


Dry-R-X Exhaust 


Assure your dryer customers that mois- 
ture, heat and lint will be no problem 
... sell venting as part of the hook-up. 


The Dry-R-X exhaust unit is the sim- 
ple, economical way to vent dryers. It’s 
all rust proof aluminum. The automatic 
damper is completely weather proof 
and self thawing. 


The hood is available as a unit or in 
kits containing sufficient aluminum 
pipe and elbows for the average in- 
stallation. Alternate installation can 
be made with the new low cost, grey 
Flexible Duct, now available in 6’ and 
9 lengths. 


Ask your dryer distributor or write 
stating name of distributor and make 
of dryer you sell. 


DRY-R-X COMPANY 


5521 Code Ave. * Minneapolis 10, Minn. 
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preMsine 
WEATING 


Gets A New Look 


Cramped by tight quarters and obsolete facilities, 
the Bernzen family consolidates by remodeling and 


streamlining operations 


When the Bernzen family decided 
to remodel their appliance-plumbing- 
heating business after 36 years in the 
same Boulder, Colo., headquarters, 
they were faced with the problem of 
tying together the loose ends of a 
diversified operation that had equip- 
ment in three different locations. 

The brothers Ben, Frank and John 
Bernzen originally founded the City 
Plumbing and Heating Co. as a small 
plumbing shop in 1904, but it has 
since grown to include the City Elec- 
tric and Appliance Co., handling a 
full line of major appliances and 
housewares, and a sheet metal shop. 

The old building which served as 
headquarters was a hodgepodge of 
cramped display room space, a bulging 
stockroom, office and administrative 
quarters. Complicating matters was 
a huge garage door which was used 
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by the firm’s 50 workmen and their 
trucks. The building originally had 
been a paint and wallpaper store and 
was divided down the middle by a 
wall that separated the office and dis- 
play rooms from the warehouse. 

In addition, the Bernzens had a 
yard and a warehouse across the street 
from the headquarters, storage rooms 
on the second floor, and a warehouse 
two blocks away. Altogether, City 
Electric and Appliance Co. and City 
Plumbing and Heating Co. had equip 
ment and operations set up at three 
separate locations. 

City Electric and Appliance and 
City Plumbing and Heating last year 
set out on an ambitious remodeling 
program, with an open house sched- 
uled for early 1954, their 50th anni- 
versarv. 

The first step in the remodeling 
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You’ll find these brands advertised in the May 
COMPANION. Sell any of them? If “yes”—check 
off your brands in the boxes below. You will 
receive, FREE, a full-size reprint of the ad 
mounted on a handy easel. And you'll get 


(Companion re‘Seller display material 


for wide-awake dealers... 


large gum-backed stickers and small hang tags 
for your window, counter and product displays... 
plus a mounted display of the May editorial fea- 
ture “Painting time is clean-up time.” Use these 
sales-making displays ... they'll pay off in profits. 
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say YES” topay! 


Check off the display material you 
want. Just tear out this ad and 
return it to us today. Hurry! Supply 
is limited! 





Equipment Merchandising Dept. 
Woman’s Home Companion 
640 Fifth Avenue, New York 19, N. Y. 
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Please send me FREE displays featuring 
COMPANION -advertised merchandise 
checked on this page 
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MODERN DESIGN 


Hide Unattractive Room Conditioners | 





| 
| 


“BAR-BROOK 
Prom (gndi itioner 
GRILLE 


The beautiful new BAR-BROOK Room Conditioner DECOR’ 
GRILLES change unattractive room conditioners to a spot of 
beauty—and this is an advantage that helps sell more condi- 
tioners. Just ask any dealer! Two distinctive designs to com- 


pliment any type architecture. 





ORLEANS DESIGN 
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; Dutro§ . 
; “SPECIAL” < 
Model 1200 * 


APPLIANCE 
TRUCK 


kkkekeke 


SPECIAL 
LOW PRICE 







+ + + + 


including strap and 
buckle (FOB shipping 
point) Lower by far 
than any comparable 
‘ruck regardless of 
make! 


¥ 4 ¥ 


More rugged, more sturdy, yet no heavier than 
conventional trucks. Specially constructed to 
withstand most abusive use. Handholds where 
you need them. Barrel shaped cross bars for 
round or square appliances. Face of truck 
covered with a durable non-marring rubber. 
Hardwood skid bars practically recessed in 
channel steel frame—saves damage to stairs. 


Other models w/ratehet and/or stair climbers. 















Write for literature and name 
of nearest jobber 
Dutro Company 


3110 Adeline - Oakland, Calif. 


BBER INQUIRIES INVITED 
ATTRACTIVE FREIGHT ALLOWANCES 
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@ Four Sizes 

@ All-Aluminum 
@ Quickly Attached or Removed 

@ Mounts on Wood, Brick or Masonry Wall 


BAR-BROOK MANUFACTURING CO., 


6135 Linwood Avenue Shreveport, Louisiana 





@ Two Beautiful Designs 
@ Will Not Stain or Rust 


Write today for free 
illustrated catalog and prices. 


INC. 


The GIFT to SELL 
ome or Office 


CLOCKS 
AUTOMATICALLY CALCULATE 


“time at a glance” 


Shown above: Model 
#700 TV Clock and 


Lamp. Retails at 
$10.95. 


Other NUMECHRON 
Self-Starting Electric 
Clocks from $9.95 to 
$85.00. 


“As Advertised in TIME” 


Consult your distrib- 
utor or write for illus- 
trated catalog and 
attractive discounts. 


Personalized Imprinting Available 











PENNWOOD NUMECHRON COMPANY 


7249 Frankstown Avenue, Pittsburgh 8, Penna 






program was to consolidate stock- 
room, warehouse, yard, shop and dis- 
patch facilities in a single location | 
three blocks west of the main build- 


ing. This not only resulted in room 
for expansion in the old headquarters, 
but solved an acute traffic problem by 
moving the activity of 28 company 
owned. cars and trucks and by provid- 
ing a customer parking lot across the 
street. 

With building space available, the 
second step was to provide adequate 
new office space, auxiliary display 
rooms, drafting room, appliance and 
I'V-radio repair shops. When this had 
been accomplished, the front section 
of the old headquarters was remodeled 
into a single 2,500-square foot display 
featuring full lines of appli 
heating and plumbing mer- 


room, 
ances, 
chandise. 
given over to an expanded sheet metal 
department. 

[he Bernzens streamlined oper 
ating procedures and clearly defined 
the functions of inventory control, 
material purchase and issue, workmen 
dispatch and _ time-keeping, — truck 
maintenance in a company-owned 


garage, cost accounting, job analysis, 
collection, and other administrative 
duties 


The net result is a modern display 
room, with a reception and waiting 
room; the bookkeeping department, a 
display room for used appliances and 
nother room for service, all off to the 
west; off to the east is a series of five 
offices, a large conference room, and 
another drafting room. 

lhe twin businesses now 


are oper 
ated by two of the brothers, 


Ben and 


John, and the latter’s two sons, George 
G. and J. Robert Bernzen. George 


directs operations at City Electric and 
Appliance 


Distributor News 


Admiral Distributors, Inc. 


Helmuth Tamberg has been ap 
pointed general sales manager of 
Admiral Distributors’ San Francisco 


division; and Robert M. Schein, 
visor of the 


York. 
Chambers Distributing Co. 


super 
contact division in New 


Announcement has been made of 
the election of George Bremscr as 
vice president and W. W. Cole as 
secretary-treasurer. Both men_ have 


also been designated as directors and 
stockholders of the corporation. 


Dorries Distributors 


Dorries Distributors, marketers of 
Chrysler Airtemp heating and resi- 
dential cooling equipment in south 
Jersey, metropolitan Philadelphia and 
the Delaware-Maryland peninsula have 
announced plans to increase ware- 
house facilities by approximately 50 
percent. The move will add 5,000 
square feet of space to their present 
Ardmore, Pa., warehousing facilities. 
Delaware Valley Distributors, 

Inc. 

Jack J. Kelley has been appointed 
vice president and general manager of 


the company. Kelley, who most re- 
cently had been market development 
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The entire second floor was | 


IF 


YOU CHANGE YOUR ADDRESS 


Be sure to notify us at once, 
so future copies of ELECTRICAL 
MERCHANDISING will be de- 
livered promptly. 

Also make certain you have 
advised your local Post Master 
of your new address so other 
important mail doesn't go 
astray. 

Both the Post Office and we 
will thank you for your thought- 
fulness. Mail the information 
below to: Subscription Dept., 
ELECTRICAL MERCHANDIS- 
ING, 330 W. 42nd St., New York 
36, N. Y. 


NEW 
Ne ees 
Address 
City . Zone.... State 
Company . Title 
OLD 
Name 
Address 
City Zone State 
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330 W. 42nd St. N. Y. 36, N. Y. 














NOW! NEW LOW PRICE on 
FLEXO-SPACE Self-Service Island 


ANNOUNCING our new low prices on 


FLEXO-SPACE Self-Service Islands. Here 
is your opportunity to follow the trend 
of thousands of aggressive merchants and 
modernize your store with FLEXO-SPACE 


at a savings of 50% over competitive 
Islands. FLEXO-SPACE gives you Self- 
Service, Mass Display and 300% more 


Selling Space than one flat-type counter. 
Yes, in only 124 Sq. Ft. of floor area you 
get 50 Sq. Ft. of selling space. Raise or 
lower the shelves every 2” within 15 
adjustments. FLEXO-SPACE is a complete 
Island! Your customers shop on 4 sides 
from 5 large Self-Service shelves. FLEXO- 
SPACE has been “Tested and Proved” by 
thousands of retail merchants. New amaz- 
ingly low prices on FLEXO-SPACE at 
almost 50% less than you expect to pay. 
Write for FREE catalog on FLEXO-SPACE 
and other Self-Service fixtures. Do it 
now—Today! 


Mfgs. Write for special extra low prices 


ADD SALES CO. 


802 York St. Manitowoc, Wis. 
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‘ace it: 


HAVE YOU A DISASTER PLAN FOR YOUR PLANT? 


BOMBS...OR FIRE...OR FLOOD...OR TORNADO 
e+. you can handle them if you act now. 


Let’s face it ... the threat of war and the atomic bomb 
has become a real part of our life—and will be with us 
for years. Fires, tornadoes and other disasters, too, can 
strike without warning. 

Whatever the emergency is, everybody’s going to 
want help at the same time. It may be hours before out- 
side help reaches you. The best chance of survival for 
you and your workers—and the fastest way to get back 
into production—is to know what to do and be ready to 
do it. Disaster may happen TOMORROW. Take these 
simple precautions TODAY: 

[_] Call your local Civil Defense Director. He’ll help 
you set up a plan for your offices and plant—a plan 
that’s safer, because it’s integrated with community 
Civil Defense action. 

[_] Check contents and locations of first-aid kits. Be 
sure they’re adequate and up to date. Here, again, your 
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CD Director can help. He’ll advise you on supplies 
needed for injuries due to blast, radiation, etc. 

[_] Encourage personnel to attend Red Cross First-Aid 
Training Courses. They may save your life. 

[_] Encourage your staff and your community to have 
their homes prepared. Run ads in your plant paper, in 
local newspapers, over T'V and radio, on bulletin boards. 
Your CD Director can show you ads and official CD 
films or literature that you can sponsor locally. Set the 
standard of preparedness in your plant city. There’s no 
better way of building prestige and good community 
relations—and no greater way of helping America. 


Act now ... check off these four simple points ... 
before it’s too late. 
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RATES: 

UNDISPLAYED 
$1.80 « line, minimum 3 lines. To figure advance 
payment, count 5 average words as a line 
DISCOUNT of 10% if full payment is made in 
advance for 4 consecutive insertions 
POSITION WANTED undisplayed advertising 
rate is one-half of above rate, payable in advance 
BOX NUMBERS—-Count as | line 


SEARCHLIGHT SECTION 


“OPPORTUNITIES” 





DISPLAYED INDIVIDUAL SPACES with bor- 
der rules for prominent display of advertisements. 
The advertising rate is $13.50 per inch for all 
advertising appearing on other than a contrac 

basis. Contract rates quested on request. 

AN ADVERTISING INCH is measured %” ver 

tically on a column—4 columns—48 inches to a 
». NEW ADVERTISEMENTS aacvens N. ¥ 
Office. 330 W. 42nd St., N. Y. 36, Y., for 
June Issue closing May 13th 








Address all information to: 


{ ATTENTION MANUFACTURERS | 


New England distributor desires to handle new appliance/spe- 
cialty lines. We now carry famous brand air conditioners, upright 
freezers, and custom built stoves. Will consider items not associ- 
ated with a full line, also items that can be sold to builders, con- 
tractors, and kitchen cabinet men. 


Charles Penn, Sales Manager 
A. E. Borden Company, Inc. 
176 Brookline Avenue 
Boston, Masachusetts 








ance of experienced stcff essential. 


to advertisement No. 60. 


CONSULTANTS 


WELLING & WOODARD, 


52 VANDERBILT AVE., 


WANTED TO BUY 


A Successful Business 


Making a distinctive product or line sold to manuf 
able consumer products. Annual sales, actual or potential, $1-$4 million. Continu- 





ts of dur- 


Our client is a nationally known Eastern manufacturer whose years of experience 
in this field would be beneficial to a new product or line. 

We are management engineers compensated by our client. 
Replies held in confidence. Please write, or telephone LExington 2-3616, referring 


Brokers protected. 


INC. 


NEW YORK 17, N. Y. 
IN PLANNED DIVERSIFICATION 














WANTED 


By well established, di 


A 


~ NEW ELECTRICAL PRODUCT 
TO MANUFACTURE AND MARKET 


manufacturer of electro mechanical devices. 


+ 





/ size, 
! 


stores, mail order houses 


| BO-1859 


Has national distribution through = hardware, electrical distributors, 
| Interested in new product to make and market. 
| Basis outright sale or royalty. 


ELECTRICAL MERCHANDISING 


department 


330 W. 42 St., New York 36, N. Y. 














REPLIBS (Box No.): Address to office nearest you 
NEW YORK: 330 W. 42nd 8t. (36) 
CHICAGO: 620 N. Michigan Ave. (11) 
SAN FRANCISCO: 68 Post 8t. (4) 





SELLING OPPORTUNITIES OFFERED 


WE DESIRE to appoint manufacturers agents 

for all states in the United States for a fast 
selling product. In your reply please state all 
the lines you handle. These products are sold 
only to electrical wholesalers and hardware 


wholesalers and large mail order houses. Only 
established and well connected men will be 
considered. RW-2131, Electrical Merchandis- 


ng. 


SELLING OPPOR TUN TIES WAN TED 


OFFERING THE manufacturer a unique serv- 


FOR SALE 
USED REFRIGERATORS 
Electric or gas ranges, truck or trailer 
on car waiiien 
NEW on’ OseD CLOSEOUTS WANTED 
AJAX FURNITURE OUTLET, Inc. 
1000 Rockaway Ave. Brooklyn 12, N. Y. 








+30 ELECTROLUX 
Rf REBUILT SWITCHES 


{ — Sold outright or exchanged 
Write for particulars 


CENTRAL VAC. CL. CO. 


4509 - 104 St. Corona, L.1., N.Y. 




















ice in New England. We sell only to stock- 
ing wholesalers and jobbers (and assign — 

2 g 2 k »mmis- . ” ee 
sion, We can give you results. Northeast Utili- “Opportunity” Advertising: 
ties Equipment Corp., 77 South St., Stamford, ‘. 

Conn. Think 
PHILA. SALES Reps. covering Phila., Balto., *SEARCHLIGHT” 
Wash. Selling elec. jobbers, appliance dis- J 
ibs. a dept. stores. Wish additi 1 1- 
ity A. A or this mkt. Box RA-2361, Ble - First 
trical Merchandising. 
BUSINESS PERSONNEL SELLING 
EQUIPMENT FINANCIAL 


May Be Sought From, or Offered To, the Readers 
of This Publication Through Its Classified Section 
The Searchlight Section 
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manager for the Crosley and Bendix 
Home Appliances division of Avco 
Manufacturing Corporation will make 
his headquarters in the distributor's 
Philadelphia offices. 


Allen B. Du Mont Labs., Inc. 


The factory owned distributorships 
of Allen B. Dumont Laboratories, Inc., 
lelevision Receiver Division, have 
been established as separate corpora- 
tions. According to Dr. Allen B. Du 
Mont, president of the company, the 
new corporations will conduct dis- 
tributing operations for Du Mont 
television receivers in the states of 
New York, New Jersey, Florida, Illi- 
nois and Indiana. The establishment of 
separate corporations for factory dis- 
tributorships is expected to result in 
greater flexibility for the branches, and 
a resultant increase in efficiency. 

The new distributors and _ their 
principal officers are as follows: Du 
Mont New York Inc., New York City, 
Philip P. Geth, president; Du Mont 
New Jersey, Inc., Orange, N. J., Irving 


Sarlin, president; Du Mont Florida, 
Inc., Miami, Dr. Allen B. Du Mont, 
president; Du Mont Illinois, Inc., 


Chicago, William H. Kelley, president; 
and Du Mont Indiana, Inc., no per- 
manent place of business designated, 
William H. Kelley, president. 


General Electric Supply Co. 

Purchase by the General Electric 
Supply Company of one of the three 
main buildings of the Griggs, Cooper 
and Co., plant in St. Paul has been 
announced. The new quarters, con- 
taining more than 140,000 square feet 
of floor area will house district and 
local sales offices, parts and service 
departments, and warehousing facili- 
ties, and will serve dealers in Minne- 
sota and Wisconsin. Branches are also 
maintained in Minneapolis, Duluth, 
La Crosse and Eau Claire, Wisc. 


Stuart F. Loucheim Co. 


Philadelphia distributor's Stuart F. 
Loucheim Co., have announced their 
intention of utilizing television and 





radio for a major portion of their spring 
advertising of the Hamilton line of 
laundry equipment. The promotion 
will feature 26 segments of “Holly- 
wood Playhouse” on an afternoon 
show over local TV station WPTZ, 
and a total of 195 spot announcements 
over radio stations WCAU and KYW. 
A novel talking record is another fea- 
ture of the drive, and will feature Rex 
lrailer, Philadelphia TV cowboy star, 
who sings a song promoting the 
Hamilton line. The record is a direct 
mail piece which dealers can send to 
their accounts, and offers a free lariat 
to children visiting a Hamilton dealer 
with their parents. Complete Hamil- 
ton advertising packages will be offered 
to dealers by Loucheim for $29.70 and 
will include 100 records, mailing 
pieces, 40 lariats, streamers, tags, fold- 
ers, and a window decal. 

Loucheim has also initiated a 
monthly house organ which is avail- 
able to local dealers and contains such 
information as profiles of outstanding 
local dealers and their promotions, 
special news items relating to the ap- 
pliance industry, and promotions and 
new product developments in the ap- 
pliance lines distributed by the firm. 


Frigidaire Sales Corporation 


A new $1,000,000 distribution cen- 
ter and office headquarters for Frigid- 
aire Sales Corp. will be built in Phila 
delphia. 

Work on the 75,000 square foot 
plant will begin immediately and com- 
pletion is expected by the end of this 
year, H. J. Heller, Frigidaire branch 
manager, announced. 

The Penn Mutual Life Insurance 
Co., will erect the building and lease 
it for a long term of years to Frigid 
aire. 

The building will include 25,000 
square feet of air-conditioned office 
space and an auditorium with stage 
and two complete kitchens for home 
economics demonstrations and a dis- 
play of Frigidaire appliances. Remain- 
ing space in the one-story building will 
be devoted to warehouse and shipping 
facilities. 


Two Decades as Distributor 





PLAQUE COMMEMORATING the 20th year as a franchised distributor for Carrier 


Corp. is presented to Alexander Orr, Jr., 


John M. Bickel, 
at Miami Beach. 


left, 


MAY, 


vice president of Carrier. 


president of Conditioned Air Corp., by 
The award was made recently 
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SUPPLEMENT 


Products, Services — For More Sales, For More Profits 


$2.25 per line per insertion. Minimum 3 lines. 
‘First line in small black face type.) Frac- 
tions of a line count as line. Discount of 
10% if full payment is made in advance for 
4 consecutive insertions of undisplayed ads. 





DISPLAYED RATE: 


$21.50 per inch per insertion. Contract rate on 


request. (An advertising inch ia measured 
vertically %” on one column. There are 4 
columns—48 inches to a page.) 
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Second i Lo are no problem when you 
Aluminum pd frame, 58” tall, has smooth run- 
ners on back for easy ‘off-on truck loading, curved 

cross members in front for round appliances and is 

padded with felt. 


<u *14' Web strap fastens appliances tight & Le 
with the patented (30 second action 
trap ratchet—a Yeats exclusive. 


<u * Cat ilar STEP GLIDE. Endless belt eases 
the far liances over stair edges with- 


the largest ap 
5 ane rite for full information. 


out marring. 


Yeats Appliance Dolly Sales Co. 


CUT delivery time, SAVE 


unnecessary damage and work 





with the YEATS APPLIANCE DOLLY 


with the easy-does-it features.” 


FR 











2124 N. 12th S 
MILWAUKEE 5, WIS 





Roll ‘em with ROLL-OR-KARI 
DUAL TRUCKS 


The safe, easy and 

( quick way to han- 
oO “ dle appli 

ra _——i———§ Patented Step-On 

Lift — Retractable 

wheels. Cap. 1,000 

Ibs. Ship.wt. 45 lbs. 


REGULAR MODEL equipped with fixed wheels. 
DE LUXE MODEL with swivel wheels at one end. 




















Write Dept. B 


OR-KARI CO. 


ZUMBROTA, MINNESOTA 


ROLL- 


Manufacturers 















ROHN 
TV Service Table 


Eliminates moving or lift- 
ing the set from the time 
it enters your shop till the 
time it leaves! 


Table places set at proper 
height for servicing. Large 
3” casters means steady, 
unruffled ride! 

Excellent for use in hos- 
pitals, institutions, service 
organizations, etc. Dozens 
of uses—sell them in your 
community! 

Call on Your Authorized Rohn 
Representative Or Write Direct 


ROHN MANUFACTURING CO. 
116 LIMESTONE, BELLEVUE, PEORIA, ILL. 








Modern Appliance Displays 
Need ey MOTION! 


Hise "+ 

isplay-Way 

To Boost ; FF to-Sho 
Your Sales! Siactent Tun a3 


THE OLDEST NAME in turntables assures you 
profitable, trouble-free operation. Used by 
merchants nationwide for unusual action dis- 
plays. Model 712 ROTO-SHO illustrated, re- 
volves 3 times a minute, permits novel, self- 
contained lighting effects as well as opera- 
tion of electrical devices. Table 18” dia- 
meter. A.C. only, Sturdy steel construction. 
Guaranteed. Write today for complete turn- 
table catalog including build-up fixtures! 






Produce midget 
fractional H.P. elec. 
r 


hour re 
from stoc 


KASSON DIE & MOTOR CORP. 
‘ormerly General Die & Integrity 
Stamping Co Since 
Dept. 65, 32-14 Northern Bivd. 1919 
Long Island City |, N. Y. 














Many Dependable Buys 
are to be found 
in the 
Where To Buy Section 
of 
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CASTER x-75 


for Safe and Easy Handling 
of Ranges, Refrigerators, 
Home Freeze and Air 
Conditioning Units, 

Radio, Television 

and Window Cooling Units 


SELF-LIFTING PIANO TRUCK CO. 


426 North Main Street Findlay, Ohio 
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ties. 





MERCHANDISING SUPPLEMENT 


Section 


is an adjunct to other advertising in this issue with these 
additional announcements of products and services of 
special interest in the sale and servicing of appliances, 
radios, televisions and in other merchandising opportuni- 


Electrical Merchandising 








ELECTRICAL MERCHANDISING—MAY, 


1954 









PAGE 201 

































EDITORIAL 












Lets Face lt 


I’ the risk of becoming tedious, | would like 
to address myself once more to the problem 
of discounting in our business. In the past 

I have had occasion to call to task the manufac 

turers and the distributors, who paid lip-service 
to the concept of decent list price structures that 
would permit legitimate dealers to make a modest 
profit, but who looked the other way when arrant 
violations of those price levels took place under 
their very noses—and often with their tacit ap 

proval. I have said before and I will say it again 
that the very existence of our present system of 
distribution—a system that has built a great indus- 

try—is threatened today as it has never been in the 
past. It is not merely that we are confronted with 
the rise and spread of the discount house to more 
and more markets. These “speakeasies” of the 
industry have been granted the accolade of “appli- 
ance supermarkets” and marketing economists 
accept them as a new force to be reckoned with, 
much as they did when food chains invaded the 
independent grocer’s field. The problem lies 
more in the fact that discounting has spread like 
a virus to all branches of the industry. It is no 
longer black and white, it is a sort of general gray 
and the pity is that the general public knows it. 
They have been pre-sold by national advertising 
to want our goods; they shop our stores to deter- 
mine upon the make and model number of the 
appliance they want; and then they buy it from 
any of a dozen sources at substantial reductions— 
or from the dealer desperate to make a sale. Nor 
can you blame them. There is no moral prin- 
ciple involved here. Nobody ever got jailed for 
hunting a bargain. It’s a game. And usually 
the people with larger incomes and greater con- 
nections turn out to be the most avid of the 
discounter’s customers. 


HE question I would like to pose is stated 

simply: “How much are we ourselves to 
blame for the rise of price-cutting?” It is our 
claim that we perform services for the customer 
that the discounter cannot match. We claim that 
they do nothing to sell the need; that they don’t 
demonstrate; that they don’t deliver (except at a 
price); that they don’t finance and they don’t 
service. Discount houses don’t usher the customer 
into handsome stores with soft carpets, elaborate 
displays, fluorescent lighting, comfortable chairs, 
free cokes and balloons for the kiddies. The 
ring no doorbells, they make no free home demon- 
strations, they use no users, they follow up no 
buyers, they do little or no advertising. We say 
we do all these things. And yet a larger and 
larger percentage of the business is going to the 
discounters. 






N AYBE it is time we stopped kidding ou 
4 selves. We don’t do a lot of things we claim 
to, either. Why does survey after survey reveal 
that our selling is shoddy; that our retail 
salesmen have an indifferent knowledge of the 
products they sell; that our advertising at the 
local level is either non-existent or so hap- 
hazard as to be meaningless; that our inven- 
tories are insufficient; that customers have to 
wait interminable periods for service or parts; 
that we rarely, if ever, follow up a customer 
to see if she has been satisfied with what she 
bought and may be in the market for something 
new? Maybe our stores are nice enough, but 
oftentimes they are little better than the ware- 
houses from which the discounters operate. Ex- 
actly why should the customer give us preferential 
treatment? We get very moral about discounters 
but, in too many Cases, we are asking the customer 
to pay us a premium for the privilege of doing 
business with us. In the old days, we may have 
operated out of side-street locations (as many old 
readers will remember) but we earned the respect 
of our suppliers because we sold thousands of 
devices that the housewife had hardly heard 
about—vacuum cleaners, washing machines, re- 
frigerators, etc. We sold the need and we sold 
the service. We created millions and millions of 
satished customers. They never went back to 
brooms, or washboards or ice-boxes. They are 
still customers. 


4 us discounting problem is endemic. In the 
automotive industry—one of the most tightly- 
policed businesses in the country—manufacturers 
are decrying the rise of “bootlegging” which, 
stated in simplest terms, means merely that deal- 
ers are disposing of a surplus of cars to either 
used-car dealers, or “transshippers” who know 
where a market for the cars exists—at a price. 
Franchises are important; protect them at any 
cost. But in the automotive, as well as in the 
appliance-radio-T'V industry, dealer failures are 
mounting. We have the sorry distinction of 
leading the failure parade among retailers. And 
we will continue to lead that parade unless we 
come to a realization that we must once more 
prove to our suppliers and to our customers that 
we are worthy of our responsibility. Manufac- 
turers, faced with terrific competition at their own 
level, are not going to put up with inefficient 
distributors or lazy dealers. The country and the 
market are growing at too fast a pace. Produc- 
tion, right now, is far overcoming distribution. 
Something has to give. And the public knows it. 

Let’s face it. We haven’t been doing our 
job... 
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AST YEAR over one and a half million women 

who bought washers insisted on wringer 

washers. They took home about half of all 
washers sold by dealers in 1953. 


These housewives (bless ’em) couldn’t be 
unsold on the whiter wash and lower cost 
that only a wringer washer provides. And 
there are lots more like them where they 
came from. These gals will continue to make 
wringer washers your bread and butter. 


To get your share of the bread and butter 
(and maybe more), display and demonstrate 
wringer washers with Lovell wringers. Women 
have confidence in the Lovell name. And 
these Lovell features will help turn many an 
interested prospect into a steady customer. 
Lovell Mfg. Company, Erie, Pa. Also makers 
of Lovell gas and electric drying systems. 

Remind every customer that she can get 
her wash done quickest with a wringer washer 
and automatic dryer—and that the combina- 
tion costs less than she thinks! 


There's lots more 
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Repeated by popular dealer demand! 


OO 


win! win! wir 
NOW...., 
25-word og “Melidey 


may be a winner! 25 00 Fist 


(inetading $3,000 ator” 
Get in on these 
fabulous * Prizes! 
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See all = these 


. aH oliday 
Want this Kelvinator ile 


FREE or *25.000 in € 
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Kelvinator 49th Anniversary 
Applionces— Enter Early) 
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You'll always win with 


roeen foe's work-savers for Better Living! 


Kelvinator “Homemaker's Holiday” Contest 





“HOLIDAY HOUSE” 
825.000 First vol 
5 81.000 Seeond Prizes 


a Te 
PLUS 


75 Kelvinator Home Appliances 
100 $100 Cash Awards « 1.000 $10 Cash Awards 


1.181 PRIZES IN ALL 





870.000 in eens 








hechunator 


sion of Nash-Kelvinator Corporation, Detroit 32, Michigan 


ELECTRIC REFRIGERATORS ° RANGES 


IRONERS * GARBAGE DISPOSERS WATER COOLERS 


HOME FREEZERS WATER HEATERS 


ROOM AIR CONDITIONERS ° 


Now, Kelvinator launches the 2nd 
Annual “‘Homemaker’s Holiday” 
Contest with new appeals, more and 
bigger prizes, certain to produce even 
heavier traffic and sales. 

The theme of the contest is the 
Kelvinator “‘Holiday House” with 
all the exciting new living concepts 
that are of such tremendous interest 
to modern homemakers. 

Every entrant must visit the Kelvin- 
ator dealer. Every entrant will indi- 
cate the major appliance she would 
like to own. What an opportunity to 
demonstrate and sell ! 


KITCHEN CABINETS AND SINKS 
DEHUMIDIFIERS ° 


But Kelvinator has not stopped 
there in turning traffic into sales. 

During the contest period from 
May Ist to the 4th of July, there 
will be special “‘Homemaker’s Holi- 
day” store promotions built around 
products with proven sales appeal. 
These will be down to earth, hard- 
selling retail activities featuring the 
“Bonus Values” that typify every 
1954 Kelvinator appliance! 

Yes you can bank on it—Kelvin- 
ator Dealers everywhere are going 
to cash-in on their 2nd Annual 
“‘Homemaker’s Holiday”’ Contest! 


THE MOST VALUABLE FRANCHISE 
IN THE APPLIANCE INDUSTRY 


WASHERS . DRYERS 
COMMERCIAL REFRIGERATION 





